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Welcome to the digital express strategy guide by Eduard Smit.

Hello there, thank you for taking the time to download my quick overview guide on how to structure your 
approach to going online with your digital campaigns. 
 
This guide will enable you to set up, a detailed cross-platform campaign, with confidence. I am not going to 
go into platforms, or what tool works best for what, as that would change this guide into a book!

1. Start with a framework
2. What
3. Who and Why
4. When, Where, and How
5. SMART
6. The Trust Formula
7. AIDAS
8. A possible structure
9. Next moves!
10. Contact
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The Disclaimer Stuff: Please keep in mind that this guide is for reference purposes, thus only a few concepts are touched on. This guide is not intended to be an 

exhaustive guide to digital campaigns. For a more in-depth discussion on the subject matter or advice for your personalized specific business needs please feel free to contact 

me. I am always willing to advise and help wherever I can. Thanks, Eduard.



I have always found that starting with the (Who, What, Where, How, and When) framework, is the best departure point for any digital marketing, 
or social marketing campaign. This framework will also allow you to build on your marketing efforts, campaign by campaign. It gets you thinking 
about all the facets of any campaign and allows you to clearly define, where you are, going. What your ideal is, what you wish the end result to 
be and how you are going to get there. 

The clearer you can define each part of the framework, the easier you will find sharpening your focus on specifics, with the end game of getting 
the right content, in front of the right audience, at the right time, when they need it. Almost like magic.

#1 WHAT: 
What are you marketing? What is your message?

#2 WHO: 
Who are your customers? What do they look like? Why 
do they need you? How does your offering solve their 
problem?

#3 WHY: 
What are the objectives of your marketing efforts? 
What results are you looking for? Why your product?

#4 WHEN: 
When will you start your marketing efforts?

#5 HOW: 
How to deliver your message. How you are getting to 
your audience? How you are positioning yourself?

#6 WHERE: 
Which Channels are you going to use, at which 
times will you market to your customers?

#7 MEASURE, ANALYZE, ADAPT and 
OPTIMIZE: 
Measure your efforts, optimize your output and adapt to 
better serve your audience and customers.

Start with a framework
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WHEN, WHERE and HOW are the 
steps you are going to take with your 
WHAT, WHO and WHY to achieve 
your objective, whatever it might be. 
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Your WHAT should be straightforward, what is your customer’s biggest need? Is it to 
gain more followers to get more brand awareness, leads, and sales, or is it a cool logo or transport 
service? 

The WHAT is what you are trying to sell, that is as easy as it gets. Obviously, you have to delve 
into how you package what you sell, taking the following info and insight into consideration and as 
you start selling and getting feedback your “what” will evolve as you grow. 

Again it is important to know exactly what you are promoting, get clear on exactly what it is. 
Below are some ideas to structure your offering in what we call a value proposition: messaging for 
the what.
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WHAT

For (Customer) who (need or opportunity) our (product or ser-
vice) is (Competition) that (benefit).

Simple, short and memorable: What, How and Why.
3 Key phrases (Keep It Short and Simple)

Verb, Application, Differentiator

(Customer)(the problem you are solving)(your solution).

We help X do Y doing Z

Why, How and What

Use a (Proven Market example) for/of (Your Business)

Geoff Moore’s Method

Dave McCure’s Method

VAD Method

Venture Hacks Method

Vlaskovits & Cooper’s Method

Steve Blank’s Method

Simon Sinek’s Method

There are many ways to write up your business value proposition, I found a few methods used for value 
propositions that are currently in the marketing sphere, which can possibly add value to your business. Try the 
below methods and make up your own value proposition. I am looking forward to seeing yours in action.
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WHO

WHY

WHY, you, and why, your service? What differentiates you from your competitors. If you’ve 
worked through the value proposition part in the previous section you will understand your WHY 
a little better. You will also have a better understanding of the value of your “why” when you start 
working out who your customer is, which is next.

WHO are you looking for? The answer is, who is having the pain or need for your WHAT to 
solve. I always say every WHO needs a WHAT. This is not as straightforward as with the WHO 
process you have to do some research and find out what your WHO looks like, which traits 
and characteristics can you bunch together out of all your customers to find commonalities and 
likenesses that can drive your content creation efforts.

You don’t necessarily only have one audience, but it’s good to know who, yes WHOOOO is your 
audience is. Did you know the closer you get to your customers the better your chances are to 
find opportunities and solve problems for your clients? In new and better ways.
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What is your customer’s business #environment? Partners, Customers, and Market?

What are their business #processes? Where does your service or product fit into their business?

What #problems are they facing, and how can you help?

What #solution do you offer to help their business?

Some of the key things you should research:

Think and feel?

Say and do?

Pains? Gains?

Hear? See?
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WHEN, will we do this? When is the best time to post? When will our audience be 
online? When are they reading Facebook, vs Twitter? When are they on linked-in? 
These WHEN’s needs to be answered. Get some ideas together on when you will 
wow your audience with your WHAT. Think of tomorrow and next week and the day 
after. There is nothing scarier than an empty page with no content or stale old content!

WHERE oh where? If you’ve done your homework on your demographics you will 
know where. You will know exactly where. I would advise not to just put all your 
eggs in one basket, but to diversify.  Think of your social and digital marketing as an 
investment, the more you spread your investment out the safer it becomes. Now, if 
your target audience is not on Twitter do not use Twitter but use Facebook, e-mail, 
and/or blogs, or any combination. Also, keep in mind where on the journey to your 
sale your customer is. 

HOW, that is what I would like to hear, now. We are not quite set to get to the how yet, 
it’s quite a large volume of work to get to the how. You need to get the right message 
in the right tone to the right (audience/persona you’ve developed on your empathy 
map) I digress a bit and look at goals and then we will go straight into the strategy and 
how to plan the technical aspects of your strategy.

I firmly believe that now that you know exactly what you are going to market in the digital sphere and now that you know exactly to whom and 
where and how you wish to market it, you can start writing down the strategy. There are still a few steps to go through to put it all together, the 
next step would be to set up some goals, SMART goals.

Don’t worry below is a little breakdown of how to create SMART goals. It will help you plan your strategy better.
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HOW

WHEN

WHERE

S 

Be specific. Get to know exactly what you want your 

campaign to achieve, What do want to accomplish, 

why is it important? Who is involved, Where is 
it located which resources or limits are 
involved?

M 
Measurable. Know what it is you want to achieve and 

how you will measure the outcome. 
How much, How many, How will I know it’s 
been accomplished?

A 
Attainable. Will I be able to achieve this? 
How can I accomplish this? How realistic 
is this?

R 
Relevant. This is the acid test of ensuring that what you 

wish to achieve is relevant to your business. 

Is it worthwhile? Is this the right time? How 
do this match business needs and efforts? 
Am I the right person to reach this goal? T 

Time-bound. Set a time limit towards your campaign 

goals, do calculations work it out, and put a limit to it. 
When, What can I do to get there in six 
months? What can I do in six weeks? 
What can I do today?

SMART, almost ready to start penning your winning strategy. 
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It is not enough just posting advertising and writing content without a plan. The easiest way to explain it is by using an analogy of friendship. Yes, the 
digital world and your business relies on trust, the biggest of these are friends or other relationships. Ok, I know you are wondering how. Remember 
we don’t part with our hard-earned income easily, so the idea is to set yourself apart by having a great product, service, and after-sales service. 

What is also key is that our customers trust us. Trust is a process, to gain trust across digital channels we have to work through the process. 
Research has been done in the field of trust and attaining it. So set up your campaign to deliver on these aspects of building trust and ultimately 
move your prospect through the sales journey.

To build trust according to the trust formula as you need to be in proximity, this means being seen. Then the next step is to see the person more and 
more often, almost feels like you are getting to know them. In the marketing space, the customer is gaining interest in your product. After a while, 
they feel comfortable with your brand and spend time getting to know you, the brand, better as they are seeing it more and more. The more familiar 
with it they feel the more at ease they will feel when it comes to the buying phase. When you have targeted your audience correctly they will then 
need your service and it makes the sale a whole lot easier. Yes, you still need to engage, you still need to put in the hard yards but do it intentionally.

Yet we are not there yet. As your prospect becomes more and more interested they see the value in your offering and begin to desire it. This is 
the easier part, where your customer now needs to decide to take action. You want the action, but let’s also add one more step satisfaction. This 
will change it from a single-serve sales funnel to a flywheel that keeps referring more and more leads to your action stage.

AWARENESS Here you want to get on as many prospect’s radars as you can, with a little more frequency as well. 
Think Facebook Ads, Google display, YouTube pre-rolls, and all the static high volume based channels.WIDE TARGETED AUDIENCE

INTERESTED AUDIENCE

LEADS

CONVERTED

FAN’s

INTEREST At this phase of the journey your content needs to be more targeted to prospects who need your 
services more and they are wanting to find out more. Think Blog Posts, Youtube videos, Facebook lives and a 
little longer form content perhaps some interviews, Splash pages and landing pages, discussions polls, and more.

DESIRE. This is where your content efforts can either make or break the cycle. At this level your prospect has acquired 
a lot of interest and starts trusting you, Share longer-form content and more of the “WHY” of your business. Sharing case 
studies, webinars, Google search adverts, etc. as your customers are almost at the buying stage. and more in-depth 
product documentation and information is required. You can also add e-mailers and more.

ACTION Your prospect becomes a customer, engage via e-mail, website pages, and more. I am sure you know 
how important it is to ensure your customers are constantly informed and up to date, with their order and process.

SATISFACTION After-sales support magnificence, here you turn your customer into a fan. This is the cheapest part of the 
funnel with the highest yield. Here you can get reviews, word of mouth, and your content and efforts move away from your 
control and into your customer’s control. Either they will love your business, or not. either way, they will tell the world of their 
experience.
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Let’s work out what your chosen persona’s journey will look like?

The Trust formula Applied to the funnel structure

A quick look into the sales funnel or journey - AIDAS

Awarenness

PROXIMITY

Interest

FREQUENCY

Desire

DURATION

Action

INTENSITY
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From being targeted in your marketing, to buying the product and reporting anything afterward is of critical importance, Therefore the customer 
journey needs to be smooth, effortless, and exceptional. Everyone has good service or good systems in place. You have to aim to be great to 
differentiate your brand. You have to make sure that you deliver the goods, in a remarkable way to turn your prospects into customers, into brand 
advocates. Thereby changing your sales funnel, into a flywheel. 

This mostly happens when the result of your offering or service is a positive experience and solves the customer’s problem. It can also happen 
when you have great content, your relationships are amazing and your product is perfectly placed. then you have ticked all the boxes.

Now that we have gone through the entire (shortened) life cycle, how do you apply this? Put your plan into a structured breakdown of all the 
required elements from graphics and copy points to landing pages and adverts you need to place. Everything that is needed to fulfill your strategy.

What works best for me is to draw it out. Take into consideration, where you want your customer to find you, and also keep in mind a prospect 
can join the journey at any phase of your planned journey and go right through the cycle, and at the end find a cheaper product or detour to your 
competition. You have to ensure that you measure each step and continually optimize the steps to improve and continue to drive for better results.

All Phases are interlinked and cross-linked 

and bring the prospect closer to buying. 
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Experience is everything

A Possible Structure

AWARENESS

INETREST

DESIRE

ACTION

SATISFACTION
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Social Media Ads
& Posts

Blog Posts

Landing Pages

Detailed Product 
Pages

Call Back Forms
Contact Methods

Sales Portal
Online Store

Call Centre
Sales Departments

Management

How to Guides
“Gated”

E-mail Campaigns
From “Gated” Lead 

Generation
Long Form 

Videos

Social Pro�les

Display  Ads Videos



We’ve gone from zero to one hundred in no time! I know there is so much more detail that can add more value and I will share videos and posts 
around our networks and accounts. But what are the next steps?

I firmly believe that you should use combined organic and paid advertising elements in the mix, spread your posts out over a month to three 
months. Plan all the steps, and assets required per platform to add the most value and information to your prospective customer. Remember each 
platform has its tone of voice and different emotive reasons for being visited

Plan out each one of your journey steps throughout each platform, add these steps and required assets on a calendar, get creative and keep 
following up measure, improve and keep working on it.

I truly believe you are going to rock your next campaign no matter the size or scope!

Thank you for your time and I hope that this little guide will be of value to you.
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Next Moves!

Follow me for more content around marketing and design

Eduard Smit

Digital Marketing Strategist
Graphic Designer www.magic-e.co.za

https://www.linkedin.com/in/eduardsmit21  
 
https://www.instagram.com/edextra/ 

CONTACT
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