
 



Value of Digital Strategy
 

 
In the 21st century, digital strategy is essential.  It is nearly impossible for any 

organization to have relevance without an online presence.  Digital strategy is what 

makes any organization’s online engagement succeed.  However, it could also make it 

fail if it is done improperly.  There are many facets to digital strategy and it is important 

not to neglect any one of them.  Digital strategy is not simply a broad goal of how an 

organization wants their online presence to be perceived.  It is about choosing their 

audiences, growing those audiences, reaching those audiences through a variety of 

mediums.  It is about having specific, measurable, achievable, realistic, and timely goals 

and strategies.  Digital strategy is also about analytics.  

 

Analytics is key because it allows businesses to quantify their results.  Not only will 

efforts be made toward growing their brand and audience, but the efforts can be 

measured.  This is perhaps the most important aspect of digital strategy, because 

without understanding of how those efforts were received (or not), there is no moving 

forward and accurate adjusting.  There is a huge advantage to combining paid 

advertising efforts with social media and SEO.  Utilizing these practices makes it very 

hard, if not impossible, for the specific audience to slip through the cracks.  It will round 

an organization well so not all eggs are in one basket.  It creates many avenues of 

exposure to ensure consumers are finding their brand and interacting in the way that the 

organization hopes.  



Types of Content: 
 

 

When it comes to digital strategy content, there are a two different types: paid and 

organic.  Each have their strengths and shortcomings.  Paid content is powerful 

because it makes it possible for advertising or promotional content to penetrate places 

that it would not typically hit.  Common types of paid content are advertisements on: 

● Google 

● Facebook/Instagram 

● YouTube 

● Other Socials 

 

The conflict between paid vs. organic stems from the belief that there is no need for 

paid media.  Even though most of what is achieved through paid media can be earned 

through hard work in organic media, there is proof that paid media is often more 

effective.  In research done by Noble Digital, it was found that paid content in relation to 



social leads to a 25% higher conversion rate than organic.  On Google, for example, 

using a paid advertisement will ensure website visibility for certain keywords, even if the 

organization is not well known for that keyword.  Social media paid advertisements can 

promote the brand or a specific product by targeting age, location, interests, and many 

others.  It ensures that the people intended for the ad are seeing it instead of everyone 

on the platform.  Based on this, it may seem like paid media is the way to go, but 

organic is just as important, if not more.  

 

Organic media is the backbone of an organization’s brand.  If what consumers are 

seeing through paid media does not match up with what the organization is doing as a 

whole through organic means, there is something wrong and it will turn people away.  It 

is just as important to make sure that websites are up to date and optimized to appear 

in search results.  It is essential to manage social pages effectively and consistently to 

maintain and create brand loyalty.  Paid means focus much more on expanding an 

already existing audience.  Organic media thrives on maintaining its current presence. 

 

Role of Social: 
 

 
Social Media is today’s gold mine for organizations and corporations to engage with 

their audiences.  Even though strategies on social media are very important in and of 

themselves, using them to enhance other areas of a business like a website or blog. 

These mediums are complementary and should be treated as such.  Often 



organizations will neglect the relationship between social space and their owned digital 

space like a website.  Though it may not be essential to have both, having both can 

serve as an enhanced brand portfolio.  In other words, social pages can support your 

website and vice versa, sending traffic to both.  Social media provides a place for links 

and content curated from elements of the website, but designed and created specifically 

for social media and its audience.  Social media is more interactive than a website 

typically and gives space for an organization’s voice to expand and adapt to new 

mediums in order to draw traffic back to their owned digital space.  The same processes 

can be reversed by linking socials from the website, encouraging consumers to connect 

beyond simply browsing a site. 

 

Tools: 
 

 
In order to examine whether or not a digital strategy was successful, analytics are key. 

With analytics come programs that gather valuable information.  Among those 

programs, perhaps the most useful and widely used for organizations of all sizes is 

Google Analytics.  Google Analytics gives real-time results on the impact of digital 

strategies.  Organizations can see what areas of their websites are viewed the most, 

how long people are staying on a page, and even what links take them to the site.  

 

To go even further with Google Analytics, UTMs can be added to URLs to enhance 

tracking.  This may allow organizations to track where a searcher was searching from or 



what part of the digital strategy led them to the website.  For the client, Google Analytics 

has several report features that can be utilized to present information in a tangible and 

cohesive way so that the clientele can understand what kind of progress is being made. 

 

Other analytics tools can either help with planning or execution of a digital strategy. 

Programs like Hootsuite enable organizations 

to interact with their social media audiences 

more timely and effectively.  With access to all their socials at once, it is a breeze to 

post and interact with current audiences, while growing newer audiences.  It is a really 

great implementation tool for digital strategists.  Google Adwords is a very easy to use 

tool to ensure brand recognition and visibility in search engine results.  It can be easily 

budgeted for any price range and is a very effective tool to add to an arsenal. 

 

One more tool that aids research offered by Google is Keyword Planner within Google 

Adwords.  For any organization, whether they have an established audience, or are 

trying to narrow down their audiences, Keyword Planner allows market research on 

keywords and trends relating to certain people groups.  This tool will help businesses 

learn what competition surrounds specific keywords or strings of keywords. 



Organizations can succeed with their digital strategy by using Keyword Planner to 

predict what their audiences are going to search for. 

 
Sector Specific: 

 
 
Digital strategy in the entertainment industry is so important because of the competition. 

Entertainment is competitive by nature as companies are trying to prove themselves to 

be worth watching.  Hollywood can be cutthroat and if a show or movie is not promoted 

and advertised well, it can get overshadowed by other similar content.  Using some of 

the previous mentioned strategies and tools are essential.  Disney by far is one of the 

best examples of utilizing paid and organic media to promote their entertainment 

content.  

 

Marvel is another powerhouse in the entertainment industry.  Both of these companies 

have mastered the element of hype and mystery.  These two things have become 

necessity when it comes to promoting entertainment content.  The art of teasing a little 

to secure interest without giving away too much that there is no need to watch.  Marvel 

does an incredible job with this and their trailers that are found on their website and all 

of their socials.  Their most recent and effective example is for Avengers Infinity War. 

They made massive hype around the movie without giving away anything.  This created 

a community of speculation and comic book “gossip” that spread the hype even further.  

 



However, this type of strategy can be dangerous because of potential leaks of 

information.  If a secret is revealed/spoiled too soon about a film or tv show, it can 

create a negative effect towards to product.  This can happen so easily because of the 

accessibility of the internet and companies must take this into consideration when 

creating a digital strategy so they are prepared to act when information does get leaked. 

The digital space has made it so much easier for newer shows and content to be 

circulated which can be a huge advantage for those new in the entertainment industry. 

Places like YouTube and Netflix create so many opportunities and can be very useful in 

an online strategy.  The entertainment has largely benefited from good digital strategies 

because they can push content everywhere and track the sentiment based off of 

people's’ responses. 


