




Getting 
Started

INTRODUCTION

This resource is designed to walk you through the first steps in creating a 
streamlined and focused digital strategy. It will walk you through the 

steps to build meaningful connections with your users, based on your 
business objectives. 

You’ll then be able to map out a simple content plan to help get your 
digital strategy underway. 





The 
Framework
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USER 
NEEDS

BUSINESS 
GOALS
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There are three key elements to consider: start with your users or 
audiences. Understand their needs, what they need to hear from you and 
then where they are hanging out. Align their needs with your business 
goals and then choose the right tools and technologies to reach them 
with the right message. 





Audiences

Think about your ideal customer.

Who are they?  There is probably more than one type of person and you 
might be able to group them together based on their demographics (age, 
location, life-stage) or their psychographics (values, behaviours). 

What problems or challenges do they face? Where do you interact with them?
What does their day look like?

On the next worksheet you’re going to describe and define these ideal 
customers, one group at a time. Make as many worksheets as you need – the 
first one has instructions. 



Persona
Example

Name: Choose a name that describes them well

Spendy Stephen
Demographic: Age, life-stage, description

Stephen is in his mid-30s and works a busy 
job so is out for 10 – 12 hours a day. He’s 
active, single and looks after his health.

Needs/Pain Points: List their primary needs in order of priority

1. Fast and easy meals to make at home or take to work

2. Simple instructions

3. A shopping guide for where to find great ingredients on his budget

Barriers: Obstacles that might hinder them from
buying from you
1. Time

2. Cost

3. Is a picky eater

4.__________________________________________________

5.__________________________________________________

Channels: Digital channels they spend time in or 
you might reach them with based on their demographic
1.Instagram 

2. Twitter

3. No longer on Facebook or Snapchat

4.__________________________________________________

5.__________________________________________________

Buying Motivations: Things that influence 
their buying/converting behaviour
1.Easy

2.Fun brand

3.Price

Potential Value: The percentage or growth 
benefit to from this audience

20% of sales currently come from this group. Growing this

audience by 10% will increase my profits by 15% overall.  



Persona 
Template

Name: Demographic:

Needs/Pain Points:
1. ________________________________________________________________________________________________________________

2. ________________________________________________________________________________________________________________

3. ________________________________________________________________________________________________________________

Barriers: 
1.__________________________________________________

2.__________________________________________________

3.__________________________________________________

4.__________________________________________________

5.__________________________________________________

Channels:
1.__________________________________________________

2.__________________________________________________

3.__________________________________________________

4.__________________________________________________

5.__________________________________________________

Buying Motivations:
1.__________________________________________________

2.__________________________________________________

3.__________________________________________________

Potential Value: (optional)



Value 
Exchange

The most important thing to identify is how you 
bring value to each other. 

We do this by understanding what our users; or customers, need most. 

Then we look at what our business goals are – new leads, sales, market 
share, brand awareness, referrals. 

Where user needs intersect with your business goals, you’ve created a 
value exchange – where your interactions mutually benefit each other.

The next slides show just some ideas!







Identify

User Needs
Fill out this list of user needs, putting the
most important ones first. If you’re not
sure – ask one of your ideal customers to 
tell you. 

1. ________________________________

2. ________________________________

3. ________________________________

4. ________________________________

5. ________________________________

6. ________________________________

7. ________________________________

8. ________________________________

9. ________________________________

10. ________________________________

Business Goals
Fill out this list of your business goals –
making them as specific as possible. Put 
them in prioritized order too. 

1. ________________________________

2. ________________________________

3. ________________________________

4. ________________________________

5. ________________________________

6. ________________________________

7. ________________________________

8. ________________________________

9. ________________________________

10. ________________________________



Align

Draw connecting lines 
between the user needs 
and business goals that 
overlap until you end up 
with pairs. 

Prioritize the top three 
and summarize them on 
the next page.

User Need Business Goal
Looking for new Sell new cookbook
recipes



Value 
exchanges

Value Exchange: Describe how your business goal meets the user need

User Need: Business Goal:

Value Exchange: Describe how your business goal meets the user need

User Need: Business Goal:

Value Exchange: Describe how your business goal meets the user need

User Need: Business Goal:



Defining your brand 
and key messages

There are some simple 
questions to define your 
key messages:

• What does my audience 
need to hear?

• What do I want to 
communicate about my 
brand?

• How am I helping make 
the value exchange 
clear?



Key 
Messages
Template

What do your audiences need 
to hear? Refer to priority audience/personas

1. _____________________________________________

2. _____________________________________________

3. _____________________________________________

What do you want to say about 
your brand? Start with your values

1. _____________________________________________

2. _____________________________________________

3. _____________________________________________

How can you make the value 
exchange clear? See Value Exchanges

1. _____________________________________________

2. _____________________________________________

3. _____________________________________________

Draft

1. __________________________________________________

2. __________________________________________________

3. __________________________________________________

Refine

1. __________________________________________________

2. __________________________________________________

3. __________________________________________________

1. __________________________________________________

2. __________________________________________________

3. __________________________________________________





Tools &
Frequency

Now you have some key messages, it’s time to 
put it together.

Let’s start by choosing the tools, technology and then frequency/ 

You’ll use all the work you’ve completed til now! Review the next few 
slides to help you determine what will be easiest for you to use 
consistently to communicate with your customers, as well as where your 
customers are most likely to be. 

Circle the ones that are most relevant to you



A B
Mostly visual and on the 
move! I’m here to share my 
experiences with people 
and keep my brand and 
name in people’s minds. 

Pictures matter but words are 
really important too! I need 
interactivity and functionality –
to communicate, to network. 

Brand Awareness 
& Engagement

Engagement & 
Conversion



• Instagram / Instagram 
stories

• Facebook pages & 
stories

• Snapchat
• Pinterest
• Blogs/websites

Single-touch

• Facebook groups
• LinkedIn
• Email lists
• Website forums
• Converting websites

Interactive



Channels: 
What are you able 
to maintain?

Consistency is important -
manage a smaller selection 
of channels based on 
where you connect with 
your audiences most 
meaningfully.

You don’t have to generate 
or create content every 
day but you need to create 
and engage consistently.



Building a 
plan

Extra for Experts: Let’s start building a plan. 

You can do this however is easiest for you – calendar reminders or in an
spreadsheet. As long as you make a plan and keep to it consistently.

1. Choose how many times a week or day you’re going to post.

2. Choose the channels from the ones you circled earlier. 

3. Create a schedule/plan. 

The following examples might help guide you in planning out content in more 
detail as well as when to publish or post. 



MON TUE WED THU FRI SAT SUN

Facebook Value 
Exchange Brand message Call to Action

Instagram Call to Action Brand message Call to Action Value Exchange Brand message Call to Action

LinkedIn Value Exchange 

Content Calendar



Content Planner
TEXT IMAGE CALL TO ACTION LINK

Value exchange messages

Brand messages

Key Messages for 
audiences/Call to Action



Don’t forget about 
email

Email is still the most 
powerful form of 
communication. 

Build a list. Communicate 
regularly with helpful 
content. 



Email

Converting your social media and digital 
audiences into an email audience is a powerful 
marketing tactic. 

1. Set up an email software like Mailchimp or ActiveCampaign to collect 
email address from your social media followers and website 
subscribers. 

2. Send regular email communication with content they wouldn’t
otherwise see.

3. Regularly invite your social media audiences to join your email list by 
offering them valuable content. 




