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My story
...or why am I qualified to help?

Translator
Travel guides and articles

BA in East Asian Studies & 
Editorial Studies

Travel writer Digital marketer
800+ articles and reviews

20+ countries traveled to

Agency experience

MA in Communication 
Studies

Freelancer
Full time digital nomad

40+ happy clients :)





“Social media? We do have Facebook, besides...

...I only need a new website right now!”
Mr. Random Client



Digital Marketing Communication

How do you make yourself noticed?
(attention)

How do you want your guests to feel?
(emotion)

What do you want to communicate?
(the positive message)

What do you want to share?
(story)

What’s



About the workshop

Digital Marketing Communication
(web, web 2.0, semantic web)

Marketing Communication

Traditional Marketing Communication
(TV, Radio, Billboards etc…)
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The seven seconds test
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The seven seconds test
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The seven seconds test
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The seven second test



Visual creatures
Humans are visual creatures

● Eyes drawn to images, smiles, eyes
● We usually decide if we care about a site in 

7 seconds
● We scan webpages, not read them



Mobile sites

50% of all mobile searches are conducted in hopes of finding local results, and

61% of those searches result in a purchase. Do you want in or out on that traffic?





Funnels
The purchase funnel, or purchasing funnel, is a 
consumer focused marketing model which 
illustrates the theoretical customer journey 
towards the purchase of a product or service.

100 people                     start of customer journey

2-3 people, end of customer journey

2-3%
conversion rate

Awareness

Research

Decision

Purchase
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A behavior flow in action



Evoking emotions



What emotions do these logos evoke in you?



Emotions guide us
● Emotional campaigns outperform non-emotional campaigns 

on almost every metric, including (but not limited to) 

revenue, profit, and share gain.

● 70% of viewers who experienced a strong emotional 

response to an advertisement were highly likely to buy the 

product.

● Videos that elicit strong emotions are twice as likely to be 

shared over those that elicit a weak emotional response.



Source: ThinkDesign



Source: ThinkDesign



Emotions, logos, images



The positive message



The moving company
“We are not like our competition, we do 
not have hidden costs!”

“Our very professional services are 
always available, we do boxing, furniture 
assembly,  and our colleagues are always 
available, if you have any questions, do 
not hesitate to call us!”

“Need a hand? Just call us! BEST 
MOVING COMPANY IN TOWN!”



The moving company
“We are not like our competition, we do 
not have hidden costs!”

“Our very professional services are 
always available, we do boxing, furniture 
assembly,  and our colleagues are always 
available, if you have any questions, do 
not hesitate to call us!”

“Need a hand? Just call us! BEST 
MOVING COMPANY IN TOWN!”

Simple and positive
“Easy to understand fees!”

“Professional boxing and furniture 
assembly services”

“Helpful support line available 24/7”

“Trusted by the local community”



Your message: simple and positive
● Using negative language is a bad idea (“no”, “don’t”, “nothing”, “pointless”, 

“never”)
● Never pressure the customer (“must”, “want”, “choose”)
● Use simple language (average reading comprehension level: 7th grade)
● Passive-aggressiveness, condescending, we-know-it-better attitudes
● Clickbait only pays off on the short run 



Positive example



The story, telling it



Three stories

Killarney House B&B was built in 2008, Open 
from May to September, Killarney house was 
built to a very high standard. Situated on a half of 
acre of landscaped gardens, it is 1.5km from the 
centre of Tralee town centre on the main R558 to 
Fenit, where Fenit village is situated just 11km 
from Tralee in the beautiful setting of Tralee Bay. 
Killarney House boasts a fantastic location 
between Tralee and Fenit, where you can enjoy 
such activities as horse riding, cycling, sailing, 
fabulous scenic walks and enjoy some of the most 
spectacular views on the Western Seafront and 
do not not leave without sampling some of the 
finest seafood catch of the day in local 
restaurants in Fenit village and Tralee town.

Source: http://www.killarneyhousetralee.com/about.html

We all have that dream. You know, the one you 
question if it is possible? The dream that has you 
wondering what you are doing in life. The dream 
you want to pursue, but...

We were working as architects in Denver, 
traveling to California wine country, when we fell 
in love with a small vineyard and winery in 
Amador County.  In 2014, we decided to ignore 
that nagging "but," leave our professional careers 
to pursue our dream of winemaking. Now in just 
a few short years, we are producing award 
winning wines.

​We hope those who drink our wine will fall in 
love with the vision and creativity we pour into 
each bottle. A little inspiration to not settle. 
Always dream big. Never give up.

Source: https://www.lemuletrouge.com/our-story

For centuries coffee has provided inspiration, 
warmth, energy, clarity, contemplation and a 
chance to savor and share “the good life” for all 
those whose enjoyed its robust flavors and rich 
aromas. It wasn’t until 1870, in Southern Italy, 
that true coffee perfection – Cafè Barbera® – 
was created by our founder, Domenico Barbera, 
when he opened our first coffee house and served 
fresh coffee roasted daily with passion and 
dedication.

From the day the first Cafè Barbera franchise 
opened in 2004, Cafè Barbera has preserved the 
tradition and spirit brought by each cup of 
perfect Italian espresso. We are dedicated to 
providing a nostalgic, yet enjoyable experience 
through superior product standards and service 
excellence.

Source: http://www.cafebarberafranchise.com/our-story/

3.2.1.



Share, emote, connect
The effects of storytelling on the brain

Source: SEOpressor.com 



Share, emote, connect
How to tell your story?

● Know your brand — who are you talking to? What problems do you solve?

● Define your ‘it’ factor — what sets you apart from the rest?

● Meet the customer — who is your ideal customer? What is his or her goal in life

and with your product?

Keep in mind

● Authenticity — tell your story, don’t make up anything! Honesty is rewarding.

● Show, don’t tell — “don’t give them 4, give them 2+2” - Andrew Stanton, Pixar

● Keep it short — people don’t have time to immerse themselves in an intricate story

Source: SEOpressor.com // lookbookhq



Now it’s your turn!



Cheatsheet

How do you make yourself noticed?
(attention)

How do you want your guests to feel?
(emotion)

What do you want to communicate?
(the positive message)

What do you want to share?
(story)

your
business’s

identity?

What’s



Source: amadeus / oxford university

Global 
digital 
marketing 
trends
Why do we
need the glass
or the drink?



Google it.

Interested in learning more about 
these topics?

Here are some important and relevant 
keywords that will help you find useful 
information.

essentials of digital marketing, visual communication,   
user experience, small business branding, storytelling in 
marketing, attention-based content marketing

Recommended learning resources:


