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Performance 
can’t be fixed at 
the eleventh hour
Any good marketer will tell you that the keys to success are 

knowing and connecting with your audiences. But what do 

you do when a campaign stops resonating? Ad spend is 

increasing, conversions decreasing, and you’re spending hours 

in meetings analyzing performance metrics, reviewing 

budgets, and searching for what went wrong. We’ve all been 

there. If you don’t have a clear answer to why a campaign is 

under-performing, it’s almost impossible to get back on track.

That’s why it’s vital to put the audience’s experience at the 

forefront of every aspect of your campaign, from planning to 

design to development. As you and your team develop 

campaigns, you can create a solid foundation proven to result 

in higher performance. That means fewer performance 

emergencies and greater returns. It’s a win-win. Here are 


four strategies to help you build experiences that convert 

more customers.
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Strategy #1

Create a cohesive 
digital journey
A cohesive digital journey tells the same story from start to 

finish. Marketers often refer to this as ad-to-page alignment. 



Have you thought about what it’s like to travel your brand’s 

digital journey? Do you ever review your campaigns 

chronologically, rather than reviewing multiple versions of 

the same asset, at the same touchpoint? 



Executing ad-to-page alignment 
challenges us to reframe the way 
we divide and review work. 
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Marketing teams typically spend several rounds making 

revisions for each asset, schedule working meetings to 

tinker with the flow of landing pages, and review ad sets for 

hours upon hours. But they rarely step back and look at how 

all of these pieces fit together—unless a campaign is 

underperforming. 



Experiment with formatting projects so that individual 

contributors create assets by audience, instead of asset 

type. For example, rather than sending 10 ads to one 

designer/copywriter team and all of the landing pages to a 

different team, assign the same creative team three ads, 

two corresponding emails, and a landing page geared 

toward a specific audience. Set up review cycles in a similar 

manner, so stakeholders are looking at all of the content for 

an audience segment at once instead of looking at each 

asset type individually.

This process allows you to assess the messaging from the 

early touchpoints in your Facebook and Google ads to the 

moment when the customer decides to convert. 



Ad-to-page alignment harnesses 
the power of connection, a 
naturally persuasive tool.



Imagine you’re taking your customer with you on a road trip. 

First, you intrigue them with the initial value proposition and 

encourage them to take the first step in the journey by 

highlighting some of the benefits. Then, you guide them 

through everything they need to know to reach the final 

destination. They enjoy the experience because it feels like it is 

designed for their needs and values. At the end of the journey, 

you have built a connection with your customer, which often 

creates a natural brand advocate and loyal customer.
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Consistent messaging


using the same product image 


and clear, taste-oriented benefits 

Health-focused highlights


reinforce the value proposition from the ad 

Answers to common questions


including organic and dietary information 

are listed just below the fold 


High ratings and testimonials


serve as social proof to reinforce ad 

messaging and establish trust

Postclick partner

How KOS crafts 

relevant experiences

Plant milk company KOS is an excellent example 

of how to provide a consistent experience from 

each ad to the corresponding landing page. Their 

consistent messaging and imagery speak to an 

audience who is intentional about their nutrition. 



Strategy #2

Make your customer 
the hero of the story
We call this practice “conversion storytelling.” In conversion 

storytelling, marketers develop highly personalized 

narratives and experiences that build strong relationships 

between brands and potential customers. 



By making your customer a part of the story, you naturally:



When you think about this method of storytelling and editing, 

it’s essential to refine your messaging so the conversion 

delivers a natural conclusion. Your product should act as the 

fairy godmother or genie that gives your customer the power 

to save the day.


Add depth to the logical conversion/purchasing 

process

Strengthen your messaging for a specific audience 

segment, creating a clearer and a richer experience

Drive significant improvements in your revenue growth, 

spend efficiency, and brand loyalty
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How stories build an 
emotional connection
Scientific research shows the human body physically 

responds to storytelling through neurological processes, 

both when listening to and reading stories. 



Someone tells you a story


You can read it. You can hear it. Either way, the message 

goes to your brain.



Neural coupling occurs


The neurons in your brain mirror the pattern in the 

storyteller’s. As you comprehend and engage with the story, 

your neurons fire more and more. 

Narrative transport begins


You develop feelings of connection and empathy.


You imagine what drives other people and see situations 

from their viewpoint.



Your brain develops trust


After you’ve developed feelings, your brain releases 

oxytocin. The surge of oxytocin makes you feel good and 

trust the storyteller.
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https://www.npr.org/sections/health-shots/2020/04/11/815573198/how-stories-connect-and-persuade-us-unleashing-the-brain-power-of-narrative
https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0124550
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Conclude your story with a positive 
brand experience.



For this positive brand experience to resonate, you have to 

do the up-front research to understand the problems 

customers need you to solve. The best way to understand is 

simply to ask—and listen—for feedback from your 

customers. Ask them why your product makes their lives 

easier (or, in some cases, why it doesn’t work for them). 

Send out surveys. Interview customers. Organize focus 

groups. Research keywords. Whatever you do, don’t assume 

you know why your product solves their problem. Many 

marketers have great instincts, but operating on instinct 

alone creates a very one-sided relationship. 

For example, if your customers use your product because it 

has a lower carbon footprint, you will want to address the 

problem of waste in your initial touchpoints, and tap into 

how that waste could impact customers (or their loved 

ones’ futures). Once there is an emotional connection, delve 

into how your product helps them be a part of the solution. 

Share data on how much waste your product prevents. 

Show images of generations of a family enjoying a scenic 

landscape. Avoid speaking only about the product features 

that serve no additional social or environmental purpose.
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Strategy #3

Tailor messaging 

to the CTA
The biggest difference between conversion storytelling and 

a conversion-centered user experience is the tactical nature 

of the messaging. 



Every piece of content still moves the story toward a 

conversion. However, when you refine the user experience, 

it’s important to look closely at the call to action (CTA). 


While your goals may be different depending on the stage of 

your audience’s digital journey, Provide a consistent CTA 

within each phase of their experience. Clear objectives 

reduce friction in the sales process by keeping your 

customers from being pulled in too many directions. They 

also make it far easier to assess if your piece of content 

fulfills its intended purpose. 
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Practically speaking, developing a conversion-centered user 

experience gives another reason to review campaigns by 

audience, rather than the type of deliverable. 



Take this example from HelloFresh. The Google ad highlights 

their Cyber Monday promotion in the header text. The 

description also includes a few additional links and CTAs.



When you click through to the landing page, HelloFresh 

highlights a consistent CTA button promoting the Cyber 

Monday deal in the navigation bar. The consistency between 

the Google ad header to the header on the landing page offers 

another great example of ad-to-page relevancy. 



 Scrolling further down the page and in the consideration 

process, HelloFresh provides another example of conversion- 

centered content. When HelloFresh describes their value 

proposition and key selling points, they place a clear CTA right 

next to each description. That way, depending on which selling 

point gets their audience to convert, the next logical step is 

right there to click (or tap) on.
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Strategy #4

Experiment 
relentlessly
In our fast-paced, ever-changing digital landscape, success 

hinges on continuous experimentation and optimization. When 

you follow these strategies to set up your campaigns for 

success, you will spend less time being reactive and more 

time optimizing proactively. 



Even Stephen Covey’s seminal work, The 7 Habits of Highly 

Effective People, frames proactivity as the cornerstone of 

effectiveness. In a proactive headspace, you and your team 

can flex creative muscles and truly innovate. Coincidentally, 

this tends to take less time (and less spinning of the 

metaphorical wheels).

While implementing the above tips promotes high 

performance from the beginning, there will inevitably come a 

point when campaign performance starts to wane. Audience 

tastes and needs shift over time. However, when your team 

notices the tide starting to turn, testing can inform shifts to 

maximize the longevity of the campaign.



Your brand’s future state depends on this approach. Left 

unaddressed, these unforeseen friction points can become 

part of the status quo and hinder long-term performance.




Building consistent monitoring and reporting into your process 

is the first step to scaling continuous optimization. Rather than 

waiting until a campaign’s performance has fizzled out, 

schedule regular check-ins. When you identify a slump, use a 

combination of these tactics to find a solution:

A/B test the design or copy (make sure the variables 

are isolated for best results)

Conduct additional keyword research to inform copy 

updates

Further narrow audiences to determine if the slump is 

isolated to a specific segment

Review AI suggestions, such as alternative landing 

page layouts or additional copy options
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Always start 
with the 
audience
Postclick has spent the last decade pioneering the 

strategies, expertise, and tech needed to implement 

higher-performing campaigns from the beginning. Data 

fuels our platform, not opinions, which leads to automation 

at scale—saving you time and giving you greater returns on 

your ad spend. Let us show you how to use our platform to 

support these best practices, so your team can focus on 

the strategy and creativity that is the foundation of 

impactful, engaging campaigns.

Request your free conversion analysis today

https://postclick.com/lets-talk/

