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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 

(3) SSF marketing funnels 

 

(4) Customer journey map 

(1) Buyer personas 

(2) Influencers and decision makers 



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  

 

 

 

2. Wholesale 

Accounts 

 

• Men purchasing 

for themselves 

 

• Women or men 

buying as gifts 



Define major elements for 
each persona 

• Location (+ excluding) 

• Age range 

• Gender 

• Interests 

• 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 



Source: Shopify 
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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 Strategic 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 

• Perceived barriers 

• Buying process 

• Decision criteria  
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Source: Disney Giphy 

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


SSF Method 
Create different marketing funnels for 
different decision making lanes. 

Fast Lane  
• Acutely aware of 

the need.  

• Keeping them 
awake at night  

• Ready to 
purchase a 
solution, as long 
as it meets their 
needs and 
overcomes their 
objections. 

 

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. 

Slow Lane  
• Aware of the need.  

• Starting to look, want 

to find a solution 

before it gets worse.  

• Want to make an 

informed choice.  

• Actively seeking 

information and 

looking up to 

authority figures to 

show them the way. 

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
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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. 

 

• Identify 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. Begin with a client or persona and a particular journey. 

2. Develop a chronological list of the stages of the journey. 

3. Develop an objective for each stage. 

4. For each stage, note the steps and whether your 
company is involved. 

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

6. For each stage, plot the expectations versus the actual 
experience. 

7. For each stage, what would make the life of the 
customer easier, and make the outcome better?  





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


Source: QuestionPro 

https://goo.gl/images/pQfh5s


Summary 

• 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  

/lauriebarkman 

• Q&A 

• Feedback survey 

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

