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About James

Hello, I'm James, a digital strategist & user
experience consultant with over 15 years of
experience helping businesses grow by
working with them to join their strategy &
user experience dots.

| started in graphic design pbefore progressing to wepsite design &

then UX C

VWherever

esign.

| worked as a UX designer, in-house, agency, for clients

large or small, it become clear that the causes of a poor user

experienc

e, or underperformance, are often the result of decisions

made prior to designing & bullding the app or website.

Thisis why | now work to help businesses deliver the results that

they had hoped for, preferably from the outset, by working

holistically to connect business strategy to digital strategy, and

strategy to web presence and customer interactions, be that in an

aAPP, Saas

oroduct, website, or soclal media campaigns.

thedigitalbrandstudio

@thedigitalbrandstudio
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Who is this for?

If you are a freelancer, self-employed, soleopreneur, founder,
small business owner who runs you own social media, manage

your website content, then is for you.

Assumptions
This guide assumes:

e [hat you are aware that there are optimal technigues anao
methodologies that underly social media and websites.

e [hat these are not your core areas of expertise, but you have to

handle them as part of your business.

e That you have perhaps just a little knowledge, but certainly have

the desire to learn.
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Introduction

A social media campaign is more likely to be a success when the
complete user journey surrounding it has been considered.

N this e-book, you will learn about user-experience technigues and

strategies that will place your customers at the heart of your
campalgns, enable you to express your offers on their terms, and
ensure that there is a joined-up journey from your campaign to
your signup form or buy button.

All of the points covered here cover things |'ve helped one-person
businesses through to global brands address.

Contents

1. Knowing your audience

2. Placing your customer at the heart of your content
3. Telling the Why and the How

4. Creating easy-to-follow journeys

5. Bulilding your brand and loyalty to it
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1. Knowing vour audience

Your social media campaigns have a greater chance of being
successful when you have identified a specific audience to target,

and created campaign material that specifically targets that
audience.

- Target a specific audience demographic. If you have not yet

created models of your various audience types, commonly called
Personas, now 1S a good time to do this.

- |f you haven't yet done so, research the audience's needs,
motivations, and behaviours in relation to the product, or service,

that you offer. Knowing these details will enable you to align your
offer to their specific needs.

- Having clarity about the problem you are solving for your

audience will set you up to talk apbout that problem in a way that
engages your audience.

Bonus tips

- Modelling your markets and your audiences is a key part of
developing your brand, and your products or services. |t you
haven't yet done this, then put some time aside to do so.

- Researching, and writing down, who you are targeting ana

want, will transform how you approach your business

strategy, how you talk about your business, the content you

need on your website, and of course your soclal media.
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2. Placing vour customer at the heart of
your content

Having researched your target audience, you will be able to create
soclal media posts, and website content, that speaks effectively to
them and their needs. The user experience goal is to create an offer

that your customers find appealing and to explain it in a way that

they find irresistibly tempting. These principles apply equally to
website content and social media campaigns.

If It resonates, people will care. It people care, they will act.

Be relevant
- Place your target customers at the heart of your content.

- Speak to your customers, and their needs, using terms ana
ohrases that they use. Use what you know about your customers
and their needs to create an offer that resonates with them.

Offer value
- |If customers don't perceive your offer to be 'good’, they won't take
take It up.

- Create your offer so that it meets what your customers perceive to
be thelr needs.

- Make sure your offer passes the ‘value exchange' test (see tips
overleaf).

Continues...




Optimising the UX of social media journeys & welbsites

.. Placing your customer at the heart of

your content

Bonus tips

- Regardless of whether something is free, or paid for, we base

our purchase decision on the concept of ‘'value exchange'. If

customers perceive that cost vs benefit is not worth the

effort, they will abandon your journey even when the item

being offered Is a free giveaway.

ypical causes of

abandonment include; a form that is too long, or too much

opersonal information being requested. We are happy to

supply a name and email address, but less so to provide a

ohone numper or address.

- Test your website, and your social media, with your target

audience, and adapt If necessary.
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3. Telling the Why and the How

Don’t be afraid to state the obvious. Tell customers why your offer
Is good (from their point of view) and then tell them how to take
It up.

Attention spans are short. You have between fractions of a second

to just a few seconds to convey:

- The benefits of your offer.
- Why It Is good value for you customers.

- How your customers take pbuy your products or services.

Do this clearly and concisely. In the context of a social media
campalgn, you should then consider what customers who click
through from your campaign will do when they arrive on your
wepsite.

Continues...
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.. lelling the Why and the How

Bonus tips

- Think of your website and social media campaigns as a

MiNniature stories.

- Create a narrative centred around your offering.
- Use headings.

- Focus on the benefits.

- Be concise.
- Use a big, clear, call-to-action buttons.

- Your soclal media campaign, or website's home page, Is the
start of a journey. Plan the sulbseguent steps that your
customers will follow, and design the content, and page

layouts so that they funnel customers towards your products
Or Services.
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4. Creating casy-to-follow journeys

A poorly planned journey can dent a social media campaign’s
success. Plan what you want your customers to do once they have
read your post or ad.

- |f the journey is difficult to follow you will experience a high
dropout rate. Make sure that the journey from social media post

to website easy to follow.

- The greater the number of steps, the higher the chances that
customers will become distracted and not return. Keep the

journey is short.

- Even minor friction points can cause customers to albbandon. If a
website needs to be visited, or a phone numper called, make sure
these detalls are easy to locate.

- Minimise hurdles. If, for example, the action required is to sign up
online, make It be easy to do by asking for the minimMum

iINnformation required.

Continues...
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.. Creating casy-to-follow journeys

Bonus tips

- Don't rely on customers clicking through to an offer page

from your social media posts. Make sure relevant offer pages

can pbe found easily via your welbsite's home page.

- On printed material, use shortened links (sometimes referrea

to as vanity URLs) or QR codes to link directly to the relevant
oart of your wepsite.

- Keep customers focused by creating a campaign landing
oage that contains the action you want them to take. Sena

them directly to this page from your social campaign.

- Get friends or colleagues to test your website experience

iINncluding the journey from your social posts.

- If they found the journey difficult to follow then address the
oroblems that they encountered.

11
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5. Building vour brand and lovalty to it

Acknowledge where your audience is on their purchase decision-
making journey. Having strategies in place to handle people who
are not yet ready to purchase will help build your audience of
potential customers.

A large percentage of potential customers who follow you on social
media will not interact in any way until they are ready to purchase.
They are though reading what you post.

- People rarely randomly check back on a website. You need 3
strategy In place to continue engaging with people who have
visited your wepsite.

- Freguent, and consistent, social posting and newsletter
broadcasting Is an effective way to bulld engagement with those

WhOo are not yet ready to buy. Doing so also helps to keep existing
customers engaged and loyal to you.

- Create a soclal media publishing plan. Publish consistently and
persist In doing so.

- Use the knowledge you have accumulated about your audiences
to design content that appeals across the spectrum.

- Ensure that your email sign-up button, and links to your social

media channels, feature prominently on your website.

- Your goal is to keep both potential customers enthused about
buying from you In the future, and existing customers loyal to you,
and evangelising about your brand.

12
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In summary

This e-book covered techniques that will enable you to deliver

social media posts and campaigns that focus on, and speak to,
your target audience and their needs.

Using these strategies will enable you to place your customers at
the heart of your campaigns, express your offers on their terms, and
ensure that there is a joined-up journey from your campaign to
your signup form or buy button.

If you found that this e-book covered a numlber of points that
seemed really obvious then you are ahead of many, including some
of the well-known brands with whom | have worked.

15
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Ask me for a one-on-one

This 1:1 will equip you with the knowledge to maximise the
effectiveness of your website:

e Align your wepsite with your business strategy
e Place your customers at the heart of your content

e COmmunicate your offering from your customer's point of view

o Create effective social media and sales journeys

thedigitalbrand.studio/one-on-one

The
I Create engaging, joined-up, user-focused journeys or Digital
workflows that acquire, onboard, & sell Brand
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