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Who Is in the audience today?

A. Entrepreneurs looking for ideas to grow their
business.

B. Students preparing for job interviews.
C.Professionals enhancing their toolbox.
D.Just here for the food.



Today’s agenda

(1) Buyer personas

(2) Influencers and decision makers

(3) SSF marketing funnels

(4) Customer journey map



Image Credit: Forest Gump 1994, Viacom



Buyer Personas
Define who you are trying to reach

» Characteristics that describe the companies or
Individuals you want as customers.

« Composite picture of the real people who buy,
or might buy, products or services like yours.



Why Buyer Personas matter

» Crowded advertising space
* Democratized tools for ads
» Marketing stack sophistication
 Ultra targeted communications



Start broad, then drill-down
First, identify broad buying groups

== ==

1. End Consumer L ¢ Men purchasing L
for themselves _

—

e \Women or men
2. Wholesale buying as gifts
Accounts

—



Define major elements for
each persona

 Location (+ excluding)
* Age range

« Gender

* |nterests

* Education level

« Job title

* Income level

« Relationship status
* Language

« Favorite websites

« Buying motivation
« Buying concerns




For
established
businesses

 Conduct
Interviews

 Facebook
Insights

* Google Analytics
Audience reports

For
new
businesses

« Conduct interviews
« Evaluate competition

* Traffic: SimilarWeb
or Compete

* Visit competitor blogs
and social media
pages



Lives In: Canada, United States
Age: 25-40
Gender: Male

Interests: Fitness and Wellness, Shopping and Fashion,
Sports and Outdoors, Technology

Education Level: College Graduate

Job Title: Finance, Financial Advisor, Financial Analyst

; c g or Financial Adviser
Buying Motivation:

Wants to stand outina boring  jhcome: 45k-75k
workplace.

T —_— Relationship Status: Single
Alex is price conscious and
responds well to sales and
discounts.

Interested In: Women

Language Spoken: English

Source: Shopify
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(1) Buyer personas

(2) Influencers and decision makers

(3) SSF marketing funnels

(4) Customer journey map



Source: Giphy


https://media.giphy.com/media/AEMyf9Oj6MpS8/giphy.gif

Four types of buyers
All yield influence

* Technical Buyer — screen out and evaluate
suppliers products and services

« User Buyer — use and benefit from the
suppliers offering

« Economic Buyer — ultimately approve the
purchase of the suppliers products and
services

« Coach — can guide and inform you

The New Strateqgic Selling, Miller Heiman



http://www.michaeltrow.com/salestraining/sales-training-know-your-buyers-and-their-thought-process
http://www.michaeltrow.com/salestraining/sales-training-know-your-buyers-and-their-thought-process
http://www.michaeltrow.com/salestraining/sales-training-know-your-buyers-and-their-thought-process

Learn about buying motivations
and concerns

* Priority Initiatives
» Success factors

* Percelved barriers
* Buying process

» Decision criteria
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(1) Buyer personas

(2) Influencers and decision makers

(3) SSF marketing funnels

(4) Customer journey map



Source: Disney Giphy


https://media.giphy.com/media/jTXvL4LjakYI8/giphy.gif

SSF Method

Create different marketing funnels for
different decision making lanes.

x

Sidewalk

Unaware of
the problem
you can solve.
Experiencing
the problem,
but not yet
ready to act.
Far from
being ready to
buy anything
from you.

=i i,

Slow Lane Fast Lane

Aware of the need. « Acutely aware of
Starting to look, want the need.

to find a solution
before it gets worse.
Want to make an
Informed choice.
Actively seeking
Information and

« Keeping them
awake at night

* Ready to
purchase a
solution, as long
as it meets their

looking up to needs and
authority figures to overcomes their
show them the way. objections.

Inc. 2016; SSF attributed to Scott Oldford of INFINITUS. Images from Freepik.


https://www.inc.com/danny-iny/forget-what-you-know-about-marketing-funnels-and-do-this-instead.html

CONTENT MARKETING
SALES FUNNEL

Website Visit
GENERATES TRAFFIC [Nt

Blog Post, Press Release, Web Page

TOFU
Low barrier to consumption. GEN ERATES LEADS

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

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

BOFU GENERATES

High barrier to consumption.
Executive Summary,
Demos, Brochures

Source: Kuno Creative



Today’s agenda

(1) Customer targets and personas

(2) Influencers and decision makers
(3) SSF marketing funnels

(4) Customer journey map



What Is a customer journey
map?

* Visual representation of steps and perceptions
that a specific customer goes through over a
period of time to accomplish a specific goal
that may include some interactions with your
company.

* |dentify how customers view the process by
putting interactions in the context of the
customer’s goals, objectives and activities.



How to map the journey of
your customers

1.

o1

Begin with a client or persona and a particular journey.

2. Develop a chronological list of the stages of the journey.
3.
4. For each stage, note the steps and whether your

Develop an objective for each stage.

company is involved.

Record customers’ expectations. Record potential
obstacles and bright spots.

. For each stage, plot the expectations versus the actual

experience.

. For each stage, what would make the life of the

customer easier, and make the outcome better?



Customer

RESEARCH AND PLANNING

Review Call / Visit
website  Process Questions

Journey Map Example

NEW OFFER

Engage in
Referral program

Recelve
communications

Make Loan
Payment

Receive Payment
Reminders

* Search all * Review bank  + Calis branch * Teller gives * Receives loan * Loan document 'S« Receives * Bring cash or * Refinances must be  * Telers do phone * Give customer
optons services * Gets process info paper form amount e “receipt” phone cal 2.3 check or %0 ETF completed in- campaigns (w' roterral
* 50-75% from = Select a branch - Teller sets appt time « Fills out paper - Teller offers other 'T‘.’"md days befcre » Customer receives  branch for reporting) * If referred jouns,
motile * Teller calls customer form due paper receipt reprinting and * Auto-Emale/SMSs referrer gats
* Wil get search Dack 1o confiom vald * Teller * Signs Swrites check « Teller hands them o d +C can addendum signing Notered
ads contact (which creates processes « IF UNAPPROVED: 2ppt card SMS then we aange payment  + Bank doesnt
= Check online stronger chance of (10min) letter provided w/ « Yeller asks how won't call require full app
fovaws acquisition) * Tellor doos codes only (dwects 10 they want 10 get * SMS'ers gat * By mad 8gain as long a8

* Walk-n should get verfications call of write) money after all reminder on not more than year

greeted by teler with customer Process SMS opt due date since full app

LS PROSC 40 In, receive texis

after originaton

VO OO0 @D FOVS HF2 @V O
B 27 e DS S R ICE 2DOER

CHOP VS

@Q 8B &S

CENTRIC CONSULTING
((DIGITAL )

* Negatve press  » Inconsistency  + Paper app ineed verbal  + Employment « Contract length (e.9. * Multple phone  » Plan has 100 much » Teler tumover * Often receive multiple  * Fraud abuse
trom disgruntied  between online  900sent 10 begin app) venficaton 10t of contract calls and paperwork « Redundant/ reminders 101 same
bank customens  and branch * Teliers - tough to answer * Employer legalese) reminders Required verfication  offer
appoars n Mwﬂ_;m"“:‘;’ willingness 1o« Physical checks steps
Google Search confusion on maich cust 3 provide info requeed
* Inaccurnte websile + Process consistency
contert in search + Content on * Teller training ! exp.
results websde not * Lead generaton app not
current ntegrated
* Hgh walt-times 1 get 1o
teler Window at-peak
mes
* Lead gen * Leverage * Alow starting appihcation  « Abilty 10 send missing docs online (1o « Offer abity to * There's a gap in
= Direct mail the branch) customize of
targets should videos 10 help  * Re-route ranch CABS 10 . yierify employment and banks online remnders customers fnancial ife
leverage pre- evaluate ol NSt Gl + Require vald emad and use confirm lknk (trequency and financial educaton and
altematves ok SORSOmOn] & Live agent video chat (replace in-person method) how they manage
ensure all needed
data - Shopping data  gocuments are brought connection) * Takeo tellors away
R chother  toimprove the 1o beanch * Improve efficiencies in branch lines 10 from payments
sites’ referral miig team's = Omni-channel speed up loans (e.g. scan drivers and feminders
IMpacts on yp of business cense, Wi-Fi in iobbies for application procedures 80
arving business #1088 channels entry) they can focus
« Establish Cust * Use paperiess contract ON CUSINer
Sat. program engagement
* Promote 888/
Yelp ratngirevs



" Content Mapped to the Buyer’s Journey

Unawareness Discovery  Diagnosis  Research  Evaluation Comparison Validation
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.= _ Helpful Insight: _ Challenging Insight — A Product Information

\§ gn’ -eBooks = -Thought Leadership — -Integration Guides

§ B=_  -Whitepapers — 0 Materials = E ™ -ROICalculator

§ =—  -3rd Party Research S -Industry Trend Analyses = -Data Sheets

== =D -BlogPosts -Case Studies & = —  -Solution Briefs
-Webinars -Assessment Tools -Product Brochures

Source: Accent Technologies



https://www.google.com/search?q=customer+journey+map+template&client=safari&channel=ipad_bm&prmd=imvn&source=lnms&tbm=isch&sa=X&ved=0ahUKEwjApsOvs-nYAhUPNKwKHdxxDzEQ_AUIESgB&biw=1024&bih=666&dpr=2

Customer Journey Map Template

Bl T T T D

Touchpoints

User Experience

Overall Satisfaction

Positive

Customer Experience
Negative

Recommendations

Ideas for Improvement

Source: QuestionPro


https://goo.gl/images/pQfh5s

Summary

o Start with buyer personas as the foundation of
your internet selling strategy.

 Understand who influences decisions

* Map the buyer journey and marketing
touchpoints to provide value and consideration
by buyer readiness -- sidewalk, slow, and fast
lanes.

 Get started and modify over time— it's your
company’s own journey. Enjoy the ride!



Thank you

« Q&A
* Feedback survey

@ /lauriebarkman


https://www.linkedin.com/in/lauriebarkman/

