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Before we begin...

(1) Tell me about you.
(2) What are you interested in today?



What is the Buyer’s Journey
and why it matters

The purchase process each person takes is
called the buyer’s journey. Each buyer advances
through a research and decision process
ultimately culminating in a purchase.

Peter Lang, Uhuru Network CEO



THE BUYER’S JOURNEY




Core of the Buyer Journey:
Deliver Value

e Solve a problem
e Make life simpler
e Engage the customer



What are these?

e ToFu
e MoFu
e BoFu



CONTENT MARKETING
SALES FUNNEL

Website Visitor

No barrier to consumption.
Blog Post, Press Release, Web Page

GENERATES TRAFFIC  §

TOFU
Low barrier to consumption. GENERATES LEADS

Cheat Sheet, White Paper, Guide,
How-To, Short Videos

G EN ERATES Moderate barrier to consumption.
PROSPECTS Longer Videos, eBooks, Subscriptions,

Case Studies, Assessments
BOFU GENERATES

High barrier to consumption.
Executive Summary,
Demos, Brochures

Source: Kuno Creative



Unaware
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Source: HubSpot

Awareness

Blogs, Ads, Web Banners, PR
(Customer stories), Articles
(Industry Trends), Analyst
Papers, Flash Demos

Educational
eBook (or buyers guide), Web
Portal, Analyst Papers, Blogs,

Independent Articles, Industry
White Papers, Webinars, Events

Validation

Muitimedia. 10 Reasons, Trials,
Customer References, Demos

Sales

Presentations, Topic Sheets,
Product White Papers, Customer
Stories, Competitive Intelligence




People can jump from one channel to the other while going
through the buying and customer phases.
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Questions?



Thank you



Marketing Funnel Sales Funnel

Word of Mouth
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Source: K. Newcombe



What Happens in Your Sales Funnel?

Brand * Marketing activity
Awareness

* Email Follow-ups
« Offes

Prospects
= Memberships

* Loyalty Programs
* Customer Specials

Loyal Customers :

© Entrepreneurial Insights



Example of Customer Journey Map for Online Travel Agency

Persona

Donna Redding, Suburban mom
Stages of journey
Desire for Explore Select Schedule Travel to [ ——— Remember
meals and

travel options Vacation . lacation vacation experience
events

Customer needs and activities

* Find out = Discuss with  » Discusswith - Bpok - Bookafew + Figure outwhat - Arrangefor  + Packupfamily - Create digital
about school family family cheapest reservations to pack and activities at * Plan for food photo album
vatations Discuss with = Search Might and for dinner pack family hotel and meals « Send plctures

* Find out friends anline for hatel that nearby Print tickets and = Keep track of during the trip to friends and
about family Read details on meets needs Find and book travel allof things ~ * Plan for family
events magazines 1op options of the entire a couple of infermation that have transportation = Tell people

Review online family interesting Plan for been to and from about the
travel sites tours and transportation scheduled airport good and bad
Get sense of EXCursions 0 and from Post fun stuff parts

costs airport on Facehook

Expectations for online travel agency  (Customer perception of experience: Good | Neutral | Bad)

* MNone - Compare + Compare * Book * None * Naotify when = Mane » Motify when * Mone
prices of prices of cheapest flights are late flights are late
different different flight that * Rebook * Rebook
travel itineraries meets needs flights when Mights when
destinations Book there is a thereisa
and packages cheapest. missed missed
hotel that connection connection
meets needs

Emotional state of persona

Potential opportunities for improvement
= Offersample  + Allow searches « Provide Explare + Develop Explore Develop « Pravide

itineraries for across multiple  reviews of clasing “white proactive closing “white praactive capability to

family destinatians, hatels from space” with rebooking spacs" rebocking easily share

vacations 2.8, lowest previous vacaton based on sending based on phatos,
cost options families on scheduling family traveler targeted Family traveler comments
anywhere in vacation at that includes profile offers based prafile and details of
Caribbean hotels restaurants & on family itinerary

EXCUrSIOns, itinerary ®
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