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Abstract 

Digital outreach is one of the way in digital marketing, it uses personal agreement with website 

owners/bloggers or anyone in charge of advertising placements on a certain online resource. By 

advertising placement we usually mean a banner, brand‟s mention etc. The primary aim of digital 

outreach as a service is to create valuable and mutually beneficial backlinks. These links are meant to 

improve organic rankings and attract new audiences. In addition to that, outreach is an effective 

service to build brand awareness and gain trust of the customers. 

Digital outreach is a relatively new service used for link-building, SEO Specialists, PR managers, 

Marketers, ecommerce stores and Media and Inbound marketing service providers will definitely 

benefit from Digital outreach marketing. 
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Digital outreach 

Digital outreach is one of the way in digital marketing, it uses personal agreement with website 

owners/bloggers or anyone in charge of advertising placements on a certain online resource. 

Backlinks:- Links on websites other than your own that go back to a page on your website. Backlinks 

are also called inbound links because they represent another website's traffic coming to your own site. 

The quality and quantity of your backlinks can help you rank higher in search engines such as Google 

and Bing. 

SEO:- SEO stands for “search engine optimization.” In simple terms, SEO means the process of 

improving your website to increase its visibility in Google, Microsoft Bing, and other search engines 

whenever people search for: 

1. Products you sell. 

2. Services you provide. 

3. Information on topics in which you have deep expertise and/or experience. 

Objectives:- 

1. To study about Digital outreach. 

2. To study how it works. 

3. To study how it helps in E-commerce and inbound marketing. 

Introduction Digital Outreach marketing is a marketing strategy aimed at achieving different goals 

such as: 

1. Driving brand awareness 

2. Promoting your products or services 

https://serpstat.com/blog/what-are-natural-links-and-crowd-marketing/
https://serpstat.com/blog/what-are-natural-links-and-crowd-marketing/
https://serpstat.com/blog/what-are-natural-links-and-crowd-marketing/
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3. Lead generation 

4. SEO outreach for backlinks (e.g. to bloggers) 

5. Gathering data (through studies and surveys) 

6. Boosting customer retention 

7. Brand partnerships and collaborations 

“According to research, 71% of marketers find customers gained through influencer marketing to be 

of a higher quality than those gained through marketing other channels. One reason for that is that 

people value the opinions and recommendations of people they look up to. As a marketer, you can 

leverage the power influencers wield and use it to drive more sales while helping people with your 

product. This is where outreach marketing comes to play. 

Benefits of outreach marketing 

1. BOOSTS YOUR LEAD GENERATION 

2. INCREASES BRAND AWARENESS 

3. PROMOTE YOUR CONTENT 

4. RETAIN CUSTOMERS 

5. INFLUENCER GIVEAWAYS  

Steps in Outreach Marketing Program 

1. Identify the Right Influencers 

The first step of building any outreach marketing program is identifying the influential people or 

organizations that you want to build connections with. Just as you should have ideal buyer profiles, 

you can start by designing your ideal influencer profiles that can help guide your teams in finding the 

best influential sources. For example, you‟ll want to consider: The number of followers they have, 

Their reputation in your industry, How frequently they post recommendations, The mix of 

professional and personal posts, If their followers are growing, 

Any negative press the influencer has been involved with, the other brands that they promote. If their 

engagement is positive, how much engagement they receive in their posts, how communicative the 

influencer is with their followers, You‟ll also want to consider the size and reach of your influencer.  

As mentioned above, sometimes the person with the biggest followers isn‟t the best choice for your 

brand. If you are a smaller brand, you might want to consider working with local or smaller 

influencers to start. 

2. Craft Impactful Message Lines 

Reaching out to the influential source often starts with an email or social media message. In both 

cases, the first message line and subject lines that you create are incredibly important. That‟s the first 

line of communication you have with someone you want to build a partnership with, meaning that the 

message needs to be impactful and communicate the value you can provide. 

3. Personalize Your Outreach Approach 

While automation and templates are great for most kinds of marketing, when it comes to outreach 

marketing you‟ll likely want to consider a personalized approach. When you are connecting with an 

influencer, you want them to feel like you take them seriously as an individual and appreciate their 

influence. If you only send template messages, influential sources likely won‟t take you seriously and 

https://mediakix.com/influencer-marketing-resources/influencer-marketing-industry-statistics-survey-benchmarks/
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might even group you in with spam messages. Taking the time to understand the influencer and craft a 

personal message will increase the odds of a response. 

4. Follow Up with Your Influential Sources 

Another important step of an outreach marketing program is to follow up with your influencer 

messages. If you just send a single message and never follow up, you might risk losing a connection. 

Sometimes messages are lost or get missed in the shuffle, so following up means that you can prove 

your dedication to the relationship. While following up is important, you want to make sure that you 

aren‟t being an irritant to the influencer. Be consistent in your follow-up, but don‟t send daily 

messages. Let some time pass between your follow-up messages and allow the influencer to think 

through decisions rather than pushing too hard for a deal. 

5. Prove Your Value to Influencers 

You want to be able to demonstrate value to the influential sources you reach out to. When you can 

demonstrate clear value, an influencer is more likely to want to create a partnership with your brand. 

You can demonstrate value by: Being a credible source, Showing the impacts of your products or 

services, offering other benefits to your partnerships, Be ready to show proof of the benefits of your 

brand‟s products or services or a successful track record with other influencers. You want to be able to 

tote the value you bring without going over the top.” 

Types of Outreach Marketing 

1. Social Media Outreach:  Social media outreach is contacting new consumers or partners on 

LinkedIn, Twitter, Facebook, Instagram, and TikTok. 

2. Email Outreach: Email outreach, or cold emailing, is a powerful tool to get into contact with 

people you might otherwise never have reached 

3. Cold Calling: The cold-calling outreach approach involves contacting prospects that have 

never expressed interest in your product or service and trying to convert them. 

Conclusion 

Digital outreach marketing has been found to be more reliable open access and less costly source for 

boosts your lead generation, increases brand awareness, promote your content, retain customers, 

influencer giveaways. This also help Driving brand awareness, Promoting your products or services, 

Lead generations outreach for backlinks (e.g. to bloggers),Gathering data (through studies and 

surveys),Boosting customer retention, Brand partnerships and collaborations and thus looks like to 

continue for next few decades. 
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