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SOy STEP 2: DIGITAL STRATEGY FRAMEWORK
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The Hybrid Philosophy:
Al Methodology +
Human-in-the-Loop

Following the “Situational Analysis”
(Step 1), we move to understanding
the ideal customer. A static
demographic profile is no longer
competitive.

The goal is to identify pain points,
motivations, and the specific
makeup of the audience. We must
avoid relying solely on automation
or solely on gut feeling. The most
robust personas use Al to

process data, but human oversight
to interpret the nuance.

Source: "Stop Guessing Your Audience:
Build Real Personas”
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Stream 1: The Human
Signal and the
‘Golden Question’

The Approach

Conduct deep-dive interviews
with top clients. Do not simply
ask “Why do you work with us?”
Instead, mine the journey.

The Critical Insight
(The Trigger)

Drill down into the specific
moment of realisation. Uncover
the specific situation where the
status quo failed.

The Question:

“When did you realise
you heeded a
solution?”

Example: “| was in a presentation,
the slide stopped working, and | had
no way to answer. [hat was the
moment | looked for a new tool.”

Outcome: Uncovering pain points and Unique Selling
Points (USPs) you didn’t know you had.




Stream 2: Frontline Intelligence and
Internal Feedback

Your organisation possesses deep data in the minds of frontline staff.

@ Sales Teams Pattern
Recognition

What objections do they hear?
What features close the deal?

Strategic Goal

% Define the customer’s “core

way of working.” Identify
how the product slots
seamlessly into their daily
reality.

Customer

Service

What recurring questions or
frustrations arise post-
purchase?



Stream 3: Operational Behaviour and
Digital Footprints

Analysing the silent signals of user behaviour to [
understand unarticulated needs. What users *do*,
not just what they say.

Key Metrics

e Tools: Hotjar (Heatmaps), Site Analytics

e Metric 1: Blockages: Where does the user
journey fail? Where is the friction?

e Metric 2: Dwell Time: Which specific pages or
features capture disproportionate attention?

Insight Application: If users consistently struggle with a specific task or obsess over a specific
feature, that behaviour becomes a defining trait of the persona’s ‘needs and wants’.




Stream 4: Social
Listening and
Unfiltered
Sentiment

Gleaning information from third-
party platforms to build a concrete,
detailed understanding of the
market. Going where the unfiltered
conversations happen.

Forums
Reddit / Communities

For raw, community-
driven discussions and
vocabulary mining.

Reviews
Trustpilot / Glassdoor

Specific complaints and
praise about the
industry standards.

Social Channels
Comment Sections

Unprompted feedback
on your posts and
competitors’ activity.

The Objective: To understand the target audience's vocabulary,
their raw complaints, and how they define value when they think

no brands are watching.




Stream 5: Active Market Monitoring Signals

Setting up an automated radar for brand and competitor mentions to
understand the market context the persona lives in.

[ Option A (Free): Google Alerts

Set alerts for specific product
names, company names, or
industry keywords.

[_Elptinn B (Paid): Mention ]

Tracks actual online
mentions and broad "brand
signals"” across the web.

Outcome:;

These alerts yield
insights into how the
market perceives the
brand, providing the
external context
necessary to flesh
out the persona.



The Synthesis
Engine: Processing -

Data with Al

~-
Reddit
Threads
With streams of human, internal,

and external data collected, Al is v
required to synthesise the .
‘mountain of data” into actionable & Syn:hems
profiles. y \

Internal
Feedback

Delve Custom Tools

Al powered Build a custom tool

persona generation tool in Google Al studio
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Advanced Tactic: Building a
Bespoke Persona Tool

Moving beyond generic prompts using Google Al Studio.

01

Collect

Gather insights
from Streams 1-5.

02
Anonymise

Strip PIl (Personal
Identifiable
Information) to
create safe data
sets.

03
Format

Compile structured
data into a clean
CSV file.

04

Upload

Feed the CSV into
Google Al Studio.

05
Query

Prompt the Al to
generate fact-based
personas from this
specific dataset.

The Competitive Edge:

This creates a tool bespoke to your organisation, trained on your reality, rather than
generic internet averages.




The Evolution Protocol:
Not ‘Set and Forget’

Markets shift. Customer needs change.

A static persona is a dying asset
Monitor Synthesnse

These signals must be constantly fed back into the research phase. You must evolve
to meet the changing needs of the target audience.

New Problems
(Client Reports)

. Negatwe Feedback
(Traffic Dips)

Market Shifts
(Competitor Moves)




Strategic Checklist: Implementing
the Framework

1 Collect (The Inputs)

\v| Conduct deep-dive client interviews (Focus: The ‘Realisation Moment'’)
v| Audit internal sales and CS feedback

| Review Operational Data (Hotjar/Analytics)

v| Initiate Social Listening (Reddit/Trustpilot)

v| Configure Market Alerts (Google Alerts/Mention)

B Synthesise (The Process)

.| Anonymise data and prepare CSVs
| Build/Train the model in Google Al Studio (or use Delve)

#» Maintain (The Loop)
| Schedule regular review cycles for persona updates




