
The Mosaic Artist’s
Concise Guide to Digital Marketing



Introduction

Integrated digital marketing tactics are extremely effective, more manageable than traditional 
marketing, and encompass principles that customers prefer. While Mosaic Artists are usually 
attending to dozens of tasks that make their companies thrive, and digital marketing tactics may be 
among them, it is understandably among the less developed skills the artist has. 

This e-book will accelerate your marketing skill development. For each of the six essential digital 
marketing tactics you will get; (1) the essence of the tactic, (2) the marketing opportunities you can 
exploit with it, (3) the essentials for success, and (4) the basic metrics to manage it with.

So, what is digital marketing and how do you integrate the tactics to grow a mosaic art business?

Digital marketing is simply the marketing of products or services using digital devices to reach 
consumers and influencers.  The most common digital devices include computers, smartphones, and 
tablets. The communications are delivered via channels such as websites, email, and social networks.  
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Audience

Before we begin to discuss the channels, there is one 
consideration that is common and critical to all 
digital marketing channels, and it is no different than 
traditional marketing. That is audience.  Just as print 
and broadcast media are dependent on audience, 
so is digital marketing.  The big difference is that 
print and broadcast media have an audience to 
communicate with and some digital marketing 
channels will likely be dependent on you to develop 
your own audience.
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Warning

Anyone who offers to do “digital marketing” for your 
company and is not speaking about all of these 
channels, either doesn’t understand digital 
marketing or is not offering digital marketing. 
Instead, they are offering a part of digital marketing 
and that cannot be as effective as an integrated 
digital strategy.    
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Warning

The Mosaic Artist needs to understand the essence 
of each channel, the opportunities that each channel 
may exploit, the essentials for success within a 
channel, and the key performance indicators that will 
help to evaluate the channel’s performance. 

That is what is in this guide. 
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the essence

We have all learned what a website is over the last 
25 years, but you may not have considered what 
the most basic functionality of your website is.  
There are 5 essential functions: 1) present general 
company information, 2) be found in searches, 3) 
influence opinion, 4) initiate communications and 5) 
advance the sales process.

key performance indicators

1. Website Visits

2. Page Views per visit

3. Percent Bounces
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Websites - Marketing Opportunities
The opportunities flex with your objectives.  The minimum range of marketing opportunities 
would be built around the 5 essential functions discussed previously.  Beyond the basics, the 
website can:

1. Process sales. You know it as e-commerce. 

2. Replace or Reduce Personal Meetings. One opportunity for this is the use of a 
Personalized URL or PURL, which is a page of the website that contains personalized content 
for a prospect or client. Using a PURL, an artist can deliver proposed concept drawings, 
progress photos, etc. Think of how photographers deliver proofs now.

3. Build Credibility. This is done by showing visitors that you understand their need and 
know how to solve it. Copy and images play a critical role. Producing and keeping a blog 
current is a very effective way to build credibility.

4. Extend the Website. Integrate the website with social media to bring traffic from your 
social media audience to your website. Without referrals from social media or other 
websites, the traffic to your website is reliant on visitors who directly enter the URL, or from 
search engines.

5. Facilitate Communications. Incorporating live-chat tools lets you answer prospect or 
client questions when they are interested.

6. Host Helpful Tools. Tools that are helpful to clients and prospects such as calculators, 
reference materials, 3-D views of products, etc., may be developed and delivered via the 
website.
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Websites - Essentials for Success
1. Traffic Tactics (visitors to the website). Visitors are a representation of the audience 
that a website has. It is the most important factor in the success of a website. Traditional 
media channels like print and broadcast can be used to create traffic for websites but is 
generally less effective than other digital marketing tactics. Digital marketing tactics 
that drive traffic to websites include search marketing, email marketing, content 
marketing and social media marketing. All of them are covered in this e-book.

2. Engagement Tactics. Getting the audience involved intellectually, emotionally and 
maybe physically so they have a positive experience, spend more time on the site 
learning about your art business, and maybe make a purchase. Engagement can be 
achieved with a variety of elements as basic as good images, graphic design, and 
copy. On top of the basics, websites can add video, slideshows, and interactive tools 
that let the visitor customize their experience in some way. The key to engagement is 
making the website about “them” (the visitor), not about your art, your classes or other 
aspects of your business.  Think like a customer.

3. Conversion Tactics. These are a series of calls-to-action that move the visitor from 
the first step in a sales process to the final step that can be achieved online.  The sales 
process is often described as: awareness - helping a visitor to understand they have a 
need; interest – perceiving your art or services as a potential solution; desire – seeing 
your offer as the best solution; and, action – moving to complete a transaction. The final 
step is a click to buy, click to subscribe, click to be contacted about an art commission, 
click to enroll, and more.
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the essence

Search Marketing refers to efforts intended to drive traffic to a web page from 
search engines like Google, Bing, etc.  There are two categories: organic and 
paid.  Organic is considered “free” because the search engines do not charge 
a fee to list a web page on search results pages.  Paid search is the result of a 
payment made to the search engine in exchange for a listing on a search 
results page.  The agreement is generally that the advertiser will pay for each 
click through to a prescribed web page, thus the PPC or Pay Per Click name.  
Both are dependent on keywords and other data the search engines use to 
return the results of a user’s search terms.

key performance indicators

1. Percent of Visits from 
Organic Search

2. Percent of Visits from 
Paid Search

3. Percent of Visits in 
Target Market

4. Keywords
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Search Marketing - Marketing Opportunities
1. Lead Generation. Drive targeted leads to your website with organic 
and paid search.  When a person is using a search engine to identify 
sources for a commission, class, or completed art or craft pieces, it is a safe 
bet that they have some degree of intent to purchase.

2. Get Immediate Traffic (paid only).  A PPC ad or campaign can be set up 
and driving traffic to a website in less than a day.  Organic search can take 
months to get a reasonable search engine results placement and longer to 
get to page one (and don’t believe the promises of quick results).

3. Manage Return On Investment (paid only). The search engine reports 
the results of each ad in real-time.  So, the marketer can make a quick 
determination about the sales and gross profits that are being driven by the 
ad and thereby make adjustments based on ROI targets.

4. Increase Brand Awareness (organic and paid).  Having your company’s 
name to be visible in a search result can have some impact on brand 
awareness, even if the people don’t click through.  Writing good web page 
title descriptions can increase the click-throughs, and thereby brand 
awareness.

© skeew
10



Search Marketing - Essentials for Success

1. Keywords. An over-simplified premise of search engines is that web pages are 
associated with keywords which are contained in the search engines database. When 
a search engine user enters their search term (keywords) the search engine returns a 
list of the pages whose keywords match.  Keywords that are relevant to your company 
and each page of its website should be carefully selected to get the page in front of 
the relevant people.

2. Web Page Design.  The computer coding that is used to develop a web page is 
not seen on the page.  Some of the unseen code contains information called 
metadata that may be used by search engines.  It is imperative that metadata and the 
page title be written to cause the page to be found and cause the finder to want to 
visit the page.  Also, the text that visitors read is used by search engines to evaluate its 
relevance to a search. 

3. Indexing.  The search engine’s act of putting web pages into its database is 
called indexing.  Pages that are not indexed cannot be returned in searches.  Getting 
a page indexed quickly is partly dependent on having a webmaster to create and 
upload site maps.

4. Plan.  Planning begins with the end in mind.  Setting the objective of a page and 
then working backwards to the keywords, design, and other page ranking factors is 
critical to not only the generation of traffic, but ultimately the conversion of the traffic.
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the essence

This is really a new term for a century old tactic. For example, 
about 100 years ago, Michelin wrote about restaurants to 
encourage people to drive their cars and thereby wear out tires 
more quickly. Fast forward to the world online, and content 
marketing is creating relevant and valuable content to attract and 
engage a target audience, and ultimately drive profitable 
customer actions.  Content can be in many forms including blogs, 
guides (like this), white papers, infographics, videos, podcasts, 
lists, books, research reports, and even applications.

key performance indicators

1. Visits by Referral 
Source

2. Visits to Landing Page

3. Visits to Product Pages 
from Content Pages
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Content Marketing - Marketing Opportunities

1. Visibility. Content is commonly found through a source other than the publisher’s 
website. Both social media marketing and search engines are channels used to promote 
a piece of content.  These channels have the benefit of introducing new people to the 
company, thereby increasing its visibility.  

2. Credibility. Showing visitors that you understand their problem and know how to 
solve it is one of the benefits that content can provide.  Content marketing can also build 
credibility for the company by demonstrating thought leadership as a mosaic artist.  

3. Trust.  We think that trust begins with credibility.  Getting trust from content 
marketing can happen when the company is consistent and transparent with its content 
and presents in a way that provides a positive user experience. 

4. Favor.  Content is proven to influence opinions and it can cause people to favor a 
brand.  

5. Engagement. Igniting emotions is a quick way to engagement, and content like 
videos, photographs, and slideshows are content forms that can be very engaging.

6. Educate the Market.  In every market, there are some who are believers in a 
solution and some who are uninformed. Content like blogs, e-books, and guides are 
some of the forms that can educate a market.  To elicit the interest of the uninformed, the 
content promotion should acknowledge or show them they have a problem.
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Content Marketing - Essentials for Success
1. Frequency.  It feeds credibility and favor and builds audience.  
Getting there is dependent on the development of a production 
mentality like a publishing company.  Blog post frequency should be 
at least once per month with more being better.  Other types of 
content can be less frequent than the blog. 

2. Original Content.  To differentiate your company, its message 
and style must be embodied in original content.  If all content could 
be curated, the business would lose its differentiators.

3. Editorial Calendar Integration.   The ultimate objective of content 
marketing is to drive profitable customer actions.  By integrating the 
editorial calendar with other marketing efforts, the content marketing 
will support the revenue creation goals.  

4. Content Promotion Plan.  Promoting content via social media is 
the most common channel to use.  Additional options are numerous 
and could include paid search, email marketing, online display 
advertising, and more.
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the essence

The objective is to develop audiences of relevant people who want to 
get information about your art or service.  The audiences will be 
centered in multiple social media platforms such as Facebook, Twitter, 
Linkedin, Google Plus, and Pinterest. The audiences may include both 
customers and leads with customers being developed into raving fans, 
and leads being nurtured to become customers. The process is to 
cause people to want to connect with the brand on the chosen 
platform, then consistently deliver engaging information that is 
informational, entertaining, and promotional. 

key performance indicators

1. Audience Size

2. Reposting (Sharing) 

3. Clicks to Landing 
Pages
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Social Media Marketing - Marketing Opportunities
1. Create Sales. Promotional material may be posted with a link to a 
website page that can facilitate a sales transaction. Ads may also be 
purchased. A note of caution is that audiences have a limited 
tolerance for posts (not paid ads) of a promotional nature.

2. Refer Traffic to Website. Social Media is the backbone of content 
marketing. Content like blog posts and other information that is 
available on your website is best promoted with social media. Using a 
teaser post to sell a blog post is common practice. When a visitor gets 
to the blog they may be exposed to product or service information.

3. Top-of-Mind Awareness.  The visibility that is provided by 
consistent, frequent, high quality posts ultimately develops top-of-
mind awareness.

4. Word of Mouth. People share information that lets them be 
helpful to someone else, is very entertaining, or creates a strong 
emotional response. Companies who create such posts are often 
rewarded with word of mouth.
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Social Media Marketing - Essentials for Success
1. Audience Size. Some social platforms restrict the number of posts that are shared 
with the fans of the page. As little as 6% of a company’s posts may actually get into the 
timelines of their audience. The percentage of an audience who read a post that may 
click-through to the company’s website may be in the 0.5%-3% range. 

2. Audience Relevance. Identify the personas that are relevant to the company and 
target them with invitations to connect on the social platform. 

3. Posts with a Mission. Each post should have a purpose. Some of the objectives can 
be: a) create engagement by getting people to like the post, b) create virality by getting 
people to share the post, c) provide information about a product, service or promotion, 
and 4) create click-throughs to website pages.

4. Consistency & Frequency. People spend a few minutes per day on their social 
platforms. While there, they may peruse the posts that show in the last few hours of their 
timeline. If a person looks at the last 6 hours of posts on their timeline, they see one-fourth 
of the potential. So posting 2 or 3 times per day greatly increases the chance of being 
seen. Being seen day after day is a message of its own.

5. Virality. YouTube, Facebook and others have created a definition of “viral” that has no 
relevance here.  Virality just means that an article is passed from one person to another. 
The more people in the target market that an article is passed to, the more “viral” and 
valuable the article is. Its great benefit is that fans are introducing your page (and brand) 
to other people. Some will become connected making your audience grow.
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the essence

This is one of the most efficient methods of marketing in either the digital or traditional 
media. The most common method of email marketing starts by crafting an HTML 
(website coding language) email. It is, for all practical purposes, a website page that 
becomes the body of an email. Most effective email promotions contain imagery, copy, 
and a call-to-action that is most often a click-through to a web page called a “landing 
page.” The e-promo is distributed in bulk to an opt-in email list and usually by an Email 
Service Provider (ESP). The landing page is designed to; either close a sale, advance the 
sale process by collecting lead information, or lead the visitor to another page that is part 
of the logical process in making a profitable action. An important consideration for email 
marketing is that unlike social media marketing, the audience may be owned by your 
company, and not subject to the rule changes of social media companies. There is a 
body of law that attempts to govern email marketing, but is far from successful.

key performance indicators

1. Open Rate.

2. Click-Through Rate

3. Conversion Rate
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Email Marketing - Marketing Opportunities
1. Converting Leads to Customers. People who have 
opted-in to an email list have indicated an interest in the 
sender’s messages and are thereby leads, if not already 
customers. These are people who are more likely to be 
converted to a sale than other people in the audience. 

2. Lead Nurturing. For longer sales cycles, leads need to 
be moved through the stages of attention, interest, desire, 
and action with prescribed lead nurturing objectives for 
each step.  Emails are an effective way to advance through 
the sales cycle.

3. Brand Awareness. Brand awareness may not be the 
objective of an e-promo, but can wind up being the worst-
case scenario for an e-promo intended to sell a product or 
service. 
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Email Marketing - Essentials for Success
1. List Development. Lists are developed through a number of 
methods. One common method is an opt-in (or subscribe) form on 
the website. Another is to promote content like this guide via social 
media that links to a landing page describing the report and offers to 
deliver it to the email address provided in an opt-in form.

2. Subject Line. A subject line either persuades or dissuades a 
recipient from opening an email. Unopened emails are useless, so 
subject lines are critical.

3. Creative Body with a Call-To-Action. Once an email is opened, the 
principles of advertising kick in. There must be compelling copy and 
imagery. The imagery tells the story first because it tells it quickly. It is 
often the hook. If it succeeds, then some amount of copy will be read. 
If that succeeds, the recipient may click-through to the landing page.

4. Landing Page. This, too, requires good creative with all of the 
advertising and web design principles applied to get to the next call-
to-action.
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the essence

Just like traditional media, there are a variety of advertising 
options. In the digital arena, they fall into two general categories: 
search and display. Search advertising is the use of text-only ads 
that are served by a search engine to users who have entered 
search terms that match those associated with the ad. The call-to-
action for these ads is a click-through to a web page of the 
advertiser. The payment for the ad is based on the number of click-
throughs. It is often called PPC for pay per click. The price for the 
ad is set via a bidding mechanism. 

key performance indicators

1. Click Through Rate

2. Cost per Click

3. Conversion Rate

4. Cost per Sale

5. Revenue per Sale

6. Lifetime Value of 
Customer
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the essence

Display advertising usually includes imagery, but may be text-only. 
It is served by website publishers to their visitors. The ads may be 
placed directly with the website publisher, through an ad agency, 
or through an ad network. The price for the ad is usually a price 
per thousand impressions or CPI (cost per impression). If placed 
through an ad network, it is common for the CPI to be determined 
by a bidding mechanism. Neither type is superior. Each should be 
matched to the objective, target market, and stage of the sales 
cycle.

key performance indicators

1. Click Through Rate

2. Cost per Click

3. Conversion Rate

4. Cost per Sale

5. Revenue per Sale

6. Lifetime Value of 
Customer
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Advertising - Marketing Opportunities

1. Create Instant Web Traffic. Good Search Engine Results 
Placement takes time to develop. In some cases, the new pages of 
high-ranking companies will even take time to rank well. Online ads 
are an effective way to generate nearly instant traffic to a website 
and it works equally well from search or display ads.

2. Create Sales. Advertising has always been an effective tool for 
making sales and online advertising is no different. Creating a sale 
from an ad is largely about product-market fit and compelling 
creative. The product-market fit is achieved by ad placement and 
the creative by the ad design team.

3. Generate Leads. Some products and services, i.e. architectural 
installations, have a lengthy sales cycle that advertising can’t entirely 
eliminate. Both search and display ads can be effective tools to 
drive a viewer to a landing page that converts them to a lead by 
getting them to request information and share contact information.
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Advertising - Essentials for Success

1. Clear Objectives and Call-To-Action. Ads can have many objectives. One is enough. 
Ad objectives generally fit into 3 buckets: Brand Awareness, Lead Generation, and 
Purchase. Brand Awareness ads objectives should include getting people from the ad to 
the company website, which should include a landing page linked to the ads. Lead 
Generation ads often lead to forms on the website that establishes the relevance of the lead 
and collects some information about them. Some newer lead generation ads don’t collect 
information. They use cookie-based technology to follow the lead around the Internet and 
serve new ads to them with a method known as retargeting.  Purchase ads lead to an online 
purchase/sale transaction that occurs on an e-commerce enabled website.

2. Well Defined Targets. The cost of ads of just about every type of digital and traditional 
media is based on the reach of the media or the ad. By carefully defining the targets that 
are relevant to your business and the ad’s objectives, you can increase return on 
investment. For example, a brand awareness ad may include existing customers in the 
target, but if they can be eliminated from the reach of a lead generation ad, it may be more 
effective. 

3. Media Selection. Online ads that will be served through ad networks like Google, rely 
on keywords to determine whom they reach. In this case, the ad network selects the 
websites and the media selection process becomes more about the terms of the ad 
network and the websites it serves ads to. If an artist works directly with a publisher, the 
media selection can focus on the audiences that the publisher can serve the ad to. Finding 
the right publishers can be accomplished by searching for informational websites and 
reviewing their media kits, or by having a marketing agency to screen candidates.
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