
Invisible Technologies



My Approach:

The Invisible team are business process & technology experts 
that help clients optimise their time by taking on tedious, 
repetitive and ongoing business tasks  that company owners 
don’t have the time to do.

They already had a comprehensive digital marketing plan and  
audience avatars.

My role was to help them map the customer journey and 
execute the content marketing plan.

I also produced an SEO audit, a series of blogs and sales emails.



The Challenge



Invisible’s Aims:
● Improve SEO

● Generate revenue from the sales emails 
and social media

● Influence customers to move onto the 
next stage of the buyer journey



My Process



Buyer Journey Map

● I started by mapping out the different stages of the 
customer journey

● I then researched and executed marketing activities for 
each stage of the customer journey

● This was then implemented within the content 
marketing strategy





Content Plan



Content Marketing Plan

● I updated the existing digital marketing plan to add the 
content plan

● My content plan included website analysis, liaising with 
different teams and updated keyword research

● The plan included blogs, product pages, social media 
and sales pages



        Blogs

● The blogs were designed to influence readers to take the 
next step

● To do this, I conducted meticulous keyword research and 
factored in buyer intent and keyword profitability

● The blog topics also answered key customer questions 
and objections

● I also highlighted the USPs and strengths of Invisible’s 
offering





Sales Emails

● I would target warm leads that were previously 
connected to the CEO

● These emails highlighted the benefits of 
Invisible’s services

● The emails generated more than $19,000 in 
revenue



Social Media
● I helped to set up the Facebook pages and 

managed their Linkedin pages

● Originally, both networks only had a handful of 
followers

● I helped grow their Facebook page from 10 to 
640

● I grew their Linkedin page from 3000 to 5,681







LinkedIn Posts





Twitter





Product Pages



Product Pages

● Below, I have given an example of some of the 
product pages I created

● The process of creating them involved the 
following steps:

● Gathering data and documents from the sales and 
customer success teams within the company



Product Page Process

● Interviewed Invisible’s customers and staff members 
that had worked with them

● Linked my product page content with the customer 
journey and content plan

● Keyword research

● Content Creation and approval



Product Page Example



Product Page Example 2



Product Page Process
● I used Google Analytics and HubSpot to track the traffic on 

the product pages

● Traffic to the pages had increased by 30%

● The metrics also showed that people had stayed on the 
website for longer

● Google Analytics showed that an increasing number of users 
had also travelled from the product pages to the ‘Get 
Started’ form



Results



Outcomes & Observations
● Invisible began to rank for the majority of their keywords

● $19,000 in sales directly from the emails

● Linkedin ads generated $3000 for Invisible

● Significantly increased social media followers
 

● Increased traffic to product and sales pages


