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Introduction 
This guide includes information on how 

to establish an online presence. The 

topics that will be covered include 

finding and connecting with your target 

market, paid advertising, social media 

tips, how to utilize SEO (search engine 

optimization) to appear in more search 

results, and how to use UTM codes to 

track your websites success.  
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Finding your Target Market 
Who wants to engage with you on social media? You can start 

by looking at your follower list, your customers, and who is 

interacting with your posts most often. Here are some factors 

that are important to consider: 

• Age: what is the general age range of your typical 

customer? 

• Location (and time zone): What is the geographic 

location of your customers? One of the best ways to 

gather this information is to look at your order history. 

By knowing the time zone of your audience, you will 

know the best times to post. 

• Language: What language does your target audience 

speak? Don’t assume it’s your language. Ex: If a large 

portion of your customer base is from Quebec and 

New Brunswick, you might want to place a heavier 

focus on French advertising.  

• Spending power and patterns: How much money is your target audience willing to spend? Do 

they have financial obligations they need to address (children, mortgage), what is their typical 

process for making purchase decisions? You can get a rough estimate of this based off of your 

order history as well. When people make purchases from you – do they typically choose the 

more expensive items? Is your product a necessity or a luxury? 

• Interests: What does your target audience like to do? What causes are they passionate about? 

Which other businesses do they interact with? 

• Challenges: What are the challenges typically faced by your target demographic? In what ways 

can your product help to remedy these challenges? 

• Stage of life: What stage of life is your target market in? (college students, parents, retired, etc.) 

 

  



 

COPYRIGHT 2020 CRAFT ALLIANCE ATLANTIC ASSOCIATION | CRAFTALLIANCE.CA 3 

Based off of the data that you’ve compiled, 

you may find that they: 

• live in an urban area 

• have a certain degree of education 

• are concerned about the 

environment 

• have a certain income 

 

  

For example: You are a brand who creates trendy 

clothing that is “up-cycled”. The majority of your buyers 

are from Halifax, and your products are high end.  

 

Because of the eco-friendly aspect of this business, and 

because many of their customers reside in Halifax 

(which has a large student population) It is very likely 

that this brand would have a target market of 

Millennials and people in Generation Z living urban 

areas. This demographic is typically passionate about 

supporting environmental initiatives and feel that it is 

important that brands share similar values with them.  

 

When advertising, this brand should place a very heavy 

focus on how their product is sustainable compared to 

competitors. Customers will be willing to look past a 

higher price point to shop from a brand that shares 

values with them. 
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Connecting with/Reaching your Target Market 
The best way to reach your target audience is to create content that is both 

useful, interesting and relevant to them. Sharing interesting posts is a sure-fire 

way to grab their attention.  

 

The more targeted and relevant your content is, the easier it will be for you to reach your target 

audience and engage them. 

 

You should conduct research on what type of content is most interesting to your target market. For 

example: If the majority of your customers are working-class young mothers, tailor your content to 

them. Content marketing plays a major role in helping you generate leads and conversions. It can be 

implemented in various ways to get your desired results. 

 

Here are some of the most common methods: 

• Video marketing: Videos are highly engaging and interactive in nature. A good quality video can 

catch the attention of the viewer easily. 

• Blog posts and articles: Written content may not work as well as videos and images, but it still 

helps you get the attention of your audience. Just make sure that you write about topics that 

are of interest to your target audience and are useful to them. 

• Social media content: You can connect with your target audience through social media as well. 

Through a combination of images, videos, and text, you can engage and reach them more 

efficiently. 

 

 https://onyx-rocks.com/how-to-reach-your-target-audience/ 

 

  

https://onyx-rocks.com/how-to-reach-your-target-audience/
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It is also useful to use targeted ads that are specifically designed to reach your demographic (through 

Facebook or Google ads). You can also reach your audience through the use of hashtags on social media 

posts. Some of the most popular jewellery related hashtags are: 

• #jewellery - 40% 

• #jewelry - 13% 

• #fashion - 8% 

• #earrings - 6% 

• #handmade - 6% 

• #necklace - 5% 

• #gold - 5% 

• #accessories - 4% 

 

 http://best-hashtags.com/hashtag/jewellery/ 

 

  

http://best-hashtags.com/hashtag/jewellery/
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Paid Advertising 
1. Invest in Google AdWords (pay per click) 

Investing in an online advertising campaign is a great way to promote your website online. One method 

of paid advertising is Google Ads, an online advertising tool that helps you attract people searching for 

products or businesses like yours. The process is simple: 

• Write your ad copy 

• Pick the keywords you'd like to target 

• Set a daily maximum budget 

• Select your campaign's start and end dates 

 

Data from Google Analytics can help you develop a strategy for your campaign. Google Ads allows you 

to customize your ads to reach people in certain locations or entering certain terms into a Google 

search, for example. If Analytics tells you that most of your customers are from Toronto, you can 

capitalize on your popularity there by advertising in that region. 

 

 https://www.webfx.com/blog/marketing/much-cost-advertise-google-adwords/ 

 

The average cost-per-click on Google Ads is $1-2. Because you can set your daily budget, the amount 

that you spend on Google Ads is up to you. Google Ads has an estimate ROI (return on investment) of $2 

for every $1 spent.  

 

 https://www.webfx.com/blog/marketing/average-roas-by-industry/ 

 

2. Search Engine Optimization 

Search engine optimization (SEO) is a free method of redesigning your website to make Google rank it 

higher in search results. This is mainly accomplished through strategically placing “keywords” (words 

that your target customer would typically search for) in your website. Refer to page 13 for more 

information on SEO.  

 

  

https://www.webfx.com/blog/marketing/much-cost-advertise-google-adwords/
https://www.webfx.com/blog/marketing/average-roas-by-industry/


 

COPYRIGHT 2020 CRAFT ALLIANCE ATLANTIC ASSOCIATION | CRAFTALLIANCE.CA 7 

3. Facebook Ads 

Facebook Ads are used to target specific users based off of their profile data, including location and 

demographics. The advertiser (you) is charged for every impression, click, or purchase that occurs 

because of the ad. You can set a budget on your ads so that they do not go over a certain number. 

 

The targeting options available for Facebook ads are: 

• Location 

• Age 

• Gender 

• Interests 

• Connections 

• Relationship status 

• Language(s) 

• Education 

• Workplace 

 

The average CPC price on a Facebook ad is $1.86. Facebook ads are highly targeted, and average 

conversion rate is 9.11%. This means that generally speaking, 9.11% of people who visit a website 

through Facebook ads are expected to make a purchase. 

 

 https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmarks 

 https://fitsmallbusiness.com/how-much-does-facebook-advertising-cost/ 

 

  

https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmarks
https://fitsmallbusiness.com/how-much-does-facebook-advertising-cost/
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Social Media Tips 
Instagram 

Find your customers and interact with them 

Finding your ideal customers on Instagram isn’t too difficult. The first thing you should do is look at the 

accounts who are following businesses similar to yours – if they’re following them, then they’re 

probably going to be interested in what your business has to offer as well.   

   

Like their posts, react to their stories, etc. 

In order to increase your following on Instagram, there are a few steps that are recommended by the 

Canadian Crafts Federation that can help attract new followers:  

• For 15 minutes, 3 times a week, find and follow 15 accounts relating to your target audience. 

• For each new account that you follow, like 5 pictures, and leave 1 thoughtful comment 

• Make sure your comments are authentic and personal. This will increase your chance of gaining 

a new follower who could be your next customer. 

 

 https://canadiancraftsfederation.ca/craftrealtalk-round-2/ 

 

Note that this strategy may cause your Instagram “ratio” to go up – meaning that you follow way more 

people than you have followers. To fix this, there are many apps out there that can tell you who 

unfollowed you, who is not following you back, and which of your followers engage with you most often. 

You can use this data to strategically unfollow accounts that have a low likelihood of following back. One 

popular (and free) app that iPhone users can use to track this is called “Reports+ for Instagram”.  

 

Create content that appeals to your target audience   

• Behind the scenes videos 

• Personal posts (let them get to know you) 

• Blog post images 

• Product sneak peaks 

• Product arrangements 

   

Write an effective bio   

Your bio should:    

• Explain a bit about you / your brand / what you do 

https://canadiancraftsfederation.ca/craftrealtalk-round-2/
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• Appeal to your target audience 

• Use your brand tone and voice to help you connect with your community 

• Link to your website 

  

Use a recognizable profile photo   

• A logo is preferable 

• If you do not have a logo, you can use: 

o Picture of your artwork 

o Photo of yourself 

• You should try to use this photo across all of your social media platforms, to create a unified 

brand image.  

 

Pay attention to your colour palette   

• Organize your posts strategically, and really try to think of if the photo you are posting will look 

good next to your last post.  

• Try to post an even mixture of photos and videos 

 

Use Instagram Stories 

• This is a good medium to give your customers an inside view of your day-to-day life. 

• Post videos of your work here 

• A great place to post information about upcoming events, sales, or other relevant news. 

 

Post Often 

It is also important to post on a regular basis. Posting at least once a week will keep your content 

popping up on your followers’ Instagram feeds. If your followers engage with your posts, then your 

profile will appear in the “discovery” feed of the people who follow them, causing your posts to 

eventually reach a larger audience. 

 

Facebook 

Set up a Business Page 

• Make sure your profile is created within the correct category. You can choose from the following 

options: Local Business/Place, Company/Organization/Institution, Brand/Product, 

Artist/Band/Public Figure, Entertainment, Cause/Community 

• Most people reading this will either fall under “brand/product” or “Local Business/Place”. 

• It is important to select the correct category because each has different features  
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o Ex: A local business will have a section for a physical location listing, while an online 

brand will not. 

 

Reply to Customers’ Comments/Messages Quickly 

If you do this, you will receive a badge that says “very responsive to messages”. This will increase the 

likelihood of your followers interacting with you. 

 

Post Often 

Just like on Instagram, it is important to update your Facebook profile often, so that your profile 

frequently appears on the news feed of those who like your page.  

• Facebook is an excellent tool for sharing event information 

• New products 

• Community events 

• Informational posts on topics that your target market would find interesting 

 

Other Tips 

• Try to engage with similar local businesses (especially galleries or shops). This will direct their 

followers to your page. 

• Get a Vanity URL 

o You can select what your URL is in the “Page Info” section of your settings. Choosing an 

easy-to-read URL will help with SEO, which will be touched on in more depth further 

down in this document.  

• A post that is accompanied by a high-quality photo is much more likely to draw the attention of 

your followers than a post that just includes plain text. 

• Post videos (especially live videos) A variety of different types of content will keep followers 

engaged. Some examples of great live video footage would be of you creating your product, 

filming a trade show, etc.  

• Include a CTA or “Call to Action” button.  

o This is a great way to get people to sign up for your newsletter/mailing list. 
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Selling on Facebook and Instagram 
Even if you are already using an e-commerce platform, it is still beneficial to sell 

your products on Facebook and Instagram using their marketplace feature.  

 

Before you begin 

Before setting up shopping on Facebook, you must: 

• Be a Facebook Page admin 

• Be a Business Manager admin 

• Manage your Facebook Page and catalog in the same Business Manager account 

 

Before setting up shopping on Instagram, you must: 

• Be a Page admin for the Facebook Page connected to your Instagram business profile 

• Be a Business Manager admin 

• Manage your Instagram business profile, Facebook Page and catalog in the same Business 

Manager account 

 

Create your shop on Facebook 

You need to use a computer to set up your shop in Commerce Manager. 

1. Log into Commerce Manager. You may need to create an account. 

2. Go to the Create Your Shop page in Commerce Manager. 

3. In the Start Setting Up Your Shop section, select where you want your customers to 

complete their purchases. Click Get Started. 

4. In the Choose Your Business section, you should see a list of Facebook Pages you’re a 

Page admin on. Select the business you’d like to add your shop to. Click Next. 

5. In the Account Details section, fill in the requested information and click Next. 

6. In the Where People Can View Your Shop section, select where you’d like to create your 

shop. If you have an Instagram business profile and a Facebook Page, you can select both. 

7. In the Add a Catalog to Showcase Your Items, select an existing catalog or create a new 

one and click Next. 

8. Check over your shop details, review the Merchant Agreement and click Create Your 

Shop. 

 

  

https://www.facebook.com/commerce_manager
https://www.facebook.com/commerce_manager/onboarding_landing
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You’ve created your shop. Next, you can: 

• Create a collection. You can create collections of 6 to 30 items. 

• Customize your shop. You’ll choose your featured collection and customize the look and 

feel of your shop. 

• Publish your shop. People can see your shop once we review and approve your collections, 

typically within 24 hours. 

 

 https://www.facebook.com/business/help/268860861184453?id=1077620002609475 

 

Create your Shop on Instagram: 

Once you’ve set up your Facebook marketplace, you will be able to 

sell the same products off of Instagram. 

1. Go to your Settings, tap Business, and then Sign Up for 

Instagram Shopping. Follow the steps and hit submit. Review 

and approval may take a few days. 

2. Once you’re approved, you’ll see a new option 

under Settings and Business, titled Shopping. Tap it to turn on 

shopping in the Instagram app. 

3. Set up your first shoppable Instagram post! You’re ready to 

start making sales! First, upload a photo just like you would 

for a regular post. Then tap the items you want to tag. You can tag up to five products per post. 

Start typing the name of the products you want to tag. These must correspond to the names in 

your product catalog. Select them as they appear in the search box. 

 

How to tag products with Instagram shoppable posts 

1. When you are creating your post on Instagram, you will be given the option to “tag products”  

2. You can also go back to older photos and tag the products by pressing “edit” and tag products. 

3. You tag the products by simply typing in the product that you would like to tag, and it should 

appear right away. Select the product tag, and the name of the product and price will 

automatically appear when one of your followers clicks on the photo. 

 

Upon completion, there will also be a shop tab on your Instagram profile where customers can browse 

through all of your products. This tab will only appear once you tag at least 9 different products in your posts. 

 

 https://business.instagram.com/shopping/setup  

 

Instagram shoppable posts 

are identified in your feed 

by the shopping bag icon in 

the top-right corner. 

All the products your 

account has tagged will 

appear on your profile 

under the Shopping tab. 

 

https://www.facebook.com/business/help/268860861184453?id=1077620002609475
https://business.instagram.com/shopping/setup
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What is SEO and how can I use it? 
SEO stands for “Search Engine Optimization”. This is the process of making 

alterations to your site so that it ranks higher in web searches. The higher visibility 

your brand has in search results, the more likely you are to attract prospective 

customers.  

 

 Here is a YouTube video that provides a helpful explanation of what SEO is: 

 https://www.youtube.com/watch?v=stHBZGm_hMo 

 

There are two main categories of SEO (on page and off page) 

  

On-Page SEO 

This refers to everything that you complete on the website itself, from content optimization through 

technical aspects like: 

• Creating quality content 

• Page titles, descriptions 

• On-page headings 

• URL Structure 

• Image optimization (size and alt text) 

• Website speed 

 

Off-Page SEO 

This covers all the processes and activities you can do to improve your website’s authority, relevance 

and reliability off your own website. This can include things like: 

• Getting backlinks to your site from other websites/businesses 

• Email newsletters 

• Guest blogging 

• Social media 

• Other promotional efforts  

 

  

https://www.youtube.com/watch?v=stHBZGm_hMo
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Tips 

1. Use Keywords in the Right Places 

Keywords are words or phrases that are related to your business. You want to select keywords that your 

target market is likely to search for, so your page comes up higher in their search results. 

 

Use your target keyword in your content whenever you can. Where you use your keywords is just as 

important than how many times you use them. 

 

The best place to put keywords are: 

• Once in the page URL 

• In each pages title tag 

• In first 100 words on the page 

 

For example, if you have a Jewellery brand, here are some suggested keywords, along with the number 

of monthly searches that keyword receives: 

• Engagement rings (823.000) 

• Rings (673,000) 

• Jewelry (368,000) 

• Diamond (301,000) 

• Wedding rings (301,000) 

• Jewelry stores (246,000) 

• Necklace (135,000) 

• Gemstones (60,500) 

 

2. Keep users on your site for longer 

If users are frequently leaving your webpage too quickly, google will downrank you and your page will 

not come up as frequently in search results. It is important to take measures to ensure that people who 

visit your website stay for longer periods of time. 

  

How to keep users on your site longer: 

• use photos rather than too many words 

• use lots of bullets and subheadings on wordier pages 

o when content is easier to read, people will spend longer on the site. 

 

  



 

COPYRIGHT 2020 CRAFT ALLIANCE ATLANTIC ASSOCIATION | CRAFTALLIANCE.CA 15 

3. Delete “zombie pages” 

Zombie pages are pages on your site that do not generate any/enough traffic. 

• When you delete these unpopular pages, you get higher rankings and more google traffic 

• You can identify zombie pages by taking a look at the following metrics (which can be found 

using google analytics) 

o Total visits (pageviews) 

o Unique pageviews 

o Average time on page 

o Bounce rate (pressing back to previous page) 

o Exit rate (exiting site altogether) 

 

 How to use Google Analytics to track web traffic:  

 https://www.youtube.com/watch?v=f3X-hYRxBL8 

 

4. Add related keywords to your content 

These are not the same as the main keywords that you will use to drive traffic. 

 

Because of something called “google hummingbird”, you also need to add synonyms and other related 

keywords in your content in order to rank.   This is so they can understand the actual topic of your page, 

and goes a bit deeper than just looking for keywords. 

 

How do you optimize content for hummingbird? 

• Include variations of main keyword in content 

• Search your target keyword in google “Jewellery” 

• Scroll down to bottom of the search engine and see what the “searches related to…” 

suggestions are 

o Ex: if you search for “Jewellery” the related searches are: 

▪ Jewellery Canada 

▪ Jewellery box 

▪ Jewellery near me 

▪ Jewellery online 

▪ Jewellery meaning 

 

Obviously, many of these phrases would be difficult to organically use on your webpage. Despite this, it 

is still valuable to see the most popular results that those who are searching for products in your 

https://www.youtube.com/watch?v=f3X-hYRxBL8
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industry are also searching for. Out of the results that I listed above, there are a few that could 

organically fit into your website: Jewellery box, could be easily used, for example. Doing this for all of 

your keywords is an effective method of finding phrases to place in your website that will increase your 

SEO ranking. 

    

5. Link to other sites with relevant content 

This creates traffic that tracks back to your webpage 

   

6. Have web analytics in place so you can track success/improvement    

You need software to determine what is / is not working when making changes to SEO. 

 

Google Analytics, Google Search Console, Crazy Egg and other private web analytics software solutions 

can help you track your success. 

 

7. Use readable and meaningful URLs only. 

Stay away from URLS like this: 

http://www.example.com/article/nuvjakbvjkdsnand24678476859 

  

and aim for URLS like this: 

http://www.example.com/article/how-to-improve-SEO-101 

 

How to Change a Page URL: 

• Shopify: https://www.askquesty.com/post/change-url-shopify-tutorial 

• WordPress: https://wpdatatables.com/change-wordpress-url/ 

• BigCommerce: https://thisisnovos.com/blog/how-to-change-urls-on-

bigcommerce/#:~:text=On%20BigCommerce%2C%20you%20can%20change,then%20the%20UR

L%20structure%20tab. 

 

8. Optimize your site for speed 

Site speed is yet another factor that the Google algorithm takes into consideration when ranking your 

site. 

 

The longer it takes for the page to load, the more frustrated the consumer becomes. This may cause 

them to leave your site and go to a competitor’s. To improve bounce rates and thus your 

http://www.example.com/article/nuvjakbvjkdsnand24678476859
http://www.example/com/article/how-to-improve-SEO-101
https://www.askquesty.com/post/change-url-shopify-tutorial
https://wpdatatables.com/change-wordpress-url/
https://thisisnovos.com/blog/how-to-change-urls-on-bigcommerce/#:~:text=On%20BigCommerce%2C%20you%20can%20change,then%20the%20URL%20structure%20tab
https://thisisnovos.com/blog/how-to-change-urls-on-bigcommerce/#:~:text=On%20BigCommerce%2C%20you%20can%20change,then%20the%20URL%20structure%20tab
https://thisisnovos.com/blog/how-to-change-urls-on-bigcommerce/#:~:text=On%20BigCommerce%2C%20you%20can%20change,then%20the%20URL%20structure%20tab
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ranking, you’ll need to make some changes to your site to improve site speed. Here are a few factors 

that impact load times: 

 

Image File Size – Larger image files take longer to load, impacting your site speed. Compress and 

optimize your image files so that they don’t drag down your load times. 

 

 Link on how to change file size:  

 https://smallbusiness.chron.com/can-change-picture-thats-large-smaller-size-65242.html 

 

Browser Caching – When a browser loads a site page, it is loading a number of resources. Browser 

caching stores these resources locally on the users’ computer so they don’t need to be loaded again – 

making pages load faster.   

 

 Link on How to Leverage Browser Caching to Improve SEO:  

 https://en.ryte.com/magazine/browser-caching 

 

Script Handling – JS and CSS files can slow down your site speed, so make sure that you actually 

need these extras to enhance your site before using them. (If you don’t know what this means, ask the 

person who designs your site.) 

 

 Link to more information on how script handling impacts SEO ranking:  

 https://seranking.com/blog/css-and-javascript-seo/ 

 

5. Conduct an SEO audit to track improvement 

After making changes to your website, you can conduct an SEO audit to determine where you are 

succeeding, and what needs improvement. 

 

There are many website that can conduct an SEO audit for you. Here is a link to one reputable option: 

https://www.semrush.com/siteaudit/ 

 

  

https://smallbusiness.chron.com/can-change-picture-thats-large-smaller-size-65242.html
https://en.ryte.com/magazine/browser-caching
https://seranking.com/blog/css-and-javascript-seo/
https://www.semrush.com/siteaudit/
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What are UTM codes and how can I use them? 
UTM codes are used to track the success of different campaigns/channels in 

driving traffic to your website. You use them by writing different URLS (through a 

UTM code generator) that link to your website and tracking the success of the 

different URL’s through google analytics.  

 

One example of how you could use a UTM code is if you are offering a sale that you would like people 

on your email list to be aware of. You can use a UTM link to count how many people are visiting your 

website through clicking this link. To do this, you can visit any UTM link builder, and fill in the campaign 

source as “newsletter”, campaign medium as “email”, and campaign name as “summer sale”. This is the 

link that would be provided to you:  

 

https://example.ca/?utm_source=newsletter&utm_medium=email&utm_campaign=summer%20sale  

  

This will track how successful your newsletter is in attracting new customers. You can see how many 

people are clicking on your link by typing the link into google analytics. You can have as many different 

links as you need. It would be beneficial to have a different UTM link for your Facebook, 

Instagram, Twitter, and mailing list. This will allow you to see how useful each respective 

website/medium is in generating traffic to your website.  

  

That means if a visitor picked your link tagged with a UTM from Twitter to share on Facebook, it would 

still count as a share from Twitter.  

 

Place a link to your website on your Facebook that uses a Facebook UTM, place a link to your website off 

of your Instagram that includes an Instagram UTM, if you do an email campaign – paste a link in that 

email that includes that campaign UTM. You can later track how successful each of these links were via 

Google Analytics.  

 

You can use these codes in any combination by separating each parameter with the '&' sign. It is 

possible to create these codes manually, but much easier to use a UTM link builder.   

 

Below, I will be explaining how to create and use UTM links. If you would rather watch a video tutorial 

on what UTM codes are and how to use them, follow this link: 

https://www.youtube.com/watch?v=JV1H44IQxDU 

https://example.ca/?utm_source=newsletter&utm_medium=email&utm_campaign=summer%20sale
https://www.youtube.com/watch?v=JV1H44IQxDU
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UTM Parameters 

There are five different UTM parameters. The first 3 are by far the most used parameters (Source, 

Medium, Campaign), but for additional insights you may also choose to track all 5. Here's exactly what 

you can track with each:  

 

1. Traffic Source 

The source parameter allows you to track where the traffic originated from. The parameter added to 

your URL is utm_source. Sources you may track could be Facebook, Google, Bing, or the name of an 

email list.  

Example: &utm_source=twitter 

 

2. Medium 

The medium parameter tracks what type of traffic the visitor originated from – cpc, email, social, 

referral, display, etc. The parameter is utm_medium_ 

Example: &utm_medium=cpc 

 

3. Campaign Name 

The campaign name parameter allows you to track the performance of a specific campaign. For 

example, you can use the campaign parameter to differentiate traffic between different Facebook Ad 

campaigns or email campaigns. (See more on naming conventions below on The parameter 

is utm_campaign. 

Example: &utm_campaign=example-campaign 

 

4. Content 

In case you have multiple links pointing to the same URL (such as an email with two CTA buttons), this 

code will help you track which link was clicked. The parameter is utm_content.  

Example: &utm_content=navlink  

 

5. Keyword Term 

The keyword parameter allows you to track which keyword term a website visitor came from. This 

parameter is specifically used for paid search ads. The parameter is utm_term. 

Example: **&utm_term=growth+hacking+tactics 
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How to Create UTM Codes 

There are many URL Builders online that provide you with an easy way to create a UTM code. Here is 

one UTM Code builder: 

https://web.utm.io/google-analytics-utm-tracking-code-builder/ 

 

To use it, simply enter your website address. You are required to enter the campaign source (ex: 

Facebook, google, etc.). The rest of the parameters are optional.  

Copy and paste this link with the UTM code into your campaign or content. 

 

Here is how a UTM tracking link for Facebook would look: 

https://example.ca/?utm_source=Facebook&utm_medium=Social&utm_campaign=FacebookLink 

 

To use this link, you would paste this link into your Facebook “about us” section where it asks you to 

include a website link. You can see how many people access your website using this link by checking on 

Google Analytics. 

 

Once they click on the link, it will not appear like that in their address bar. It will redirect to whatever 

your normal URL is. 

 

How to track the UTM codes 

To track the success of your link, follow these steps on Google Analytics: 

• Create a custom report under "Customization" > "Custom Reports". Add Medium, Campaign, or 

Source as a dimension and the metrics you want to view. 

• Go to Acquisition -> Overview -> All Traffic -> Source/Medium to view traffic 

• Go to Acquisition -> Campaigns -> All Campaigns to view traffic based on your custom campaign 

names. 

 

  

https://web.utm.io/google-analytics-utm-tracking-code-builder/
https://example.ca/?utm_source=Facebook&utm_medium=Social&utm_campaign=FacebookLink
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Next Steps 
Following the recommendations laid out in this document is a great start towards improving your digital 

presence. Here is a summarized checklist of our recommendations: 

 

 
Find your Target Market and Research the Best 

Marketing Tactics for that Demographic 

 
Invest in Paid Advertising through Google and 

Facebook ads 

 
Assess your social media profiles and make changes 

accordingly. 

 
Set up Facebook and Instagram Shopping, so your 

followers can make purchases directly from your 

social media profiles 

 
Conduct an SEO Audit, and make necessary changes 

to improve your sites ranking in organic searches 

 
Use UTM links to track success of email campaigns, 

and to determine where most traffic to your website 

is derived from. 

 

 

 


