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EXECUTIVE OVERVIEW

The marketing landscape for franchise organizations has changed significantly in 
the last two years. According to Adobe’s Digital Distress Report, more than 75% of 
all marketers believe that marketing has changed more in the past two years than 
it has in the previous fifty years. The shift in technology has dramatically changed 
the way people obtain information. Traditional means such as radio, television, 
newspaper, and yellow pages are no longer the only ways to consume products 
and services.  

These changes have impacted the franchise world as well. Every franchisor that 
provides marketing support to their franchisees needs to take notice that the 
days of relying solely on traditional media are over. Additionally, it is critical that 
franchise organizations apply an integrated digital strategy to their marketing 
program to provide an effective means for connecting buyers and sellers. This 
approach ensures that a clear message that will be sent and received quickly  
and effectively.

This guide will review all aspects of the requirements to design and implement 
a digital platform for your franchise brand. It will start with the basic foundation 
of what it takes to build a great website, and review other essential components 
such as search engine marketing and optimization, display ad marketing, social 
media, inbound marketing, and the analytics to track and measure how well you 
are doing and what kind of an ROI you are experiencing. When you finish reading 
this Complete Guide to Franchise Internet Marketing, you will have the necessary 
knowledge to begin attracting and retaining business for the franchisees that have 
entrusted you with their investment. You will be well-equipped guide them toward 
putting that investment to good use, and marketing their new business effectively. 
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DESIGNING AND BUILDING A GREAT WEBSITE

Having a great website is the initial step in implementing an integrated digital 
marketing strategy. Frequently a website is the first place people go to learn about 
your franchise company. There are unique considerations when designing a web 
presence for your franchise organization. Chances are, if your website is more 
that three or four years old, it is time to build a new site. Constant advancement in 
technology and the advantages of a modern-looking site necessitate a change to 
provide a contemporary and up-to-date aesthetic look and feel.

First and foremost, it is important for the franchisor to provide all necessary 
information to let potential franchisees know what makes you unique. Your content 
needs to answer any questions they may have prior to them contacting you via 
phone, email or a visit to one of your locations. Your franchise organization  
should deliver consistent messaging and branding across all touchpoints of  
your digital footprint.  
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It is important that all franchisees are included on the website, and that they not 
design their own site. Individual franchisee sites should be considered rogue, 
and can detract from the strength of a cohesive brand. They often offer a mixed 
message that impedes the franchisor’s intended messaging. This does not mean 
that local franchisee pages can’t include unique information such as names, 
addresses and phone numbers (NAP), along with a unique URL that will offer local 
information to boost rankings and appeal to local markets. 

Each franchisee needs to have a subdomain or micro-site within the corporate site. 
This part of the process helps the franchisee to be found locally when consumers 
are searching for specific products and services. These are hyper-local pages and 
allow the franchisee to provide specific content that relates to the territory they 
cover. This includes reviews, testimonials. videos, contact information, hours of 
operation and much more. The first part of the subdomain’s URL includes the brand 
name of the organization, followed by a / along with the local name or territory 
of the franchisee. It looks like this: www.companyname/yourlocation.com. This 
structure offers the best of both worlds, by providing the strength of the national 
brand while also including the information of the nearest local location.

Franchise websites don’t need to be complicated or expensive to build. The days 
of having to hire an HTML programmer at exorbitant hourly rates are over. Content 
management systems (CMS) such as Wordpress offer moderately-priced platforms 
that conform well to the latest SEO techniques. These new platforms also offer 
easy to edit options and an opportunity to create blogs and unique content that are 
critically important to any website today.

Lastly, all websites need to have a responsive design. This will allow them to 
seamlessly configure to any desktop, tablet, or smart phone including Apple and 
Android platforms. Google has added penalties for sites that are not mobile ready, 
making it harder to find when consumers are searching for your business.

Designing a good website is a great opportunity to create a solid first impression.  
If your website is well-designed and answers the potential buyer’s questions, 
chances are you have significantly increased the probability that they will do 
business with your franchise organization.

DESIGNING AND BUILDING A GREAT WEBSITE



INTEGRATED DIGITAL STRATEGIES    |    8

SEARCH ENGINE OPTIMIZATION 
& CONTENT MARKETING



INTEGRATED DIGITAL STRATEGIES    |    9

Now that you have effectively designed and built your franchise website, it’s 
time to enable it to be found by consumers looking online for your product or 
service.  A website with no SEO or well-written content is analogous to designing 
a beautiful billboard and placing it in the middle of the forest away from any street 
traffic. It is imperative that your new website embody all the elements associated 
with best-in-class SEO.

The first step in this process is what is referred to as “on site SEO”.  What this 
means is that the website needs to be configured in such a way that search 
engines are able to find the site. Effective on-site SEO is when a search that is 
relevant to your business happens, you will be easily found. The goal is to have 
your website appear high on page one. This is achieved by including relevant 
content in a structured format that makes it easy for the search engines to “crawl’ 
your site. This includes incorporating highly searched keywords with a rating of 
competitive difficulty related to the particular search. Meta tags are the text that 
is seen at the top of your browser. Search engines view this text as the "title" of 
your page. These keywords need to be found in headings, titles, and the content 
on each page of the site that help search engines such as Google know that you 
website is a relevant match for a specific search. 

The other part of effective SEO is commonly referred to as “off-site SEO”.  
Off-site SEO lets the search engines know that you are a trustworthy source. In 
this aspect of SEO, it is important to include several attributes to ensure you are 
listed properly on as many as a hundred or more online directories. Linking to 
well-regarded companies that you partner with helps to show that your brand is 
relevant, and that you work with other credible players in your field. Appearing 
on social media sites such as Facebook, Twitter and LinkedIn all help to add to 
the strength of your off-site SEO. Effective link building that is done in a legitimate 
manner void of bogus links greatly enhances the prospect of an effective off-site 
link building campaign. 

Content marketing is a subset of SEO that also signals to the search engines that 
your franchise organization has the relevant information required to answer the 
query of a specific search. Content marketing starts with robust information on 
each page of a website. On an ongoing basis it is important to have blogs written 

SEARCH ENGINE OPTIMIZATION & CONTENT MARKETING



INTEGRATED DIGITAL STRATEGIES    |    10

to addresses specific topics. Ideally blogs 
should contain 500 to 800 words that are 
searchable and indexed on search engines. 
Lastly, eBooks are written in greater depth 
and include 2000-2500 words and are a 
great way to provide in-depth information 
on subjects that answer everything relating 
to a particular topic. Having content that is 
regularly updated sends a signal to Google 
and other search engines that your website 
is active and consistently refreshed with 
new information. 

Google has become one of the most 
successful business models in history 
because they have combined the art 
and science of finding the most relevant 
information on almost any subject in a 
matter of seconds. They are masters 
of finding exactly what people are 
searching for. Making Google’s job easy 
by structuring your website in a way 
that allows your company to be easily 
found is a critical step in building an 
effective digital marketing program for 
your franchise organization. A good SEO 
program typically takes several months to 
achieve any kind of success. Factors that 
impact the success of an SEO program 
include how well it is structured and the 
competitive nature of the category you are 
seeking to optimize. It is often said that 
SEO is a marathon that requires patience 
and a good long-term strategy  
to win the race.

SEARCH ENGINE OPTIMIZATION & CONTENT MARKETING
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LEARN MORE

Integrated Digital Strategies is 
a comprehensive solution for 
creating and maximizing your 
digital marketing presence. 

Watch this video from our 
CEO/Co-Founder Steve 
Galligan and see how IDS can 
work for you!

https://www.youtube.com/watch?v=r_fR7PPIX-0
https://www.youtube.com/watch?v=r_fR7PPIX-0
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SEARCH ENGINE MARKETING

If SEO is a marathon, it could be said the 
SEM is a sprint. Google makes billions 
of dollars each year by selling ads 
when people look for information when 
searching online. SEO is considered an    
   organic and natural search, while SEM  
   is paid search or PPC (pay-per-click).

Pay-per-click has some distinct advantages. The greatest advantage is that the 
results and impact are immediate. The premise of SEM is an auction formula.  The 
cost per click is predicated on supply and demand. The more competitive the 
market and search category, the higher the cost per click or CPC. For example, 
the cost for SEM for a personal injury attorney is often as high as $30.00 per click.  
Something more remote that does not garner a high volume of search may be as 
low as a dollar per click. The investment for SEM has a strong correlation to the 
return on investment. Personal injury attorneys often generate a six-figure return 
on the investment they make from pay per click advertising. What makes the 
competitive landscape even more difficult is the number of lawyers jockeying for 
position in the paid section of the search engine results page.  

The downside to SEM is that you are forced to pay something every time your ad 
is clicked on. Unlike organic or natural listings that occupy the middle section of 
a search engine results pages (SERP), you have a certain budget per day and as 
soon as you have exhausted your allotted amount for the day, your ads disappear.  
If you are advertising in a category that is competitive, you may only be able to 
afford a few clicks per day. Using the example of the personal injury attorney who 
pays $30 per click, $120 buys you four clicks per day. This expense over time 
equals $840 per week, $3,360 per month, and $40,000 per year. The upside of 
spending $40,000 per year is that over time your results will hopefully generate a 
far greater return than your investment.

There are many factors to consider when designing an effective SEM program.  
Which geographic territories are most important, does your franchise organization 
have a unique selling proposition that sets you apart, is there a time of day and 
week when people look for your product and service? A well-managed SEM 
program is always looking to drive down the cost per click (CPC) and to drive up 
the click through rate (CTR). All of this requires strong analytics that enables you 
to review what works well and what isn’t working. Over time a well-managed SEM 
program takes advantage of identified opportunities and drives up the ROI of your 
paid search program.
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TARGETED DISPLAY ADVERTISING  



INTEGRATED DIGITAL STRATEGIES    |    14

TARGETED DISPLAY ADVERTISING  

Targeted display advertising is recent technology that has had a disruptive  
impact on traditional marketing. Conventionally, ads were seen and delivered via 
broadcast media such as radio, television, or print media, including magazines, 
newspapers or the Yellow Pages. In most instances, this “outbound” advertising 
was delivered in a random fashion with the hope that an interested viewer or  
relevant customer would to see or hear your message.

Targeted display advertising has changed marketing in a big way by allowing ads 
to be served to those who are interested in a particular product or service. The 
concept has three distinct categories. They include three terms that are commonly 
referred to as site retargeting, search retargeting, and contextual retargeting. The 
definition of each category is as follows:

SITE RETARGETING
Targets users who already visited your site, while they are 
visiting other sites across the web. Site retargeting is a highly 
effective method of converting site visitors into customers.

SEARCH RETARGETING
Industry leading, keyword level search retargeting to target 
prospects with display ads based on the searches they 
perform across the web.

CONTEXTUAL TARGETING
Looks at the content of the current page a consumer is 
viewing and then serves them ads that are highly relevent to 
that content. So, viewers only see ads they’re interested in 
and you only serve valuable impressions to the right viewers. 
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TARGETED DISPLAY ADVERTISING  

The main idea is to allow an advertiser to follow anyone who searches for a certain 
keyword, visits the advertiser’s website, or reads an article that contains content of 
a relevant subject. 

An advertiser pays based on the cost per thousand (CPM) or pay for click (PPC) for 
those who click on the ads. The measure of success is the number of impressions, 
the number of people who click on the ad, and the combination of the two that 
makes up the click through rate (CTR). Targeted display advertising is growing in 
stature each year, and is expected to continue to dominate the digital marketing 
world. The reason for its popularity is the ability to run ads where prospective 
buyers are looking. This advertising method is ideally suited for franchise 
organizations because ads may be run in local areas with a focus that attracts 
specific content targeted at the desired audience.  
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SOCIAL MEDIA

Not too long ago, social media was thought to be a way for high school and 
college students to pass time and keep in touch with friends. Today social media 
has quickly become a mainstream business tool to raise the brand awareness of 
your franchise and increase your following. It is now considered an effective way 
to spread information and distribute content that people are looking for. Social 
media starts by targeting and identifying your ideal audience or consumer. There 
are several avenues to pursue when deciding which social media platforms are 
best for engagement. For some franchise organizations, it makes sense to cast a 
wide net.  For others a more focused approach works better.  

  FACEBOOK
   Facebook is often the first social network that comes to mind.  

That’s not surprising, considering more than two billion people 
worldwide use Facebook. Over the past ten years it has emerged 
as one of the most dominant spaces where people and companies 
communicate with the outside world. For franchisees, Facebook 
represents a great place to market local content that will appeal 
to the local community. Facebook works best with the BTC, or 
business to consumer market. By reaching out to your existing 
network of friends and followers, you can increase awareness of 
your brand and expand exposure in your local market. All franchise 
organizations should have a Facebook presence to increase brand 
awareness, retain existing customers, and acquire new business,

   Another emerging feature of Facebook is the increased use of 
advertising. One distinct advantage that Facebook has is the 
valuable consumer information in the profiles of their users. This 
provides a great opportunity to target the persona of advertisers’ 
ideal customer. As soon as you know who you want to reach, the 
next step is to align your target demographic with the profiles of 
Facebook’s user-base. Available information includes where users 
grew up and currently live, marital status, level of education, where 
they went to school, where they work, and all of their hobbies and 
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interests. Facebook has become the ultimate place to run highly 
targeted ads that fit the persona of the ideal buyer. Facebook’s 
profits and the market capitalization of it’s stock have increased 
exponentially in the past few years, due to the success of revenue 
from advertising platforms.  

  LINKEDIN
   If Facebook is the go-to social media network for B2C (business 

to consumer) marketing, LinkedIn is an excellent BTB (business 
to business) avenue. LinkedIn takes a more direct approach to 
the business side of social media. It is also a place where you 
may target your exact audience by reaching followers who are 
customers, suppliers, and leaders in your industry and profession. 
There are several ways to increase general awareness of your 
company and brand. The easiest way to push out content is by 
reposting an article relating to your business. A more effective 
method, however, is writing your own content, whether it’s blogs, 
white papers, or an eBook. LinkedIn makes it easy to post content 
that you produce, and encourages your followers to view it.

   Another method for increasing awareness of your franchise brand 
is to join LinkedIn groups that focus your industry and profession. 
These groups are highly targeted and provide a great source of 
information. Posting your content and commenting on what others 
are saying is a great way to draw attention to your brand, and 
engage with peers and potential customers. Lastly, for those of you 
who are highly ambitious, you may also create your own LinkedIn 
Group and attract followers who have similar interests as you. 

SOCIAL MEDIA
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REPUTATION MANAGEMENT AND MONITORING

In my many years of providing consultation on effective marketing, clients have 
always told me “the best form of advertising is word of mouth”. I am in complete 
agreement with this statement. The great thing about digital marketing is that it 
puts word of mouth into overdrive. Social media is like holding up a megaphone, 
and spreading the word that much louder and faster. Think of it this way; if a 
person has 500 friends on Facebook, and they post a message to their 500 
friends who also have 500 friends, your message has the potential to reach an 
audience of 250,000 people. Ten years ago, the savviest marketers couldn’t have 
dreamed of this kind of easy exposure. 

What impact does this have on a franchise organization? It means that people 
are talking about your company and expressing themselves at rates that have 
never been seen before. This makes it critical for your franchise group to have a 
solid grasp of what is being said about you. The two most important aspects of an 
effective Reputation Management and Monitoring program is to monitor and limit 
negative comments and engage and encourage positive reviews.

Similar to Social Media, there are a few approaches to Reputation Management 
and Monitoring. This includes Do It Yourself, (DIY) Do It With Me (DIWM) or Do 
It For Me (DIFM). In each instance, you may utilize a platform that provides a 
dashboard to manage it yourself, a program that allows you to work collaboratively 
to meet your objective, or lastly, a fully managed program that provides concierge 
service for all your needs.

Reputation Management and Monitoring allows the franchisor to see and compare 
how all of their franchisees are perceived. It also enables them to measure their 
brand to see any emerging trends that appear collectively throughout the brand.  
In conclusion, an effective Reputation Management and Monitoring program helps 
identify and control any negative messaging, and more importantly, it allows you to 
put your best foot forward; to highlight the positive feedback your franchise  
is receiving.
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INBOUND MARKETING

Simply put, Inbound Marketing is getting your message delivered where 
people are already looking for it. Traditional Outbound Marketing, however, 
pushes messages out to reach a mass audience. A good example is an ad in a 
newspaper that reaches a broad, random audience, and does not reach a specific 
demographic target.  

An effective Inbound Marketing program provides specific content that answers 
questions consumers are looking for. Initially, the intent is not to sell anything.  
Rather, the goal is to inform, educate, and answer questions. All of this is illustrated 
by a funnel, with “create awareness” at the top. The acronym is TOFU, or top of 
the funnel. Moving down the funnel after creating awareness by providing great 
content, the goal is to engage the audience by answering questions to specific 
needs after a prospective customer becomes interested in how your franchise 
could help solve their needs. This stage of the inbound buying cycle is called 
MOFU, or as you may have guessed, middle of the funnel. At the middle of 
the funnel, the goal is to delight the customer by solving their identified needs 
and helping them grow when they buy from you. The last part of this cycle, or 
BOFU, (bottom of the funnel) where you make the sale and your objective is now 
to achieve a high level of satisfaction after the sales so that your franchise is 
recommended to others through the power of referrals.

At the heart of a successful Inbound Marketing Program is developing the 
“persona” of your ideal customer. Once the persona or personas are identified, 
the next step is to create blogs, white papers, and eBooks that answers frequently 
asked questions and concerns that potential customers might have. Once again, in 
the early stages of the Inbound Marketing process the goal is not to sell anything.  
The goal is to engage the interested party and encourage them to reach out to 
you, because your targeted content resonated with them (or their “persona”). In 
this instance, the prospective buyer contacts you because you sell what they need 
and you answered their questions before they contacted your company.  

In conclusion, a successful Inbound Marketing program enables you to have a 
strong, well-qualified lead funnel that comes to you. Rather than pushing out your 
message through traditional media, where you pay to reach a broad audience 
that in most cases has no interest in what your franchisee has to offer, a strong 
inbound marketing program targets an audience that actually represents your 
ideal buyer. Digital marketing qualifies the consumer and their interest in your 
offerings, so your relationship with that buyer begins on a stronger foundation.  
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FRANCHISE DEVELOPMENT AND RECRUITMENT

Most every franchise organization wants to increase the number of franchisees 
in their network. The method of recruiting new franchisees has largely been 
through traditional advertising, and employing franchise brokers or lead portals. 
In recent years, these techniques have become expensive and often result in high 
acquisition costs and low conversion rates.

Inbound marketing is increasingly seen as a cost efficient and effective method for 
franchise recruitment and development. This is done by developing the “persona” 
of high potential buyers of the franchise. Once the persona is developed, content 
is written and distributed online in areas where people who fit the description are 
looking. This content comes in the form of eBooks, white papers and blogs. What 
happens next? A call to action (CTA’s) is created. Often, the call to action is to 
download a free eBook that talks about the specific requirements of purchasing 
a franchise. When this “gated content” is employed, you will obtain personal 
information about the buyer, including financial stability, and their ability to invest 
in a franchise. This is called a qualified lead, and is extremely useful in building out 
a base of potential franchisees.

Once the content is created, it is important that SEO is employed so that your 
franchise is easily found organically when people are looking to buy. In addition, 
a good SEM program must also be employed so that the content that you have 
produced may easily be found on search engines such as Google and social 
media platforms such as Facebook with paid advertising.

During this part of the process, the goal is to inform the prospective franchisee. By 
projecting a sense of expertise in the subject matter, you want to cast yourself not 
as a seller, but as an educator. Consider what questions a prospective franchisee 
might ask in advance, and provide the answers. The goal is to make them feel 
comfortable enough to reach out for more information, or seek clarification to  
their questions. 

The advantage of employing an Inbound Marketing strategy for franchise 
development and recruitment is that it attracts prequalified candidates; those who 
have done their research and like what you have to say. This results in a lower 
acquisition cost and a higher conversion rate for a prospective new franchisee.
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ANALYTICS   

The last part of the digital marketing process is to ensure that your franchise 
organization has exceptional analytics. Good data that tracks your results are 
essential for knowing how well you are doing with your digital marketing. This 
data enables you to review all aspects of your online marketing program. More 
importantly, you will have data that shows you your weak points, so that you can 
place greater emphasis there, while also staying aware of the areas your ROI is 
strongest. Analytics also allows for fine-tuning of a program, with adjustments 
made based on what your results are telling you. Digital marketing is analogous  
to investing. The information contained in your monthly digital marketing  
report is similar to your monthly financial investment statement. With both, you 
adjust your investment strategy and approach to achieve the best return on 
investment possible.  
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CONCLUSION
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Digital and online marketing is often referred to as “disruptive technology”. The 
way people seek and process information is radically different from the way 
they did just a few short years ago. Those who adapt to new technology and 
techniques have a distinctive competitive advantage over those who elect to 
ignore the revolutionary way people obtain information today. Selecting the 
right Digital Marketing partner is the first step in the long process of gaining a 
competitive advantage, as the marketing world continues to evolve in ways that 
have never been seen before. Integrated Digital Strategies is a digital marketing 
company with a strong focus on franchising with offices north of Boston,  
Orlando, Salt Lake City and in Manila, Philippines. Please contact us at  
www.idigitalstrategies.com to inquire how we may help you with your franchise 
digital marketing needs. 

CONCLUSION

CHECK US 
OUT ONLINE!

http://www.idigitalstrategies.com
http://www.idigitalstrategies.com
http://www.idigitalstrategies.com
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