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Dedicated to my daughters, Tinley Anne and Madi Grace.
This guide was developed out of the strategies used to help create

financial freedom for our family by growing our small business in the digital world.
 

-Lucas Renfroe
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Intro to 
Digital Marketing 
for Eye Doctors

What is Digital Marketing?

Why Use Digital Marketing?

Set Your Expectations.. and A Budget

Digital marketing simply means marketing your business online. It is essential to
any business, especially local small businesses. 

Digital marketing is an on-going investment. Some things you'll be able to do for
free, but you'll need a budget for the rest. Take some time to do these things:

Define your budget (time and money)

Research who your clients are (target market)

Find where your potential clients hang out online (hint: social media)

Define your goals and expectations (return on investment)

Commit. You may need to invest in specialized education, & you'll definitely need to

adapt as practices change. If you can't, hire a professional.

When done properly, digital marketing grows your business. It gets your business
seen, found, and chosen by potential customers. 
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10 STEPS TO MASTER YOUR DIGITAL MARKETING

Identify Your 
Target Market

Who are they?
What do they value?
What services & products are they interested in? Why?
What are they searching for online?
How much do they have to spend?

What is a Target Market?

A target market is a specific group of people that you want to reach through your marketing
campaign. These people are more likely to visit your business and make a purchase more than
any other random group of people. They have specific characteristics in common, such as their
demographics or psychological and behavioral patterns.

When you zoom in on this market segment at the individual level, you have your ideal customer.
The type of customer that you don’t have to convince to buy your products or services because
he or she will naturally be interested in them.

Define Your Target Market

You can start with your existing clients. Ask them why they chose your business and why they
keep coming back. The answers to these questions will help shape your next steps.

Developing Client Avatars

Most businesses have a primary and a few secondary target markets that their products or
services can suit. Creating a client avatar for each can help specify exactly who you are trying to
market. When a business starts an advertising campaign, the target market is the single most
crucial factor. Without a well-defined target market, it is easy to waste marketing dollars. The
following form can help you create client avatars for your business!
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W O R K S H E E T

Define Your
Client Avatar

Create Your Client Avatar

Most businesses have a primary and a few secondary target markets that their products
or services can suit. Creating a client avatar for each can help specify exactly who you
are trying to market to. When a business starts an advertising campaign, the target
market is the single most crucial factor. Without a well-defined target market, it is easy
to waste marketing dollars. 

Use this worksheet to define your ideal client. This worksheet will give you a good start
in helping determine your target market. This is not an all encompassing target market
worksheet, but it is a great start!

Gender: Age: Race:

Marital Status: Location:

Education Level:

Work Status:

Income:

Where do they shop?

What are their hobbies?

What philanthropies do they support?
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Useful: Your content should be original and fulfill a need
Usable: The site must be easy to use
Desirable: Image, identity, brand, and other design elements are used to evoke
emotion & appreciation
Findable: Content needs to be navigable and locatable onsite and offsite
Accessible: Content needs to be available to people with disabilities
Credible: Users must trust and believe what you tell them

Focus on the User Experience

You must utilize the traffic coming to your website to create a user experience that is
easy for a potential client to turn into a paying client. Your website should focus on the
following to maximize User Experience: 

The ultimate goal is to turn a website visitor into a paying client. As more and more
website visits move to mobile devices, it is important to design your website for the
mobile user. Ensure that a user on both a desktop computer and a mobile device can
perform actions that lead to them becoming a paying client. 

Using Book Now / Call Now buttons are essential in today's digital landscape. Having
call-to-action buttons that will be static at the bottom of the screen is also ideal! 

We have developed a basic Website User Experience checklist for you to audit your
current site. If you are missing any items, it may be time to update your website!

E
X

PERTTIP
E

X

PERT TIP
 DIY-ing a website is like ordering from Zenni -

you never know what you're gonna get.

Hire a professional instead.
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C H E C K L I S T
Website UX

Evaluate Your Website User Experience

It’s important to recognize what is hard to use on your website, and what changes you
can make to make it easier for people to find what they’re looking for. 

The process of finding these things and enhancing the site based on what you find is
called User Experience (or UX) design. Whether you need a handy way to find ways to
make sure your User Experience is solid, or if the site doesn’t exist yet – fear not! 

Use this checklist to find opportunities to improve the UX of an existing site, or to plan in
advance how you’ll create a smooth flow through your website. 

Mobile Responsive

Mobile Action Bar

Mobile Action Buttons

GTMetrix Speed over 75

Simple Desktop Menu

Easy to Read Service Menu

Easy to Navigate

Easy to Read (microcopy)

Customer Service Reviews Prominent

Online Booking Offered

Video Elements Shown

Action Items Above the Fold

Text Size Consistent
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 On-Site SEO: This is actually editing your website to give Google signals on how to
rank your site including: page titles, meta descriptions, heading tags, paragraph
content, image alt tags, etc. 
 Technical Optimization: This includes: server optimization, securing your site with
SSL, creating and editing your robots.txt, creating a sitemap, setting up and
optimizing caching, optimizing for speed, minifying CSS and JavaScript, etc.
 Off-Site SEO: This is doing all of the work off of your site including: citation
management, backlink building, Google Business Profile optimization, review
generation, etc.

Search Engine Optimization

Getting found on Google can be one of the biggest booms to a small business! A
Google search consists of 3 major sections: ADS, Google maps, Google organic. Search
engine optimization focuses on Google maps and Google organic results. 

There is no "EASY" button when it comes to SEO, but anyone can do it! Executing a
successful SEO campaign takes 2 things: time and effort. If you are willing to spend the
time to educate yourself and the effort to do the work, you can execute a successful
SEO campaign.

There are 3 main focus areas when optimizing for search results

1.

2.

3.

While all business owners can educate themselves and execute the plan, it comes
down to the time value of money. If you can find a reputable agency to do it within your
budget, it will save you so much headache in the future! 

3
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Google Ads
Businesses can pay to appear
here by bidding on keywords.
Bids are on a cost-per-click (CPC)
basis, so it's a very efficient use of
a company's marketing budget!

Local Map Results
To enable your business to
potentially show up here, you
must first verify your business
location(s) with Google My
Business!

Organic Search
Results
Google decides which web pages
to show, and orders them based
on their search engine results'
algorithm. This takes hundreds of
factors into account!

S E R P
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Get More Reviews on the Right Platforms

We’re more likely to make a purchase if others around us—even total strangers—agree
that it is a good decision. Today, online reviews are the biggest source of social proof,
and they have a clear impact on sales. 

Your brand can build significant trust and credibility from a steady stream of positive
reviews. One of the more interesting findings of recent research is just how powerful
reviews are at building your company’s online identity. Many shoppers distrust
businesses that have ratings below(or even above) four stars. This leaves a small margin
of error at the top, but companies with better average ratings are significantly more
likely to see views converted to traffic and sales. 

Encouraging consumers to review your company is an easy way to expand your brand’s
reach. 

Finding the best place to ask for reviews is crucial for a small business. It doesn't make
sense for an Eye Doctor to ask for reviews on TripAdvisor!

The most important site for Eye Doctors to request reviews on is: 
 

GOOGLE

Google reviews will help drive your Google Business Profile on Google Maps higher and
higher on the list.  If you can have the most reviews in your city, you have a significant
advantage in outranking your competition.  
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Define the platforms that you need reviews on

Employee strategy for generating more reviews

Utilize test messaging to ask for reviews

24 hour follow up with client to ask for reviews

Add reviews to your website

Promote review generation on social media

Hand-write letters to new clients after visit

Set guest WiFi password to "welovereviews"

Respond to all online reviews

Strategy for handling bad reviews

Leverage scheduling software

Automate the online review process where possible

C H E C K L I S T
Reviews

Online Reputation Ideas 
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Do Social On Purpose

Your social media presence is essential to your ophthalmology practice. An increase in
industry competition and unique, stylish eyewear have made social media platforms a
priority in terms of digital marketing.

Modern practices often double as optical boutiques, using their space to showcase a
wide selection of trendy eyewear. This means it may be time to change the mindset of
most ophthalmologists that think, "I just have to post on social media 1x per day, and
new clients will come running to my practice!" Instead, now is the time to flip the script
and realize that social media platforms are used as branding and educational platforms,
and leverage that as an additional way to promote your business.

Example 1: Have a photoshoot with your latest best-selling eyewear and encourage
clients to come try them on. 

Example 2: Consider what questions your clients ask the most. Create a simple Q&A
graphic to educate your followers and any potential clients. 

5
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Social Media
Roadmap

Develop a Strategy
Define goals you want to
accomplish with your social
media marketing.

Choose Your Platforms
Determine the best platforms for
your biz and create profiles for each.
Try to use the same name across all
platforms.

Create Content
In order to get new followers and
keep your followers coming back,
you need to create engaging
content.

Be Consistent
Post frequently to attract more
followers. Followers turn into new
clients!

Track Your Progress
To ensure that you are maximizing
the effort put into your social
media channels, keep track of
your progress.
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Happy Birthday (you'll need to collect client birthdays)
Haven't Seen You in Awhile 
New Employee Notification
New Service Notification
Current Product Promo
New-to-You Service Offer
Happy [insert Holiday]
Policy Updates
Loyalty Program Information / Updates / Balance

Build and Use Your List to Increase Revenue

Email marketing can be utilized for service based small businesses with very little time
and effort. Most service based small businesses are using digital scheduling software
that integrates email marketing into the platform. An owner or manager should be able
to set up some simple automated email marketing within a few hours! 

Emails are another touchpoint with your clients that you can leverage to build a stronger
relationship continually! 

The first step to email marketing is collecting email addresses. If you aren't currently
inputting email addresses into your scheduling software, START NOW! Without an email
address, it is impossible to run a successful email marketing campaign. 

The next step is to figure out what you want to send to your email list... well here are a
few ideas!

Try out these ideas and more, and don't forget to track your results so you know what
works versus what doesn't work.
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Email Statistics
B Y N U M B E R S

50% 49%

82%

Emails with personalized subject
lines generate 50% higher open
rates.

Percent of customers who said they would
like to receive promotional emails from
their favorite brands on a weekly basis.

The average open rate for a
welcome email is 82%.

81% of Small Businesses still rely
on email as their primary
customer acquisition channel 
and 80% for retention.

73%
of email marketers send emails
at least weekly,

of experts send emails with subject
lines of 60 characters or less.
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Who Are You?

"Your brand is what other people say about you when you're not in
the room." - Jeff Bezos, Amazon

The definition of brand building is to generate awareness about your business using
strategies and campaigns with the goal of creating a unique and lasting image in the
marketplace. 

Positive Image + Standing Out = Brand Success. 

Branding can be broken down into three phases: Brand Strategy, Brand Identity, Brand
Marketing. 

Brand Strategy maps out how you are different, trustworthy, memorable, and likable by
your target market. It will convey your purpose, promises, and how you solve problems
for your clients. 

Brand Identity is the way that you convey your strategy to the public with visuals,
messaging, and experience. Your brand strategy influences how you present your
identity and align it with your purpose for the most impact. 

Brand Marketing is the way that you highlight and bring awareness to your products or
services by connecting values and voice to the right audience through strategic
communication. 

Once you establish a brand voice, use it for every piece of content you create.
Document all the brand guidelines and identity that you create and distribute it
internally for reference.

7
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?

L O G O M A R K

S A M P L E
Brand Identity:
ForSight

Typewriter
Montserrat

Muli

#80453D #A7D2DB #303030

F O N T S
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 Create your Ads Account at ads.google.com 
 Create a Campaign (website traffic) and set your targeting parameters (geography,
daily spend, max cost per click, etc.) 
 Create an Ad Group (hair salon) 
 Add Keywords to your Ad Set - use long tail 
 Create your Ads (Maximize length, optimize for desirable keywords) 
 Add Extensions to your Ad Set (call, location, sitelink, callout, structured snippet,
etc.)
 Adjust the schedule to only deliver ads while you are open and available to answer
the phone 
 Track your progress and optimize weekly (add negative keywords, adjust ads,
adjust extensions, adjust schedule) 

What Ads Work Best?

No matter whether you want to spread the word about your current practice,
promotions or you just want to promote your newly opened business, Google Ads can
get you immediate results – research shows that 71% of the ads on the internet are done
through Google. Over 98% of those who search for “haircuts in (your major city)” choose
a business that shows up on page 1 of the results when they search.  The best part
about Google Ads: people who are searching for a “eye doctor” don’t need a lot of
“selling” because they are actively searching for a new provider to serve their needs.

Steps to Execute a Successful Google Ads Campaign:

1.
2.

3.
4.
5.
6.

7.

8.

While it sounds easy to execute a Google Ads campaign... get some education first or
hire a reputable agency to optimize and manage the ads for you. 

DON'T RUN ADS IF YOUR WEBSITE IS NOT OPTIMIZED FOR CONVERSIONS! 
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Pay Per Click 
Statistics

80% 90%

65%

Percentage of how much online ads
increase brand awareness

Percentage of consumers who say ads
influence their purchase decision.

The recommended daily
budget for a Google Ads
Campaign is $10.

50% of users can't tell the
difference between a paid ad and
an organic listing.

50%
People who click on ads are 50%
more likely to make a purchase.

of small to mid-sized businesses
have a PPC campaign.
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 Website traffic (Google Analytics)
 Website goals (Google Analytics)
 Google impressions (Google Search Console)
 Google clicks (Google Search Console)
 Google My Business calls (GMB)
 Google My Business impressions (GMB)
 Google Ads cost per click (Google Ads)
 Website speed (GT Metrix)
 SEO score (FirstPage (Salon.Marketing) Site Auditor)

Know Your Numbers & Your Business

Tracking your results is one of the most important part of executing a successful digital
marketing campaign. Deciding which factors to track is just as important as the initial
campaign. 

Goal creation in Google Analytics is a crucial task in starting to track your success! By
creating goals in Google Analytics; you will be able to track the actual conversions
happening on your website. The first step is to look at your website and figure out what
an actual goal completion looks like! The ultimate goal is an appointment, but when
looking at your website, you need to figure out what actions will lead to an appointment,
and these can be used as goal completions! 

Here are a few examples: clicking a Call button, submitting a Contact Form, clicking a
Book Now button, clicking a Gift Card button, etc. By tracking these goals, you can see
how well your website is performing by getting an actual Conversion Rate or
Percentage.

Website goal tracking is only a piece of the tracking puzzle.

Other Stats You Should Track:

1.
2.
3.
4.
5.
6.
7.
8.
9.

If you don't know your numbers, you don't know your business!
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Top 8 Tools To Track Digital Marketing Efforts

These tools can help you "know your numbers" on a different level. Ask yourself this
question: "How many salon owners know their digital marketing numbers?" That number
is near 0! If you actually know your numbers, you will be in the top 1% of salon owners.
This is one way to separate yourself from the competition and actually WIN! 

This can seem very overwhelming, but once your tracking is set up, it is an easy process
to manage the delivery of reports to your inbox. We recommend an all-in-on approach
by using either software or an agency to send your analytics! 

Analytics 
Tracking Tools

Google Analytics
https://analytics.google.com/analytics/web/

Google Search Console
https://search.google.com/search-console/

Google Ads Manager
https://ads.google.com/

Google My Business Insights
https://www.google.com/business/

GT Metrix Speed Tests
https://gtmetrix.com/

Agency Analytics
https://agencyanalytics.com/

SEMRush
https://www.semrush.com/

FirstPage (Salon.Marketing) Site Auditor
https://www.firstpagelife.com/free-seo-audit/
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Don't Set it & Forget It

Digital marketing is not a SET IT AND FORGET IT campaign. Time is required on a
regular basis to ensure that your channels are operating, optimized, and delivering
results. 

Set realistic expectations and make incremental adjustments on a monthly basis to
ensure you are always trending in the right direction. Most digital marketing is a slow
process that requires time and patience. As a business owner, it is important to know
how well your campaigns are doing. If you have hired someone to do it for you and are
not provided reports, there is a big RED FLAG! If you are doing it yourself, always review
your numbers monthly! 

After your monthly review, it is time to start making some minor adjustments to your
campaigns to help them perform better. Remember, you are never staying the same...
you are either getting better or worse. If you set it and forget it, your campaigns will
most likely get worse every single month after the initial bump! 

If you DIY, we suggest budgeting about 15 - 20 hours monthly to ensure that your digital
marketing campaign performs the way it should and makes incremental changes to
your platform channels. 

If you pay an agency / manager, we suggest budgeting about 2 hours to review
numbers with your manager / coach / agency to ensure you are trending in the right
direction. It is important to hold the team in charge of your campaign accountable. Stay
in constant contact! 
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 Not one dimensional
 Focuses on conversions
 Delivers analytics/reporting monthly
 Takes time
 Costs money
 Ties multiple marketing channels together
 Creates awareness
 Increases new client accounts

A Successful Digital Marketing Campaign has the following
aspects:

1.
2.
3.
4.
5.
6.
7.
8.

While anyone can develop and execute a digital marketing campaign, it is important to
consider the time value of money. What is your time valued at? Most optometrists
value their time at $100/hr or more. If you invest 100 hours into learning basic digital
marketing techniques, spend 5 hours per month on continuing education, and 15 hours
per month on campaign adjustment - your digital marketing campaign will cost you 340
hours of your time in the first year. At $100/hour that is $34,000 and 340 hours that you
can't get back. Most business owners would prefer to pay an agency that specializes in
digital marketing to do most of this work for them and only worry about the results! 

If you are planning on hiring an agency, please do your research and ensure that they
have proven results and understand the industry that you are in.

WE'RE DIGITAL 
MARKETING EXPERTS
Visit https://firstpagelife.com 
or Call (912) 239-5940 to get started.

Summary
and Review
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DO'S & DONT'S
of Digital Marketing

Be patient
It may take a short while for your

efforts to pay off, but they will.

Always put the client first
What do they want? What do they

worry about?

Have a plan
Put aside time every day for social

media and once a week for things like

looking at your website analytics.

Find your voice
What's your brand's tone of voice

(TOV)? Is it fun? Sophisticated? Bold?

Write to your brands TOV at all times,

even on social media.

Create content for
content's sake
It needs to be useful and interesting

for the client.

Hire your neighbor's
teenage son
It's easy to get caught up in finding

someone young and social-media-

savvy to run your digital marketing,

but a professional who understands

the specific needs of a salon owner is

best.

Hire an outsider to
manage social media
Social media is so specific to your

brand, it's nearly impossible for

someone outside your business to

properly manage your profiles or

create content your clients will

engage with.

DO DON'T
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Online Review Strategy
When my salon was in infancy (2015), I knew we needed a strategy to gain online

reviews if we wanted to dominate our market. I offered my stylists $10 for every 5

Star review that they were mentioned in on Yelp and Google. Within 4 months and

a total budget of $500, we were NUMBER 1 on Yelp.

 
Online Booking via Your Website
I have lots of clients and one of the observations that we see is that the 'book

online' call-to-action has a much higher engagement rate than a 'call now' button.

It is important to set up online booking and make it easy for new clients to book

online without having to speak to anyone. This will save tons of hours on support

staff phone time!

INSIDER TIPS
from a 
SMB owner

glossary
Algorithm
A method search engines use to
determine which web pages should
rank more highly in search listings.

Blog
A section of your website where you
post regular content related to the
industry. Used strategically, this can
help boost your search engine
rankings.

Call To Action (CTA)
A link or phrase that encourages
users to do something, ie. 'Book an
Appointment'.

Google Analytics
Free software that lets you track
visitors & behavior on your site.

Keyword
A word users enter in search. Each
page on your website should include
these words.

Metadata
Data that tells search engines what
your website is about.

Organic Search Listing
Search Engine results based on
relevance to the search terms. (Not
paid for).

Pay-per-click (PPC)
Paid advertisements. You pay each
time your ad is clicked on.

Search Engine Optimization (SEO)
The process of affecting the visibility
of a website in a search engine's
organic search results.

Title
The title of a page on your website,
enclosed in an <h1> HTML tag within
the header of your page. Should be a
keyword.

Tone of Voice (TOV)
The way a brand sounds to a
potential customer.
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