Unit 2 - Inbound Marketing Methods

Assignment 3 - Section 1:

This report is based on the time of review 28" August 2024. This document is made by
Ivan Sim.

Organisation 1: Berwick Dental Studio

Website link: https://www.berwickdentalstudio.com.au/

Berwick Dental Studio's inbound marketing is centered on targeted messaging

strategies:

1.

Content Marketing: The website contains sufficient information media such as
video, news, images, and words displaying the transparency of their organisation
to the audience. Their main goalis to achieve immediate trust from their
audience which they succeed.

SEO Optimization: The news and landing pages are optimized with relevant
keywords such as “kid’s dental” and “Dental-implants.” Those keywords has over
10,000 searches, globally.

Website is Inbound Friendly: A combination of great content that streamlines
the buyer’s stages and with more than 10 CTA buttons, ensuring customers won’t
miss out on making an action upon visiting their site.

Strength:

High-Quality Content: The blog provides valuable insights and practical advice,
positioning Berwick Dental Studio as a thought leader in the industry.

Effective SEO: Well-optimized content helps in ranking higher in search results,
attracting organic traffic.

Inbound Marketing Strategy: Good understanding of buyer’s persona & buyer’s
journey

Weaknesses:

Limited Variety in Content: The focus is mainly on text and still images, with
fewer interactive or multimedia content types such as videos or infographics.
Lacks on inbound marketing strategies: There are no “subscribe to
newsletters”. This may not be relevant but could potentially be an option to gain
leads.

Website do not have social media linked: Customer is unable to access to
their social media that could lead a decrease in customer conversion and
convincing.


https://www.berwickdentalstudio.com.au/

Improvement Suggestion:

e Expand Content Formats: Introduce more varied content such as webinars,
video tutorials, and interactive infographics.

¢ Implement several more marketing methods: Dental Studio could run events
or promotions and utilize social media with social media and email marketing
strategies for more exposure.

Organisation 2: Cranbourne North Dental
Website link: https://www.cranbournenorthdental.com.au/news/

Cranbourne North Dental employs several inbound marketing methods to attract and
engage potential customers.

1. Content Marketing: They maintain a comprehensive content hub featuring
news, and industry reports tailored to their target audience’s needs.

2. Email Marketing: Cranbourne North Dental sends regular newsletters and
personalized email campaigns with updates, promotions, and educational
content.

3. Interactive tool: The website includes an payment enquiry which helps their
audience decide and choose a suitable payment plan.

Strength

e Engagement through Social Media: Regular updates and interactions on social
media platforms increase brand visibility.

o Effective Use of Email Marketing: Personalized and segmented email
campaigns keep potential customers engaged and informed.

e Website is Inbound Friendly: The information on the website is streamlined,
optimised for readbility, resulting in a better web experience for visitors.

Weakness

e Content Marketing: Social Media and website lacks of interaction and valuable
content.

e Content Strategy: While the website includes the relevant keyphrases, it falls
shortin delivering a focused message that effectively engages its audience right
away.

e SEO and SEM Balance: While the site is well-optimized, the reliance on paid
search ads may divert focus from building organic search traffic.

Improvement Suggestion:


https://www.cranbournenorthdental.com.au/news/

¢ Implement more comprehensive media marketing strategies: The
organisation should implement the “Buyer’s journey” to their content
development.

e Balance SEO and SEM: Focus on strengthening organic search strategies to
reduce dependency on paid ads and build long-term traffic growth.

Which Organization Was Best at Inbound Marketing and Why

Berwick Dental Studio exhibits a more thorough understanding of its audience by
employing a buyer’s journey approach to inbound marketing, in contrast to Cranbourne
North Dental. Their use of high-quality, targeted content enhances user engagement
and creates a more dynamic experience. While Cranbourne North Dental has a more
versatile platform and content for reaching customers, Berwick Dental Studio's content
marketing is more engaging and user-centric.

Conclusion

In conclusion, Berwick Dental Studio's strategic use of the buyer’s journey approach to
inbound marketing highlights a deeper understanding of its audience, setting it apart
from Cranbourne North Dental. The focus on high-quality, targeted content not only
enhances user engagement but also fosters a more personalized and dynamic
experience. Despite Cranbourne North Dental's advantage in having a versatile
platform, Berwick Dental Studio's commitment to creating engaging and user-centric
content demonstrates a more effective approach to inbound marketing.



Assignment 3 - Section 2: Inbound Marketing Checklist

NO Subject Description Completed
. Set specific, measurable, achievable,
1 | Define your goals relevant, and time-bound (SMART) goals. -
2 Identify your target | Create detailed buyer personas based on O
audience demographics, behaviors, and pain points.
3 Conduct Market Analyze competitors and industry trends to O
Research refine your strategy.
Develop a Content | Plan content topics, formats, and
4 o l
Strategy distribution channels.
Create a Content Schedule blog posts, social media updates,
5 l
Calendar and other content.
Optimize Your Ensure it’s mobile-friendly, fast-loading,
6 . . O
Website and easy to navigate.
- Implement SEO Use relevant keywords, meta descriptions, O
Best Practices and high-quality backlinks.
8 Produce High- Develop blog posts, ebooks, infographics, O
Quality Content videos, and other valuable content.
9 Create Lead Offer downloadable resources like ebooks, O
Magnets whitepapers, or templates.
10 Develop Landing Design landing pages with compelling calls- O
Pages to-action (CTAs) and forms.
Set Up‘Emall Create segmented email lists and automate
11 | Marketing H
. nurture sequences.
Campaigns
Leverage Social Share and promote your content across
12 . . ; [
Media relevant social media platforms.
Engage with Your Respond to comments, messages, and
13 . : . L]
Audience feedbackin a timely manner.
14 | Monitor Key Metrics Track website traffic, conversion rates, and O
engagement levels.
. Employ tools like Google Analytics,
15 | Use Analytics Tools HubSpot, or others to gain insights. -
16 | Test and Optimize Perform A/B testing on headlines, CTAs, and O
content formats.
17 | Build Backlinks Encourage guest blogglng and partnerships O
to earn quality backlinks.
18 | Utilize Paid Media Consider using paid adveljtlsmg tg amplify O
your reach (e.g., PPC, social media ads).
19 Gather and Collect feedback from your audience to O
Analyze Feedback | refine your strategy.
20 Continuously Regularly review performance and adjust O

Improve

your tactics based on data and insights.




