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Maryam Golabgir (Chief Amazement Officer of Digital Marketing Experts)

Maryam Golabgir is a digital marketing veteran with over 17 years of experience. She has worked in 
the Telecommunications, E-commerce, IPTV, A.I. Development, Broadband Alliance, and Financial 
industries. Maryam has worked with many B2B and B2C clients across many industries such as 
Sheridan Communications, Group of Gold Line, McFees Constructions, Snapd, Niche Decor, 
Roxborough Realty Group, Clifton Blake Asset Management, Ontario College of Social Workers and 
Social Service Workers and the Ontario Motor Vehicle Industry Council (OMVIC), among others. 

Maryam believes creating a sustainable digital marketing strategy will require a sharp vision and 
loads of metrics to accompany digital plans.  Maryam’s digital expertise is in Social Media Marketing 
strategies, Website Development, Search Engine Marketing and Optimization, Online Advertising 
and Video / Mobile Marketing.

My Name is

Email: maryam.golabgir@digitalmarketingexperts.ca   Mobile: 416-629-9876

mailto:maryam.golabgir@digitalmarketingexperts.ca


Elena Fordham

Elena Fordham is a marketing communications specialist with 15 years' experience creating 
strategic programs that build customer awareness, strengthen brand loyalty and drive revenue. Her 
most recent work includes marketing communications and PR for an AI-based Insurtech startup, 
managing all aspects of marketing for a professional services firm, branding an agency, and 
strategy and copywriting for a hospital foundation. 

Since launching Beveridge Marketing, Elena has created profitable customer demand for SMEs and 
startups spanning professional services, AI, non-profit, construction, destination, finance, hospitality, 
and lifestyle sectors both for consumer and B2B brands.

My Name is

Email: elena@beveridgemarketing.com   Mobile: 647-381-2199



Maryam’s Contact information:  

Email: maryam.golabgir@digitalmarketingexperts.ca   

Office: 416-848-7692  Mobile: 416-629-9876

Website: www.digitalmarketingexperts.ca 

Facebook: @DigitalMarketingExperts

Twitter: @eforblog

LinkedIn: /maryamgolabgir/

Message us anytime you want...

Elena’s Contact information:  

Email: elena@beveridgemarketing.com

Direct: 647-381-2199

Website: www.beveridgemarketing.com

Facebook: @BeveridgeMarketing

Twitter: @elbeveridge

LinkedIn: /elenafordham/

mailto:maryam.golabgir@digitalmarketingexperts.ca
http://www.digitalmarketingexperts.ca
http://www.beveridgemarketing.com


Do you want to know how to maximize 

your digital marketing activities right now? 



Could the pandemic be an opportunity to 

invest in marketing and leapfrog your 

competitors while they are hunkering down?



Marketing During a Lockdown



What You’ll Learn:
1. How to create good PR opportunities

2. Be authentic yet remain sensitive to the times

3. How to check your competitor’s marketing activities

4. Social media advertising tips

5. Paid search tips

6. Your online marketing activities – a checklist

7. Your analytics - see what’s really happening

8. Tools we recommend



How to create PR opportunities           



PR Strategies and Organic Ways to Gain New Followers, Clients and Customers

B2C

● Engage micro influencers online (approx. 10K-20K followers)

● Pitch seasonal or timely products/services to media. 

● Encourage online consumer reviews and photos on your Google Business page to boost your ranking online; 

comment, reward and thank good customers

B2B

● Get testimonials from great top clients and post online

● Create thought-leadership pieces for your website and LinkedIn (Be an expert! Have a point of view)

● Host webinars, virtual panel events or roundtables (speak at online Chamber events) to gain new contacts and clients

Both

● Host joint contests on social media that align with your brand and gain new 

followers online



Examples of Smart PR!

B2B



Examples of Smart PR!



Examples of Smart PR!

B2C



Key takeaway: How is your business pivoting to the current situation? How are 

you supporting frontline workers, the local community or charitable causes?



Be Authentic 
YET 

Remain Sensitive to the Times



Always watch for when someone asks you to pay to play. That’s not true PR! 



Consider your tone and audience with every piece of content you generate.

Ex. 1 Ex. 2



How to check your competitor’s marketing activities



Consider what your competitors are doing – at a minimum, do the same and 

overtake them where possible.

Run a Social Media Audit
● Use the Google “News” tab to search for your competitors
● Set up Google Alerts with the names of your competitors and industry keywords
● Follow your competitors closely online - keep track of what you like, don’t like, could 

do better!



Key takeaways: 

1. Follow your competitors to see what stories are getting 

coverage. 

2. Get to know everything you can about their 

products/services.



It’s a really difficult time for everyone and we’re all adapting. Offer your services for free 

to help small businesses or offer free advice where you are able. At the start of 

lockdown, all my usual appointments were cancelled, so I’ve been offering my time for 

free for those who need it.



Key takeaway: Are you able to offer advice and support to other 

businesses through social media or a webinar?



Social Media Advertising Tips



Try the Facebook Ads Library 



LinkedIn has a similar feature 



Key takeaway: Regularly review your social media activity and take advantage of cost reductions 

where possible; consider switching payment method from cost per thousand (CPM) to cost per click 

(CPC) to make sure you are not paying to be seen by less relevant audiences.



Paid Search Tips



In Google, it’s more difficult to find drops in costs per clicks (CPCs), because the paid search 

landscape has become much more competitive in recent years. 



Key takeaway: Consider changing your paid strategy from pay-per-click 

(PPC) to cost per conversion (CPC). That way, you pay for conversion 

rather than a click. 



Your Online Marketing Activities – 
A Checklist



Keep customers and clients up to date!

ALWAYS 

➔ Update opening times on the website, as well as 

updated response or delivery times (in the footer, 

contact form, wherever its mentioned), and repeat 

this on your Google My Business profile 

including: Bing Maps, Waze, Apple Maps, and any 

social media profiles. 

➔ Tell customers and clients what you’re doing to 

keep everyone safe during Covid-19.



➔ Create FAQs to help answer common questions and update accordingly for any new 

customer queries. We recommend creating a blog category on this if you have more than five 

pages on COVID-19. This is particularly important if you are ecommerce and need to 

communicate any changes to delivery times or delivery options due to increased demand or 

a reduction in staff.



➔ Link to your key information from prominent banners on your homepage (banners, menu, 

footer, in coloured links so not to be missed). 

➔ Provide a link in your company email signature and social posts. Make sure customers can 

easily find and access the information they need.



Re-negotiate supplier costs as needed

➔ Review any recurring content, sponsorship, paid advertising or partnerships that 

are out of scope

➔ Cancel expensive software or tools that you may not need for the next few months 

➔ Re-negotiate invoicing for unused resources (certain suppliers, for example, may 

offer to reduce or pause invoicing - always worth a try!). Leverage against supplier 

competitors to help!



Your Analytics – see what’s really 
happening!



This is a really good way to understand what’s happening and how your customers are behaving.

➔ Use annotation markers within Google Analytics to mark key events, announcements or 
changes to your marketing; as this will enable you to better understand any changes in traffic. 
Examples include ‘ad spend budget reduced’, ‘office hours reduced’ or ‘government 
announcement made’.

➔ Set up alerts to be notified of abnormal website activity, such as big drops in traffic, 
increases in visits, blog views, enquiries or sales, etc. You can also receive alerts for when 
your traffic picks back up!

➔ Stay alert to online visitor behaviour to better understand how current events are impacting 
users

Do this and you will identify potential issues and spot new business opportunities!



❏ Are your web visitors seeking out different products, services or content?

❏ Are they searching your site differently?

❏ Are you providing users with what they need?

➔ Examine visitor behaviour under Acquisition > Traffic > Channels within Google 

Analytics to view any changes in activity. It might be that your organic traffic 

compensates for a reduction in paid search due to higher levels of internet usage.

➔ Add a call to action on each page to help benchmark success and drive users to 
act!

What to look for!



A call to action on each page will to help to benchmark 

your successes year over year, and drive users to act.

What to look for!

This profile on an 
insurance industry veteran 
got 6000 views in 2 weeks 
for our AI tech startup! 
Leverage your network for 
thoughtful, expert 
interviews that drive traffic 
to your website through 
organic search! Amplify 
content on social media, 
especially LinkedIn!

Book a demo!

Sign-Up

Learn More

B2B



Key takeaways: Examine your own data in Google Analytics to get a clearer picture of how your 

customers are behaving and how they are searching you. Use this insight to inform your marketing 

activities. Always provide a call to action!



Tools We Recommend 



Questions?

We’re happy to help!



We are here to serve you. 



Thank you to


