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FOREWORD BY GUIDO EVERAERT

I was honoured when Clo asked me to write the introduction to her book. I am both the most and least qualified one to do so. Most qualified because my whole existence in the digital (and the real) world is centred and focused on content and storytelling. Writing, blogging, vlogging, podcasting, I’ve embraced it all with enthusiasm and the curiosity of a sixteen-year-old.

At the same time, I’m your worst possible example as a content marketeer, because I have made and still make all possible mistakes. I haven’t got the discipline for content calendars, and I hate personas. I don’t do keyword research, and sometimes publish at midnight, just because that’s when I’ve finished writing. Heck, I don’t even have a strategy, a reason why I do things. It’s just the urge to voice opinions and add value to ongoing discussions, reach out and create ‘stuff’.

Clo once called me ‘the poet of the digital media’. I always considered that a sweet compliment, coming from ‘la grande dame’. Now I am not even sure that it was meant as a compliment.

I honestly think this is the book we’ve all been waiting for. The reason is simple. Google ‘content marketing books’, and you get an overwhelming response. There’s just this one caveat. We all think, describe, and write about content marketing from our own perspective. The growth hacker, the business owner, the blogger and copywriter or the digital marketer all have their own perspective, their own emphasis on certain aspects of this discipline. This book stands out because of the all-encompassing view on content marketing.

It’s no small feat to produce insightful, meaningful and readable books on this subject. Yet Clo has succeeded once again to do so, as she has in her previous books. Content Marketing like a Pro will help management at small and large businesses to become and remain meaningful in their content marketing.

The book gives you clear direction on what to do, how to start and how to maintain your content marketing efforts. Because it is, as Clo so rightfully points out, ‘a long-term effort’ from the start. You might recognise some of the concepts, but the way and the structure in which they are presented allow for a step-by-step approach, suited to the size of your ambitions. Do not underestimate the power of her real-life examples. Not only are they original and within reach of all of us, but they also demonstrate her skills in analytical content marketing.

We all need to realise that a fragmented and haphazard approach towards content might have worked in the past, but the ever-increasing pressure on content creators from the tsunami of mediocre, self-centred content make for a situation where relevance and know-how become increasingly important.

Do not just read this book, but study it, dissect it, use it, and see it as the basis of how you want to build your own strategy. Your reward will come in the long term.

Guido Everaert
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INTRODUCTION

WHAT IS DIGITAL CONTENT MARKETING?

Content marketing has been around for centuries, but it was in the digital age that it came into its own. The earliest forms of content marketing can be traced back to the late 19th century when John Deere began publishing The Furrow magazine. It provided farmers with information on new farming techniques, equipment, and best practices while promoting John Deere’s products and services. The magazine was distributed to farmers free of charge. It was a great way for John Deere to connect with its target audience and establish itself as a trusted authority in the farming industry.

Fast forward to the present day and content marketing has become vital to any business’s marketing strategy. It is a way to connect with customers, build trust and credibility, and ultimately drive sales. This handbook will explore the various tactics and techniques you can use to execute a successful content marketing campaign.

Content is the information and experiences that are created and shared with an audience. It can take many forms, including text, images, videos, audio, and interactive elements, and can be delivered through a variety of channels, such as websites, social media, email, and mobile apps.

In the context of content marketing, content refers to the information and experiences that are specifically created and shared with the goal of attracting, engaging, and retaining customers.

This handbook is an introduction to the concept of content marketing, which involves using content to achieve business and marketing goals. It will provide guidance on how to create and distribute effective content, as well as how to measure and improve your content marketing efforts.

Digital content marketing is a type of marketing that involves creating and sharing online content to attract, engage, and retain customers. This content can take many forms, including blog posts, articles, videos, social media posts, infographics, etc. The goal of digital content marketing is to provide valuable, relevant, and consistent information to customers, build trust and establish a long-term relationship with them.

Unlike traditional marketing, which often relies on interruptive advertising, digital content marketing focuses on providing valuable information and resources to customers, who can then engage with it on their own terms. This approach is designed to be more authentic and transparent and build customer trust and credibility.

Digital content marketing can effectively reach and engage with customers, especially in today’s digital world, where people are constantly connected to the internet and are exposed to a vast amount of information. By creating high-quality, relevant, and engaging content, businesses can attract and retain customers and establish themselves as trusted sources of knowledge and expertise in their industry.

[image: ]

This handbook is a guide to creating and using digital content marketing to attract, engage and retain customers to achieve marketing and business goals. Tools to measure and improve content marketing are included. Content refers to text, images, videos, audio, blog posts, articles, social media posts, infographics and interactive elements that are developed for specific audiences and delivered to them in a targeted way via websites, social media, email and mobile phone apps.

Unlike traditional marketing, which often relies on interruptive advertising, digital content marketing focuses on providing high-quality, engaging, and relevant information and resources to customers that they value and can engage with on their own terms. This more authentic and transparent approach establishes businesses as credible sources of knowledge and expertise and builds more durable customer trust and loyalty.

WHY IS DIGITAL CONTENT MARKETING IMPORTANT?

Digital content marketing is essential for several reasons:

- Digital content marketing effectively reaches and engages with customers in today’s digital world. With the proliferation of the internet and social media, people are constantly connected and exposed to vast amounts of information. By creating high-quality, relevant, and engaging content, businesses can attract the attention of their target audience and stand out from the competition.

- It allows businesses to attract and engage with their target audience more authentically and transparently. By providing valuable and relevant information, companies can establish themselves as trusted sources of knowledge and expertise, which can help to build trust and credibility with their customers.

- Digital content marketing can help businesses to retain their customers. By regularly providing valuable and engaging content, companies can keep their customers interested and engaged, which can help foster long-term customer loyalty.
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HOW DOES DIGITAL CONTENT MARKETING DIFFER FROM OTHER MARKETING TACTICS?

Digital content marketing differs from other marketing tactics in several important ways:

1. Digital content marketing focuses on providing valuable and relevant information to customers rather than interrupting them with advertising messages. This approach is designed to be more authentic and transparent and build customer trust and credibility.

2. Digital content marketing is more adaptable and flexible than other marketing tactics. Because it is digital, it can be easily updated and changed, allowing businesses to quickly respond to changes in their industry and the needs of their customers.

3. Digital content marketing can be more cost-effective than other marketing tactics. Unlike traditional marketing, which often involves expensive advertising campaigns, digital content marketing is relatively low cost, making it accessible to businesses of all sizes.
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By leveraging these differences, businesses can effectively use digital content marketing to attract, engage, and retain customers.
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DEVELOPING A DIGITAL CONTENT MARKETING STRATEGY

CONTENT MARKETING STRATEGY PLAN
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A content marketing strategic plan typically includes the following elements and steps:

1. Identify the specific goals and objectives of the plan. This could include objectives such as increasing website traffi c, generating leads, or improving customer engagement.

2. Identify the target audience, including its demographics, interests, and behaviours, and the channels and platforms where they are most likely to be found.

3. List the themes and topics that will be covered in the content. This could include topics such as the business’s products, services, industry, or other areas of expertise.

4. Specify the types of content that will be created, such as blog posts, videos, infographics, or podcasts to insure that the content is diverse and engaging, and will attract different audience segments.

5. Devise a strategy for distributing and promoting the content, such as through social media, email marketing, or paid advertising. This will make sure the content reaches the intended audience and drives the desired results.

6. Create a content calendar showing the day or week when each piece of content will be published.

7. Metrics and analysis: Finally, the plan should include a system for tracking and measuring the performance of the content marketing efforts. This could include metrics such as website traffi c, engagement, and conversions, and should be used to continually optimize and improve the content marketing strategy.
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FROM BUSINESS GOALS TO CONTENT MARKETING OBJECTIVES

As you create a content marketing strategic plan, identify the specific goals and objectives the plan will aim to achieve. They will serve as the foundation of your content marketing efforts and guide the creation and distribution of your content.
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Content marketing objectives are the specific goals a business aims to achieve through its content marketing efforts. Content marketing objectives might include:

- generating demand or leads for the business

- enhancing brand recognition and awareness

- building up trust and credibility with customers

- informing and educating target groups about the business and its products or services

- boosting brand loyalty and customer retention

- acquiring prospective customers or e-mail subscribers

- positioning the business as an opinion leader or thought leader in its industry

- supporting product launches and promoting new products or services

- generating event participants or attendees

- recruiting and retaining employees

- boosting sales and revenue

By setting specific content marketing objectives, businesses can better align their content marketing efforts with their overall goals and measure the success of their efforts. In addition, by regularly reviewing and adjusting their content marketing objectives, businesses can make sure that their content marketing efforts are effective and help them achieve their desired results.
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When setting marketing objectives, aligning them with your overall business goals is essential.

For example: your business goal is to increase sales. In that case, your digital content marketing goal might be to generate leads and conversions through your content. In this case, your objectives include increasing the number of email subscribers, increasing the number of blog post views, and increasing the number of conversions from your content.

Applied to content marketing, the objectives could be, for example, to create and distribute:

- Engaging and informative content that can showcase the new product or service and its benefits and encourages the audience to purchase it.

- Persuasive and compelling content that can explain the new pricing strategy and its advantages that can convince the audience to switch to it.

- Personalized and targeted content that can attract and retain high-value customers and build their trust and loyalty.
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Different types of content are well-suited to different goals, and choosing the right content format can help you effectively reach your desired outcome. Here are a few examples of how different content formats can be used to achieve different goals:

- Your goal is to generate leads – a blog post or article might be suitable, as it provides in-depth information that can persuade potential customers to take action.

- Your goal is to engage with your audience on social media – a video or infographic might be the best choice, as these formats are well-suited to capturing attention and driving engagement.
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The phase of the customer journey you want to influence must also be considered, that is, the various stages a customer goes through when considering, purchasing and using your product or service. Each step presents different opportunities for engagement and influence.

Table 1. Customer vs. Marketing Objectives







	CUSTOMER JOURNEY

	MARKETING OBJECTIVES




	SEE (Awareness)

	Increase brand or product awareness




	THINK (Consideration)

	Increase brand engagement, Educate audience on benefits




	BUY (Activation)

	Increase traffic to website, Generate sales leads, Influence buyers with videos




	USE (Loyalty)

	Improve customer experience, Increase sales volume, Recruit new users, Improve conversions




	LOVE (Advocacy)

	Foster customer loyalty, Incentivize referrals, Boost shares on social media





For example, if your goal is to generate leads, your objectives might focus on the awareness and consideration phases of the customer journey, where you want to attract and engage potential customers. Your content marketing objectives include increasing:

- the visibility of your content;

- the number of social media followers; and

- the number of website visits.

Or, if your goal is to increase conversion, your objectives focus on the decision and action phases of the customer journey, where you want to persuade potential customers to make a purchase. In this case, your objectives include increasing the number of:

- email subscribers;

- blog post views; and

- conversions from your content.
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By aligning your goals and objectives with the different phases of the customer journey, you can create a more effective digital content marketing strategy tailored to your target audience’s specific needs and behaviours at each stage of the journey.

CASE: MOONLIT APPAREL AND THE S.M.A.R.T. FRAMEWORK

As an example, we will use an imaginary company called Moonlit Apparel to illustrate various concepts and strategies. Here is what their Wikipedia entry could look like:


Moonlit Apparel is a streetwear clothing brand founded in the early 2010s by friends passionate about skateboarding culture and streetwear fashion. The brand was founded to create high-quality, stylish clothing that reflected the founders’ love for these subcultures.

Based in the United States, Moonlit Apparel has gained a dedicated following of customers who appreciate the brand’s commitment to authenticity and quality. In addition, the brand is known for its unique, edgy designs and commitment to sustainability and social responsibility.

As the brand has grown, Moonlit Apparel has continued to tell its story through its content, sharing its history, mission, and values and highlighting customer stories and successes. Today, Moonlit Apparel offers a range of clothing and accessories for men and women, including hoodies, t-shirts, hats, and sneakers.

In addition to its online store, Moonlit Apparel has a strong presence on social media. It works with influencers and celebrities to promote its products. The brand has also been recognized for its impact on the fashion industry, having won several awards and accolades for its commitment to sustainability and social responsibility.



Business goals:

1. As a business, Moonlit Apparel will likely aim to drive sales of its clothing and other products to its target audience. This could involve creating and promoting campaigns and sales promotions and offering high-quality, stylish products that appeal to customers.

2. Ultimately, all businesses aim to achieve financial success. Moonlit Apparel may strive to achieve this by driving sales, expanding into new markets, and managing its expenses and resources effectively.

Marketing objectives:

1. Moonlit Apparel may aim to increase its brand awareness among its target audience of streetwear and skateboarding enthusiasts. This could involve creating and distributing engaging content that showcases the brand’s unique style and values and promoting the brand through various channels such as social media, email marketing, and paid advertising.

2. Moonlit Apparel may also aim to expand its reach beyond its current customer base and expand into new markets. This could involve exploring new distribution channels, targeting new demographics, and adapting the brand’s marketing and content strategy to appeal to these new audiences.

3. Fostering customer loyalty is essential for any business. Moonlit Apparel may aim to do this by consistently delivering high-quality products and providing excellent customer service. The brand may also seek to engage with its customers through content and social media and encourage customer loyalty through loyalty programs or other incentives.

S.M.A.R.T. Content marketing objectives

For Moonlit Apparel these content marketing objectives could include creating high quality, informative and engaging content by:

- increasing website traffi c; and/or

- generating leads and improving customer engagement.

The S.M.A.R.T. Framework is a valuable tool for defining and setting goals in a content marketing strategy context. It ensures that your goals are Specific, Measurable, Attainable, Relevant, and Time-bound, helping to make them more focused and effective, impactful and, thus, more likely to achieve the desired results.

Following are rephrased content marketing objectives for Moonlit Apparel using the S.M.A.R.T. Framework

1. Increase website traffi c by 10% in the next quarter by creating at least one high-quality blog post per week and promoting the content through social media and email marketing.

2. Generate at least 50 leads in the next quarter by creating and promoting a landing page with a lead generation form and offering a valuable resource such as an e-book or webinar in exchange for contact information.

3. Improve customer engagement by 15% in the next quarter by creating and distributing engaging content that resonates with the target audience and responding to customer comments and inquiries on social media within 24 hours.
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DEFINE YOUR TARGET AUDIENCE THROUGH BUYER PERSONAS

Identifying your target audience is essential in developing a successful digital content marketing strategy. Your target audience is the subset of people who are most likely to be interested in your products or services and who are most likely to engage with your content.

It is essential for a content marketing professional to represent their target audience with buyer personas because it helps to guide the creation of content tailored to the specific needs, desires, and behaviours of the target audience.
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A buyer persona describes the character aspects of a fictional individual that represents the ideal customer for a business or product. It is based on market research and accurate data about the target audience. It helps to provide a detailed understanding of the target audience’s characteristics, goals, and motivations. Buyer personas:

- Guide content creation to ensure it resonates with the target audience and effectively addresses their needs and pain points. This can increase the content’s effectiveness.

- Ensure the authenticity and relatability of content, as it is based on a realistic representation of the target audience. This can build trust and credibility with the target audience and increase the chances of engagement.

- These points, independently and together, increase the chances of converting the target audience into customers.

TEENAGER NOAH

Target audience: male teenagers who are interested in skateboarding and streetwear fashion. Let us call this persona Noah. When he is not in school, you can find him at the skatepark perfecting his tricks or browsing the latest streetwear trends online. Noah is always up for trying new skate spots and loves to show off his style through his clothing and skateboard setup. He is always looking for new brands and designers to follow and is excited to see where his interests take him in the future.
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ACTIVE SENIORS IRIS AND JOHN

Target audience: retired seniors who are interested in staying active and healthy through fitness and nutrition. Meet Iris and John, who fit this profile. In their younger years, they were avid runners and gym-goers, and they have carried that love of physical activity into their retirement. They enjoy hiking, biking, and yoga, and always make sure to fuel their bodies with nourishing, whole foods. In their free time, Iris and John also love to travel and explore new destinations, always looking for new opportunities to stay active and healthy while they are on the go.
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BUSY MOM EMILY

Target audience: working mothers in their 30s who live in urban areas and have a household income of over $75,000 per year. Buyer persona: Emily. As a busy mom, Emily values efficiency and organisation in her daily life. She relies on technology to help her manage her busy schedule and keep her family on track. In her free time, Emily enjoys spending quality time with her family, trying new restaurants and coffee shops in the city, and practicing yoga and meditation to stay healthy and balanced.
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Note: These are just examples and are not meant to be definitive or exhaustive. The specific characteristics of a well-defined target audience will vary depending on the business and its goals.

To identify your target audience, you need to gather as much information as possible about them, including their demographics, interests, needs, and behaviours. This information can come from various sources, including market research, customer surveys, social media, and web analytics. Once you have gathered this information, you can start to create detailed profiles of your target audience.
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FROM BUYER PERSONA CANVAS TO CONTENT CHANNELS, FORMATS AND TACTICS

A Buyer Persona Canvas is a tool used by businesses to create a detailed and comprehensive profile of their target audience, allowing for more effective marketing and sales strategies that align with their audience’s needs, preferences and behaviours.

The elements of a Buyer Persona Canvas typically include the following information about the target audience:

- Basic demographic information like the age, gender, location, and income level.

- The specific behaviours, habits, and motivations that drive their decisions and actions.

- Jobs to be done, meaning the specific goals, challenges, and needs that they are trying to address or solve using the business’s product or service.

- The media and platforms that they use to consume information and make purchasing decisions.

- Influencers and advocates, the people and organisations they trust and look to for advice and recommendations.

- Channels used during their customer journey, the steps and stages that they traverse when making a purchasing decision.

DEMOGRAPHICS VS DEVICE AND MEDIA USE
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It is unwise to assume buying behaviour or content needs from demographics alone because demographic information, such as age, gender, and income level, is not always a reliable indicator of an individual’s interests, preferences, and needs.

For example, the causality between life stage and content needs means that an individual’s life stage can influence the type of content they are interested in and find valuable. Examples:

- Traditionalists and Baby Boomers, for example, may be interested in content related to retirement, health and wellness, and their experiences during historical events such as World War II and the Civil Rights Movement.

- Generation X may be interested in content related to career development, parenting, and personal finance.

- Millennials and Gen Z may be interested in content related to entrepreneurship, social and environmental issues, and technology and innovation.

- A teenager going through the process of applying to college may be interested in content related to higher education and career planning.

- A new parent may be interested in content related to parenting and child development.

Again, these are generalisations, and the content needs of any given individual may vary depending on their personal interests and experiences.

Consider a range of factors beyond demographics, such as their interests, preferences and behaviours target and engage with customers most effectively. As individuals move through different life stages, their priorities and interests can change, leading to shifts in the content they find valuable and engaging.

There are, however, a few general conclusions that can be drawn about media and device use based on global demographics.

- Younger age groups tend to have higher levels of media and device use, with teenagers and young adults often being the heaviest users. This is likely due to the increasing role of technology in education and socialisation for younger generations.

- Developed countries tend to have higher levels of media and device use compared to developing countries, likely due to higher levels of internet access and infrastructure.

- There are often significant differences in media and device use within and between countries, depending on factors such as income level, education, and urban vs. rural location.

Some sources for device and media used linked to demographics include:

- Statista.com – some of its data is accessible for free statista.com/markets/424/internet/

- The Digital Around the World reports by Datareportal datareportal.com/global-digital-overview

- PEW Research Center – U.S. market only pewresearch.org/topic/internet-technology/

PSYCHOGRAPHICS VS CONTENT TYPES

Another way to create detailed profiles of your target audience is by using psychographics.

Psychographics studies delve past demographics to assess people’s attitudes, values, interests, and lifestyles, their motivations, preferences and behaviours to better define your content marketing strategy and messaging.

[image: ]

There are various ways to conduct psychographic research:

- Surveys and questionnaires can be used to gather information about attitudes, beliefs, values, interests, and lifestyles. Surveys can be conducted online, in person, or over the phone, depending on the preferences of your audience and the goals of your research.

- Focus groups are small, moderated groups of individuals who are representative of your target audience. Focus groups allow you to gather in-depth information about your attitudes, beliefs, and behaviours through open-ended discussions and feedback.

- Social media and online communities can be used to gather information about your interests, opinions, and behaviours through posts, comments, and discussions on social media platforms and online communities relevant to your business or industry.

- One-on-one customer interviews and conversations with individual customers or groups in person or using video calls can help you better understand the specific needs and preferences of your audience.
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Psychographic profile for people like Emily:

- Busy and time-conscious, always looking for ways to save time and simplify their lives.

- Health-conscious and focused on maintaining a healthy lifestyle for themselves and their families.

- Interested in staying connected with friends and family and maintaining a strong support network.

- Value education and personal development, willing to invest in themselves and their children’s future.

- Technology-savvy and comfortable using digital tools and platforms to manage their daily lives and stay organised.

- Financially stable and able to afford higher-end products and services that align with their values and lifestyles.

People with a persona like Emily’s that are time-conscious and seek to simplify their lives may prefer content that is concise, to the point, and easy to digest. This could include content that is well-organised and structured, with clear headlines, bullet points, or numbered lists, and that provides practical, actionable tips and advice that can be easily implemented.

In addition, this type of person may appreciate content that is visually appealing and easy on the eyes, such as images, videos, or infographics, that help to break up the text and make the information more engaging and memorable.

Psychographic profile for people like Noah:

- Independent and self-directed, with a strong sense of personal style and individuality.

- Interested in pursuing their passions and interests, and willing to take risks to achieve their goals.

- Confident and self-assured, with a rebellious streak and a desire to challenge the status quo.

- Active and energetic, with a love for physical activity and outdoor sports.

- Social and outgoing, with a strong network of friends and peers who share their interests and passions.

- Trend-conscious and up to date on the latest fashion and style trends.

Someone like Noah may prefer content that is original, authentic, and reflective of their personal values and beliefs. This could include content that is thought-provoking, insightful, or provocative, and that challenges conventional wisdom or encourages independent thinking.

In addition, this type of person may appreciate content that is personalised and tailored to their interests and preferences, such as articles, videos, or podcasts that are related to their specific passions or hobbies.

Overall, content that is focused on providing inspiration and empowerment, and that helps independent and self-directed individuals to pursue their passions and interests may be most appealing to this audience.

Psychographic profile for people like Iris and John:

- Active and energetic, with a strong desire to maintain their physical health and fitness as they age.

- Health-conscious and focused on maintaining a balanced and nutritious diet.

- Independent and self-directed, with a strong sense of personal responsibility and self-care.

- Interested in staying mentally sharp and engaged and seeking opportunities for learning and personal growth.

- Social and outgoing, with a strong network of friends and peers who share their interests and passions.

- Value-conscious and careful with their spending, seeking affordable and high-quality products and services to support their health and well-being.

People like Iris and John may prefer content that is informative, transparent, and trustworthy while providing value and quality, helping value-conscious couples to find affordable and high-quality products and services to support their health and well-being. Some examples:

- Content that is well-researched and fact-based, with clear and objective information about the quality, price, and benefits of different products and services, and that provides honest and unbiased reviews and ratings from other customers or experts.

- Content that is practical and relevant, such as guides, how-tos, or FAQs, that provide step-by-step instructions or advice on how to make the most of their purchases and get the best value for their money.

JOBS TO BE DONE VS CONTENT TOPICS

Defining the Jobs to be Done for your target audience involves identifying the specific tasks, problems, or goals they wish to accomplish or address through your product or service. This can help you better understand your audience’s needs and motivations and develop solutions tailored to their specific needs and preferences.
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One example is the buyer persona Emily, whose Job to be Done is ‘planning and preparing healthy and convenient meals for her family on a busy weekday evening’. This Job involves several key elements:

- The need to save time and effort.

- The desire to provide healthy and nutritious meals.

- The requirement to satisfy the tastes and preferences of multiple family members.
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A brand could create digital content to help working mothers plan and prepare meals, such as:

- A meal planning app with features like meal prep ideas, grocery lists, and recipes.

- A meal delivery service with options for healthy, convenient meals for busy families.

- A cookbook with quick and easy recipes that can be prepared in under 30 minutes.

- Blog posts or articles with tips and strategies for meal planning and preparation, like batch cooking and using leftovers.

- Infographics or videos with step-by-step instructions for preparing meals, like chopping vegetables, cooking rice, or seasoning meat.

- Personal stories or testimonials from other working mothers who have successfully used meal planning strategies to save time and improve their family’s health and well-being.

Another example is Noah, whose Job to be Done is ‘finding and purchasing the latest streetwear clothing and accessories to show off his personal style and impress his friends’. This Job involves:

- The need to stay up to date on the latest trends and styles.

- The desire to express his individual identity and personality.

- The requirement to fit in with his peer group and social circle.

A brand could create digital content to help male teenagers find and purchase streetwear, such as:

- online fashion retailers;

- clothing subscription services;

- streetwear magazines or blogs;

- online look books or style guides;

- videos or podcasts featuring interviews with streetwear designers, influencers, or tastemakers;

- online or virtual events offering special discounts, promotions, or exclusive access to new collections or limited-edition products;

- personal stories or testimonials from other male teenagers who have successfully used the brand’s product or service to find and purchase streetwear.

Finally, Iris and John’s Job to be Done is ‘finding and joining a fitness and wellness program tailored to their individual needs and goals and offering support and motivation to help them stay on track’. This Job involves:

- The need to find a program tailored to their individual needs.

- The desire to achieve specific fitness and wellness goals.

- The requirement for support and motivation to stay on track.

For example, a brand could develop content to help them find and join a fitness and wellness program, such as:

- Online platforms or apps that offer personalized fitness and wellness plans and track progress.

- Personalised training programs or one-on-one sessions with a digital personal trainer

- Webinars or virtual workshops that provide support and motivation to help individuals stay on track.

- Virtual wellness retreats or challenges that offer a holistic approach to wellness, including nutrition, exercise, and mindfulness.

- Blog posts or articles that provide tips, strategies, and inspiration for finding and joining a fitness and wellness program that is right for them.

- Videos or infographics that showcase the benefits and features of different fitness and wellness programs and how to choose the best one for their needs and goals.

INFLUENCERS AND ADVOCATES YOUR TARGET AUDIENCE LOVES

To find the types of influencers or brand advocates that are most relevant and effective for your target audience, you can follow these steps:

1. Research the social media platforms, forums, or blogs that your target audience is most active on and use these platforms to search for influencers or brand advocates who match your buyer persona.

2. Look for influencers or brand advocates who have a large, engaged, and authentic following, and who consistently produce high-quality and relevant content that aligns with your brand’s values and messaging.

3. Identify the influencers or brand advocates who are the best fit for your brand, and who can help to reach, engage, and convert your target audience in an authentic and credible way.

Some examples:

- Noah, a male teenager, may be drawn to influencers or brand advocates who are fashionable and trendy. These influencers may be professional skateboarders or streetwear designers, and brand advocates may be customers or employees knowledgeable about the products or services Noah is considering.

At the time of writing, the list might look a little like this:

• A$AP Rocky: An American rapper, songwriter, and record producer known for his style and fashion sense.

• Noah, the Creator: An American rapper, singer, songwriter, record producer, and fashion designer.

• Offset: An American rapper and member of the hip-hop group Migos, known for his style and fashion collaborations.

• Kid Cudi: An American singer, songwriter, and actor known for his unique fashion sense and collaborations with brands such as Fear of God and Supreme.

• Post Malone: An American singer, songwriter, and rapper known for his eclectic fashion style and collaborations with designers such as Crocs and Supreme.

- Emily, a working mother might: look up to influencers or brand advocates who are relatable and offer genuine, inspiring content whereby influencers may be other working mothers who share their daily experiences and offer practical advice on topics like parenting and careers.

• Some popular influencers in these fields may include Chrissy Teigen, Giovanna Fletcher, and Rosie Huntington-Whiteley for parenting and family content and Sheryl Sandberg and Lean In for career and professional development content.

• Brand advocates may be customers or employees who provide honest and unbiased reviews.

- Iris and John, retired seniors, may be interested in influencers or brand advocates who are knowledgeable and experienced and offer motivating content. Influencers may be health and wellness experts or personal trainers, and brand advocates may be satisfied customers or employees:

• Some popular influencers may include Dr. Sanjay Gupta or Dr. Ruth for health and wellness content, and Suze Orman, Dave Ramsey, and John Bogle for financial planning and investment content.

TOOL: TRAACKR

Traackr.com is a tool that helps users to identify, manage, and track influencers in their field. As an ‘Influencer Management Platform’, it offers a range of features designed to help content marketers find, engage, and measure the impact of influencers on their business.

Some of the key features of Traackr include:

- identifying influencers based on criteria like location, industry, audience size, and engagement rate;

- management of relationships with influencers, including tracking interactions and collaboration efforts; and

- Analysing and reporting the impact of influencers marketing campaigns.

In addition to Traackr, there are several other tools available for finding and managing influencers, including:

- BrandSnob.com

- BuzzSumo.com

- Klear.com

- Mention.com

- Neoreach.com

CHANNELS USED DURING THE CUSTOMER JOURNEY

Table 2. Customer Journey vs. Channels, Touchpoints & Listening Posts







	CUSTOMER JOURNEY

	CHANNELS, TOUCHPOINTS, LISTENING POSTS




	SEE (Awareness)

	PR, Radio, TV, Print, Billboards, Events, Product Placement, Social Media, Web Video, Banners




	THINK (Consideration)

	Search Engines, Social Media, Customer Review platforms




	BUY (Activation)

	Store, Web Shop, Website




	USE (Loyalty)

	Email, Website, Social Media




	LOVE (Advocacy)

	Social Media, Word-Of-Mouth, Personalized Email





During the Awareness phase of the Customer Journey, individuals learn about a product or service and consider whether it might meet their needs or solve their problems, the most used digital channels are typically advertising and social media.
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- In the case of advertising, individuals may encounter ads for a product or service on websites, apps, or social media platforms, and the ads may include links or calls to action that encourage them to learn more or take a specific action.

- In the case of social media, individuals may use platforms such as Facebook, Instagram, or TikTok to discover and learn about products or services through the posts, stories, or ads that are shared by their friends, peers, or influencers.

By using these digital channels, individuals can easily and quickly access a wide range of information and perspectives and make informed decisions about whether a product or service is right for them.
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