building trust in your brand
with



Outbound marketing is when you do cold outreach to potential
customers.

Usual activities include
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Inbound marketing is when the potential customers come to you,
because you've built trust in your brand and positioned yourself as an
expert.

Usual activities include
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Content marketing is inbound

Strong brand presence

Your brand isn't just your logo and
colours, it's also the way you talk to your
potential and existing customers.

Building trust

Making genuine connections and creating
memories will bring potential customers
to you.

Highlight your expertise

Your content marketing efforts are a
great way for potential customers to
understand what you do.

How you solve pains

It's not just about creating content for the
sake of looking alive, but providing real
value to real people.



Activity 1l

inbound vs outbound



Sending 1000 emails
each week to the listin

your CRM, with
placeholders for names
and companies.
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Offering a
downloadable
whitepaper that shows
that you understand
your audience's
problem.



Connecting with people
on LinkedIn over their
content and having real
conversations about
what they do.
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Sending 20 messages
using the inmail feature

on LinkedIn to people
who you haven't
connected with yet, but fit
your customer profile.



Offering valuable advice
on LinkedIn posts where

people, who fit your
customer profile, speak

about their industry
concerns or problems.
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Collecting phone
numbers from LinkedIn
profiles using a
scraping tool and
calling to tell people
about your service or
product.



1%

more leads are produced by companies with blogs than
companies that don't have active blogs

Source: https://www.hubspot.com/marketing-statistics



the difference between regular content
creation &



ux contentis
focused on the
users’ experience
with your product
or service brand



Similar to UX in design, it's about with
potential & existing customers.

UX content creation is everything from

in a piece of content. It's also about how effectively users navigate
through your content.
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It's not uncommon to find websites or apps where the founders feel like their
message is super clear, but then users or potential customers feel lost.

Users don’t know what you actually do, how you solve their problems, what to do
or where to go next.



Building trust and



with so much
content out there,
you heed your
content to stand
out.



how to do that?
be genuine and
authentic.



Activity 2

building trust



Will you buy it from some guy on the
street in a trench coat telling you
“yeah, this is real gold!”

Will you go to a jeweller that you
know and trust is selling you an
authentic piece?




why?
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Building trust with potential customers,
and then maintaining that trust with
your existing customers, is crucial for
the longevity of your brand & business.



storytelling &
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Marketing used to be primarily focused on This includes
efforts like SEO rankings and paid ads. While focusing on metrics like

impressions, and clicks.

These efforts don’t have the same impact anymore - not to say they don’t have
value - but to even get to the point where metrics like that are worth looking at,

you need to get people to be engaged.
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in a world where people are having
content shoved in their faces all day -
“it's about quality, not quantity”



You don't need to create big campaigns that last for months or years.

It's more worthwhile to that you can create for users
through the content you’re creating - something that will stick with them.

It's more about (as a
company). This helps to create moments and memories for potential customers,
rather than just showing up on their screen - make them want to pause for a
moment rather just scroll past.
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Activity 3

effective content marketing



Crafting educational
branded social media

posts, roughly 1-2 times
a week, that offer
valuable insight into how
you can solve one of your
audiences’ problems.

2

Create branded
facebook ads that are
selling 1 specific
service/product,
targeted at your ideal
customer profile.
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Create a 2 year
campaign for promoting
a variety of services/
products/ features your
product/ company
offers.
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Create a 1 month
campaign offering a
downloadable case
study that highlights

how your
product/service helped
one of your clients.



Think deeply about what
would provide your users

with value and create a
journey to show them
how they can arrive to a
solution from their
current problem.

2

Use an Al tool to create
a series of posts for
LinkedIn that you'll put
out over the span of 3
months.
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so, how do we
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Just like designers and developers,

as UX messaging experts, we focus
on

Again, if we're building trust,

- we'll get more into that
in a bit.




Brand persona

The documents, that we call

include
buyer personas, a brand persona and
tone of voice.

These foundations are what

, rather
than putting out a bunch of content
that doesn’t mesh well together.
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ensure consistency in
your customer-facing

content, across the
board



When customers interact with your brand,
they want to know that

Especially when you have different people
creating different content for your platform,

This is why we help to create brand
messaging assets - so that no matter who
works on your brand assets,



user experience in
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It's important we build assets for a company so there are some basic principles
we can follow to ensure clarity and consistency.

If we want to , we need to
know a few things, like:

Who are we?

What are we like?

Who are they?

How do they like to be talked to?

Where do they go for trusted information?



Buyer personas

Brand persona

Tone of voice
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Definition: A detailed outline of the type of people we want to connect with - our
ideal customers

e Can be developed by designers or content teams.

o The reality is, the final product should be quite similar, but designers
and content teams might have some differences in terms of what they
need included in the documents

e General rule of thumb is to have between 1 and 3 personas



e For UX content creation, buyer personas should include details like:
O age range

education

job title

where they get their information online

and maybe even some bits about the kind of person they are

e |t should also inform us of the type of content that would resonate with
them
o Long-form, short-form, videos, podcasts and more
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all this helps us to determine the

next steps in creating foundational
docs. Primarily it helps us to know
who we are targeting - so we can
target them directly rather than just
throwing content into the wind.
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Definition: A personification of your company - who they would be if they were a
person

e This documentis a smaller one usually, where you're crafting a profile for
who your company is
e |s your company
o male, female or non-binary
o young or old?
e It's also helpful to look at to determine where you think
your company would fall
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You can of course, be more than one
of these, but

SAFry

o And if you do choose 2, we'll
—_ determine which percentage of
JOOMDE | PURSIE each one you actually are
e The decision about your brand
archetype will depend on your

o

hyge g
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buyer personas mixed with your
%; vision
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Activity 4

brand archetypes
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Definition: Outlines how you'll talk to your customers, both potential and
existing

e |t ensures that all your customer facing communications are consistent
e |magine if you log on to a website, and they're brand colours are blue and
black, with very rounded shapes, and then you receive an email from the
same company, but the design is red and yellow with sharper edges.
o This would immediately irk you, and put your trust in question
o The exact same goes for tone of voice
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Your tone of voice document is one
of the most important brand assets
that shouldn’t be underestimated or
skipped over.



If you're used to seeing a brand reaching

out to people saying , and then
receive an email from them greeting you
with a - you'll be
confused.

o Are these even the same people?!
Tone of voice documentation

across every single piece of
customer-facing copy
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Even small things like VS.
are super important to outline
Which english spelling do you want
to use?
o US, UK, Canadian?...yes, there are
differences and we’ll notice!
This is why we also include items like

o This partis particularly
important depending on the
industry




TOV is
like
healthtech or fintech
This is because there is
Important
that you

need to use in all your copy
TOV documents can help to
guide your content writers and
sales teams to ensure you
don’t end up in hot water



building a



You can choose to build either a

short- or long-term strategy, or you
can build both.

For startups, short-term strategies
are usually enough for UX content
marketing.

- but that doesn’t mean
you give up after this!




The first 6 months to 1 year should
give you some idea of what content
people are engaging with.

It can also be an opportunity to look
at your foundational documents and
make some tweaks if you notice
that you aren’t connecting with your
target audience just right.
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Your UX content strategy will include details like:

what content you’'ll create

how you’ll create it

where you’ll share it and how often
what story you want to tell

the approval process before publishing

Metrics aren’t necessarily the most important part of this -

Once you've fine tuned, the metrics will start to be more useful.
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It's important to note that you should

when building

your strategy.

For a content strategy to be effective in
practice, it needs to be achievable.
Don’t include posting on Linkedln 5
days a week if you won't be able to
keep that up long term.

- and people

learn what they should expect from you.

:
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Specific

Making specific goals that you want to achieve.

Measurable

Quantifying or indicating progress to help define success.

Achievable

\

Are your goals achievable?
Is there something else required to make sure they are?

Relevant

\

Are the specific goals and quantifiers you set relevant to your
overall business goals?

-

Time-based

Setting a period of time in which you expect to get results.




patient



But it is proven to be the most
effective method of marketing in the
world today.

They don’t want to be told what to
buy and how - they want to know
how you solve their pains, and that
your product/service will be there to
take care of them.
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Strategies & goals should be updated,
foundational documents should be
iterated on - your ux content marketing
efforts are a living thing.

They need consistent love & attention.



question



If you have additional questions
about UX content marketing, or just
want to be in touch with me - scan

the QR code.




