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WHAT YOU NEED TO UNLEARN AND RELEARN ABOUT DIGITAL MARKETING IN 2025

When [ first started out in marketing, it was an expensive undertaking—especially for small businesses looking for
new customers and nonprofits wishing to grow their donor base.

Mass media options like radio and TV required significant budgets, even for local markets. Meanwhile, direct mail
reigned supreme, but the entire campaign could sink if you didn’t have a solid list. On top of that, everything was
costly and slow; you’d wait months for results, hoping your list, offer, and timing hit the mark.

That’s why digital marketing seemed like such a game-changer—and it still is. At The A Group, | see our clients
acquiring new names for their lists at a fraction of what traditional methods once cost. They’re bringing people
through their doors more easily and getting brand recognition without sinking thousands into outdated options.

Yet this very dynamism that makes digital marketing so powerful can also create a lot of noise: the rules shift
more quickly than a quick-change artist cycles through outfits.

I've always been a lifelong learner who enjoys testing new ideas and pushing boundaries. My only wish is that
digital marketing didn’t evolve quite so fast. But because it does, I've put together this white paper to help you

navigate marketing in 2025.

In the following, I'll break down which tactics you need
to unlearn, what you should focus on instead, and how
we can all adapt in an environment where innovation

never takes a day off.

Let’s dive in...
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WHAT YOU NEED TO UNLEARN AND RELEARN ABOUT DIGITAL MARKETING IN 2025

n Instead of Keyword-Obsessed SEOQO, focus on
Contextual, User-Centric SEO

THE OLD WAY: THE NEW FOCUS:

Stuffing keywords, focusing on dense meta Answer user queries thoroughly, structure content for
tags, and building links from questionable “people-first” indexing, and build authority.

sites.

ACTION STEPS TO TAKE TODAY:

WHY IT’S OBSOLETE: - Conduct user intent research: What questions are they
Google’s algorithms now reward sites that asking?

address user intent, demonstrate expertise, - Develop articles and resources that solve real

and provide genuinely helpful content. Over- problems or provide answers in one place.

optimizing for specific terms can even hurt - Maintain technical best practices for site speed, mobile
kings. .
yourrankings responsiveness, and structured data.

a Instead of Spray-and-Pay Ads, focus on Hyper-
Targeted, Al-Assisted Advertising

THE OLD WAY: THE NEW FOCUS:
Throw a broad net with minimal targeting, Use Al-driven tools to refine audience segments, apply
hoping someone bites. predictive modeling, and tailor ad content in real-time.
WHY IT'S OBSOLETE: ACTION STEPS TO TAKE TODAY:
Rising ad costs and user fatigue demand - Provide your ad platform with robust first-party data
highly segmented audiences and tailored (e.g., user segments from your CRM or conversions via
messages. Wasting ad spend on uninterested API connection).
users is no longer viable. - Use “dynamic” ad sets that rotate creative and
messaging based on user interactions.
- Optimize ad spending in shorter intervals, letting Al
quickly identify what resonates most.
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WHAT YOU NEED TO UNLEARN AND RELEARN ABOUT DIGITAL MARKETING IN 2025

a Instead of Over-Reliance on Social Media Metrics,
focus on First-Party Data & Personalized Engagement

THE OLD WAY: THE NEW FOCUS:
Focusing on likes, shares, and follower Build direct relationships—collect emails, phone numbers,
counts—sometimes called “vanity metrics.” event registrations—through value-driven offers (white

papers, exclusive content, volunteer sign-up, etc.).

WHY IT’S OBSOLETE: ACTION STEPS TO TAKE TODAY:

These numbers don’t necessarily translate
.y - Offer meaningful lead magnets (like a “digital guide” or

to real engagement or conversions. In 2025, B o . .
how-to kit”) relevant to your audience’s interests.
deeper measures like Lifetime Value (LTV),

Cost Per Acquisition (CPA), and meaningful « Ensure privacy compliance and build trust through
user interactions matter more. transparent data usage policies.

- Use marketing automation to nurture leads into
ongoing supporters, volunteers, or clients.

n Instead of One-Size-Fits-All Email Blasts, focus on
Lifecycle Email Marketing

THE OLD WAY: THE NEW FOCUS:

Sending the same newsletter or appeal Segment contacts by donor level, membership length, or
to your entire mailing list with minimal engagement history. Provide relevant messages that meet
segmentation. users where they are in the “lifecycle.”

ACTION STEPS TO TAKE TODAY:
WHY IT’S OBSOLETE:

- Develop a welcome series for new donors or first-time
Inboxes are crowded, and users expect

o ) customers.
messages relevant to their history, location,
or interests. Being generic can lead to - Send regular “impact” updates that demonstrate
unsubscribes or spam flags. how their contributions or purchases are making a
difference.

- Use re-engagement campaigns to approach contacts
who haven’t opened emails.
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WHAT YOU NEED TO UNLEARN AND RELEARN ABOUT DIGITAL MARKETING IN 2025

a Instead of Ignoring Mobile Optimization, focus on
Multi-Channel Integration

THE OLD WAY: THE NEW FOCUS:
Designing primarily for desktop users and Consistent storytelling that aligns website content, email,
treating mobile as an afterthought. social ads, and offline events toward a single goal.

WHY IT’S OBSOLETE: ACTION STEPS TO TAKE TODAY:

Over half of web traffic now comes from . .
- Plan monthly or quarterly campaigns that unify
mobile devices. Sites and content not )
messaging across platforms.
optimized for mobile risk losing huge

segments of potential supporters or - Use custom landing pages and track cross-channel
customers. performance to see the entire user journey.

Here’s the hard truth:

The future of digital marketing requires letting go of what once worked. It's about discarding rigid tactics that
revolve around gaming an algorithm or scaling superficial metrics. Instead, meaningful growth will come from
relevant conversations, data you directly own, and continuous adaptation powered by Al.

All of this might mean reconfiguring your team or hiring outside expertise. You might need a marketing partner who
understands Al-driven ad strategies or who can craft a cohesive content approach that resonates with your specific
audience.

Remember, it’s not about doing more but about doing the right things that align with your mission and audience
needs.

For nonprofits and churches, this evolution matters because reaching volunteers, donors, or potential members
is crucial to your impact. For small businesses, effective digital marketing could define your revenue and growth
trajectory.

THE QUESTION IS: Are you ready to leave behind outdated tactics? Will you invest in the next wave of
marketing, from Al-driven optimization to user-focused content strategies?

In an ever-shifting environment, failing to adapt could mean missing the chance to thrive—but by letting go of the
old and embracing the new, you can position your organization to flourish in the years ahead.
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WHAT YOU NEED TO UNLEARN AND RELEARN ABOUT DIGITAL MARKETING IN 2025

Need Help Making the Shift From Old to New”

If you’re looking for expert guidance to help you unlearn outdated digital marketing approaches and relearn
strategies built for 2025, my team and | are here to help.

Whether it’s refining your content for Al-driven search, establishing dynamic social campaigns, or developing first-
party data in a post-cookie world, let’s make sure your voice remains loud and clear in an ever-changing digital
landscape.

You have a compelling mission or a product that matters—make sure the world sees it through a future-proof digital
marketing strategy.

To schedule a free discovery call,el:IGIeHEREj

THE A GROUP

marketing | technology
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