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Review
● Digital marketing matters because today’s customers are 

searching and buying online
● Create an easy, positive, and informative customer 

experience
● We won’t focus on these today, but don’t miss out on 

these tools:
○ Google Business Profile (free)
○ Email Marketing (low cost)



The Big Picture: Reach Customers Online
● SEO – capture customers when they search
● Social Media – meet customers where they spend time

● Paid Advertising – boost your results in both arenas!



The Big Picture: What kind of customers?
● New customers who might be interested in buying 

from you
● Existing customers who need to hear about your 

latest offerings and be reminded to shop with you



The Big Picture: Analytics Tell You What is Working
(and not working)
● Integrate with your website and online store

○ Google Analytics
○ Google Ads
○ Meta
○ (+Email Marketing Platform)

● Review your metrics on social media



The Big Picture: This is Advanced, You May Want Professional Help

● My recommendation would be to try your own hand at social media
● Depending on tech savvy, consider paid help with:

○ Website & online store
○ Email automations & marketing emails 
○ Google ads
○ SEO



SEO for Meat Sales



What is SEO?
● Search Engine Optimization
● Free visibility earned over time
● Helps people find your website in all kinds of searches
● Gets your pages to rank higher in results
● Includes website health, as well as website content



Key Trends in SEO
● Voice & AI search are growing

○ “Where can I buy local grassfed beef?”
● Structured data (schema) helps Google & AI read your site

○FAQ 
○Product schema: name & description, price, in/out of stock, image, 

reviews
● Local SEO matters 

○Google Business Profile and county/city/region names help 
customers find meat near them

● Authority, trust and reputation
○Helpful content 
○Reviews, mentions, backlinks



SEO Foundations – Website Technical SEO
● Your website should be:

○Easy to use
○ Fast-loading 

■ Ecommerce platform
■ Image sizes – under 1MB (megabyte)

○ Mobile-friendly
○ Clearly structured

● Google Search Console can identify issues 



SEO Foundations – Link Building
● The more credible sites that point to your site, the better!

○ Join directories
○ Ask local/farm orgs to list your farm
○ Farmers markets
○ Pitch local press with a story about your farm
○ Respond on Reddit/Quora (or ask friend/family/customer to)



SEO Advanced - Keyword Research & Implementation

1. Research keywords using Google Ads Keyword Planner
2. Choose a Primary Keyword and Secondary Keywords per page
3. Incorporate into Metadata Title, Metadata description, H1 heading 

(and subheadings)

AI Opportunity



SEO Advanced - Keyword Research – Google Ads Keyword Planner



SEO Advanced - Keyword Research – Semrush + Google Search Volume



SEO Advanced: Keyword Implementation
Real sentences, using 
keywords and key locations 
(town, region and key places 
you serve)



On Page SEO

Graphic by 
Renzo Proano



SEO Questions?



Social Media Strategy



The Challenges of Social Media Today
● It’s harder to grow — Organic reach has decreased significantly

○ Only a fraction of your page’s fans see your content organically
○ Facebook (2-6%) & Instagram (4-7%)

● The algorithm favors trends & paid advertising 
● It’s harder to stand out in the volume of content 
● Engagement is lower
● It’s time consuming

Highlights the value of email marketing: you own your list



Social Media Strategy – 1st Approach – Practical
● Focus on trust + generating sales
● Use social media in tandem with email marketing, Google Ads
● Focus on one or two platforms

○ Instagram and Facebook have the most local focus, particularly 
Facebook groups 

● Frequency
○ Post & respond consistently (as little as 1-2x/week), but put 

intention into what people will interact with
○ Stories are low hanging fruit to build trust (show yourself, your 

farm practices) - daily or every other
● Make the most of your content on multiple platforms



Facebook Groups

● In the area you serve
● City/town/county, foodie, eat local – (I.e. Siskiyou County Grapevine)
● Note group rules

Accounts to Tag/Collaborate

● List the @handles of orgs, farmers’ markets, foodies, tourism (I.e. 
@seesiskiyou, @visitsiskiyou, @stayashland, @eatwcass)

Hashtags

● Practices (#pastureraised), geography (#sacramento) and key local 
foodie hashtags (#sacramentofood)

Get Set Up for Efficient Social Media Marketing
Create a spreadsheet with a tab each for: AI Opportunity



Generate Sales on Social Media



Add location, music, hashtags, 
invite collaborator/tag 
accounts



Add a link

Tag partner account(s) so 
they can repost



Use polls, quizzes, 
questions



Curate best 
stories into profile 
highlights



Social Media Strategy – Collaborate to build your following

● A store that sells your meat
● A farm or vineyard that sells complementary products like 

cheese/veggies/wine
● Local B&B
● A hardware store with grilling equipment / cast iron
● Kitchen store
● Pottery company
● Cutting board maker





~1,000 friends tagged on 
Instagram

MeatSuite Instagram 
account gained 160 follows

~200 email sign ups



Social Media: Growth Strategy
● Feeling stagnant? Time to experiment!
● For a national audience try TikTok & YT 

Shorts
● Niche + repeatable format = social media 

magic
○ Example – Stick Nation
○ What is the ranch version?

■ Drone footage of moving animals + 
dramatic nature doc voiceover

■ 1 cut, 1 recipe – pull out one cut, 
describe it, show it raw, cook it

■ Ask a Rancher series – sit with your 
boots up and answer 1 question

■ Voiceover your cattle



Social Media: Growth Strategy
● Hyper-Specific Value - Speak to one type of 

person and solve one kind of problem
● Hook in the First 3 Seconds – question, surprise, 

bold claim
● Relatable or Counterintuitive Insight - "You 

don’t need a giant chest freezer to buy a half 
cow. You just need 7 cubic feet and a plan.”

● Series - Break big ideas into small episodes
● Consistency + Volume
● Engage Like a Human 
● Try Multiple Styles, Repeat What Works
● Use the Platform’s Tools - Stitch, duet, trending 

sounds, captions—native tools boost reach
● Add your website at the end





Social Media: Tools & Resources

● Learn for free on YouTube 
○ (i.e. @thebiteshot – Food Video 101)

● CapCut or VN – video editing apps
● Gimbal
● Canva Pro ($120/year) – stock photos/videos, 

graphics



Bonus: Take Home Checklists

1. Efficient Online Marketing Setup Checklist
2. Efficient Online Marketing Weekly & Monthly To-Do List

Resources

https://docs.google.com/document/d/16B7jDqJLQTChzNbYR_qV9RW1uIHoFzP0gVSzrGaaRJc/edit?usp=sharing
https://docs.google.com/document/d/1luXXmnzNkNIFLt18GBT_vJUMA7jWw4Mzfu4fOJwQnqU/edit?usp=sharing
https://docs.google.com/document/d/1luXXmnzNkNIFLt18GBT_vJUMA7jWw4Mzfu4fOJwQnqU/edit?usp=sharing
https://docs.google.com/document/d/1luXXmnzNkNIFLt18GBT_vJUMA7jWw4Mzfu4fOJwQnqU/edit?usp=sharing


Social Media Questions?



Paid Advertising



Where to Spend Your Advertising Dollars
● Primary Goals: account creation/email sign up + purchases 
● Both Meta & Google Ads can track conversions
● With an online store and a limited budget, I’m currently prioritizing 

Google Ads
● You can start with a budget as small as $5/day ($150/month) and you 

can turn ads on and off as needed
● Example: Google Ad - Last 90 Days for a Small Meat Farm Client -

205% ROI:



Advertising: Social Media vs. Google
Meta Ads (Facebook & 
Instagram)

Google Ads

Audience Intent
Low intent – you're 
interrupting them while 
they scroll

High intent – people are 
actively searching to 
buy

Customer Journey
Best for top and middle
of funnel

Best for bottom of 
funnel (ready to buy)

Cost
Often cheaper per click, 
but lower purchase 
intent

Higher cost per click, 
but more likely to 
convert

Use Case

Farm events, 
promotions, restock 
announcements, 
building following

Capture buyers ready to 
order or comparing 
options



Google Ads – Campaign Types
Campaign Type Main Goal Where Ads Show Best For

Smart Campaign
Simple ads for small 

businesses

Search, Maps, 

Display, YouTube

Beginners and quick 

setups

Search
Show up when 

people search
Google Search

Capturing high-intent 

traffic

Performance Max

Maximize 

sales/leads 

everywhere

Search, YouTube, 

Display, Maps, 

Gmail

All-in-one 

automation + local + 

ecommerce

Display
Build awareness 

with visuals

Across websites, 

apps, Gmail

Reaching new 

audiences

Video
Engage through 

video storytelling

YouTube, Google 

video partners

Brand awareness or 

education

Shopping
Promote product 

listings

Google Search & 

Shopping tab

Online stores and 

ecommerce



Google Ads – Setup Essentials

● Google Business Profile
● Google Analytics Account 
● Google Ads Account
● Use your keyword research for ad setup
● Conversion tracking

○ Purchases if you have an online store
○ Leads if you don’t
○ Collect emails for marketing 
○ + Google adds more conversions automatically – add to cart, local 

directions, calls, etc. 
● Choose your geographical target



Google Ads – Performance Max – Asset Groups

Work on your assets until you reach Excellent



Google Ads – Performance Max - Signals



Google Ads – Performance Max - Assets

AI Opportunity



Google Ads – Performance Max - Examples



Google Ads – Maintenance

● View analytics
● Follow recommendations (but stick to your budget)
● Iterate
● Update seasonally 



Continue Learning!

● SCORE - excellent free webinars on digital 
marketing covering every topic, 500+ recorded 
webinars

Resources

https://www.score.org/business-education?f%5B0%5D=format%3A44&f%5B1%5D=training_type%3Aonline
https://www.score.org/business-education?f%5B0%5D=format%3A44&f%5B1%5D=training_type%3Aonline


Advertising Questions?
(or anything else!)



Thank you!

Casey Roe, Marketing Specialist



The Big Picture: Branding & Messaging
● Know your customer

○ Health conscious? Ethical eaters? Busy families? 
Preppers? Foodies?

● Speak to their values
○ Transparency, clean eating, animal welfare, savings, 

bulk buying, flavor
● Tell your story
● Be consistent
● Lead with value 

○ “100+ meals of pasture-raised beef in one easy order”
● Connection over perfection 

AI Opportunity
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