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Who Is in the audience today?

Entrepreneurs looking for ideas
Students preparing for job interviews
Professionals enhancing their toolbox
Just here for the party
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Today’s agenda

(1) Buyer personas

(2) Influencers and decision makers

(3) Sales funnels

(4) Customer journey canvas



Buyer persona
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.



How? Talk to real people.

« Ask buyers to walk you through their
decision, starting with the moment they
decided to solve this problem.

« 20 -30 minute in-depth conversation.

« Take notes.

* Have an agenda, but be flexible to go off-

script.



B2B persona

BACKGROUND

Title .

Markotng managers of
Dwector

Organization Size :
25-200 amployess
Industry -

lTech/Reotail/Finance

Source: Referral SaaSquatch

Marketing Mary

LEARNING

Favorite Blogs /
Publications -

HubSpot blog and Moz

Social Networks /
Associalions .

Mombear of Digital
Doughnuts, avid Twitter
user

©

JOB ROLE

Reports To
CEO

Team .
Small team of 3 markaters

Responsibilities .
Goenecaling enough loads
for the sales team,
managing brand
communicabions and
gunarating awaronuss
Product awareness

Job Measurement -
Loads, MQLs, Traffic,
Subscribers, Awareness

Tools :
CRM, wordprass, social
networks, GA, Swiftpage

o CHALLENGES

Too much to do, Wwo fittle
tme, not enough
resources, channel mess

0 GOALS

X lcads/month, X
traffic/month


https://www.referralsaasquatch.com/b2b-buyer-personas/

B2C persona

Coffee Shop Marketing Persona

BACKGROUND HOPES § DREAMS
* 20vyears old * Become a reputable interior
* Single designer

* Lives in San Francisco, CA
* Full-Time Interior Design Student, Part
Time Worker

FINANCES
* Household income of $30,000

* Travel the world
* Have the flexibility to be able to

pick up and go as she pleases
Not have to worry about finances

* She's super conscious about what she WORRlES & FEARS
spends her money on Not being able to pay her bills
* Prefers to use her credit / debit cards ¢ Getting stuck somewhere and not
being able to travel
IN HAVI
Or;‘aléebikB'sEheﬁ\f/e_a?S * Not having enough time with her
cat
* Active on Twitter, Instagram, and e Not bein
g able to pay back her
SarQh SfUdent Pinterest school debt
* Looks for coupons and good deals on
‘ RPe = cool, new experiences or restaurants
“I need to be able to go somewhere to relax, MAKE HER LIFE EASIER
re-focus, and get inspired without breaking WHAT SHE'S LOOKING FOR « Funky atmosphere that's inviting
the bank.” * A place to de-compress after a hectic and relaxing
week * Deals and coupons
* A quiet place to study where she’s not * Provide a job-board inside the
A DAY IN THE LIFE OF SARAH distracted by her messy room coffee shop for freelance jobs
* Early mornings, late nights describes her daily ¢ Agood deal to make her feel better *» Cozy seating with plenty of
routines, so she lives on coffee about purchases charglng.stations .
* She goes to school all day, studies at nights and works « Asense of stability in her chaoticworld ~ * Order drinks to-go online or
freelance jobs * Cool, new experiences or adventures through an app
* She has a cat that keeps her grounded with a sense of * Social media engagement
responsibility WHAT INFLUENCES HER incentives for discounts

» She's a carefree college student

* Her house is never in order, her fridge is empty and
she’s always buried in a book or her laptop

* She takes the train and Ubers everywhere

* Her friends and colleagues
* Magazines, blogs, articles, and design publications

BRAND AFFINITIES
* Starbucks, H&M, Forever21, American Eagle, Target

Source: IronSpring Design



https://www.ironspringsdesign.com/b2b-and-b2c-marketing-persona/

Today’s agenda

(1) Customer targets and personas

(2) Influencers and decision makers

(3) Sales funnels

(4) Customer journey canvas



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

Learn about buying motivations
and concerns

* Priority Initiatives

» Success factors

* Percelved barriers
* Buying process

» Decision criteria **

** Also talk to non-buyers and
those who chose a competitor.



Questions to ask buyers

« Priority initiatives: What are the 3-5 problems or areas that you
dedicate time, budget, and political capital to?

« Success factors: What are the tangible or intangible metrics or
rewards that you associate with success?

« Perceived barriers: What factors could prompt you to question
whether or not this solution/product can help with achieving your
success factors?

* Buying process: What process do you follow in exploring and
selecting a solution that can overcome perceived barriers and
achieve your success factors?

« Decision criteria: What aspects of each product will you assess in
evaluating alternative solutions available?

 Include insights from buyers who chose a competitor and those
who decided not to buy at all.
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Sales funnel example

Awareness

Consideration

Conversion

Advocacy



SSF Method

Consideration for decision making

L
|
y ) =1 -
Sidewalk Slow Lane Fast Lane
« Unaware of  Aware of the need . Acute|y aware
the problem * Actively seeking . Awake at night
* Not yet iInformation
ready to act ~ ° Lookingto + Readyto
influencers purchase If

meets needs

Inc. 2016; SSF attributed to Scott Oldford of INFINITUS


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
canvas?

* 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 Journey Map Template Persona: Type of Buyer:

-l —— > — > ——

Touchpoints

User Experience

Overall Satisfaction

Positive

Customer Experience
Negative

Recommendations

Ideas for Improvement

Source: QuestionPro


https://goo.gl/images/pQfh5s

" Content Mapped to the Buyer's Journey
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-eBooks = -Thought Leadership — -Integration Guides
-Whitepapers —— Materials = £ ™ -ROICalculator
-3rd Party Research R -Industry Trend Analyses ——% -Data Sheets
-Blog Posts -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#imgdii=ztr3sl2q5gmDyM:&imgrc=OGsqPcDDReuWfM:
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Pointillist customer journey analytics



https://www.pointillist.com/blog/make-your-journey-maps-measurable-with-customer-journey-analytics/
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BRAND EXPERIENCE JOURNEY

N

on my way

confused

comfortable

getting lancome

excited

boring to wait

9000000

share experience

love

excited interupt to return
~ what's their
g whatdoii reaction?
s need to buy? can i preorder items can i et e what should i do if my credit card
‘ff is it okay with for delivery? to a store? has been refused when placing posting review
S my skin type? (option :over sea delivery) an order?
= 55%- smart phone
- ; . tweet,facebook.
b comparing different website/ changing order/ g;tlz?;?;rgl 75%-sns
]  function/ price differences/ refund and return s Sor ot s5%-blogging
2 needs custotmer serl_vuces/ policy/ who can i talk to when i have
3 fEXNM poscy other customer review complaints? £
£, 3 {3 K if i want to return, T
Eal=d  28% buy in online shop “who uses lancome? u . will | extracharge what do i do if my L
BBl because someitemsare  letmeknow how itis® 0% n:z::;:;:'gyé‘an product breaks down during *®
- 2 not accesible (87% woman in usa B the guarantee period?
= trust blog) men) ‘ w * E the place where she can share her
experience on lancome official website
? M trustable information/ ( ﬁpromotioln)/ s s i primary deliver); services/ &
A not too commercial/ ST, U IR easy way to pay,
B friendlyima fast customer services/ b - fast customer service/ I STILL need a fast customer service and
> ges easy way to return and refund/ and easy return policy : : : ; 2
2 variety of options of wrapping/ the one who i can talk to complaints
. advertise on online megazines. news. internet banner. f ff ing inf i
media B ast delivery system. offer tracking information. | encourage mom bloggers to post review
,ecommgd:ﬁon gf:' P di.scwc';:s coupons and QR cwe‘;':e samples. offer free gift wrapping.messages. offer promotion- sale. dc. free gift. bag.
rs customer service - chatting room. text. sns. call free. cust review on official web site. 24hrs customer service

Source: behance.net



https://www.behance.net/gallery/Lancom-brand-journey/5217737

Summary

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

 Understand who influences decisions.

* Map the customer journey and sales
touchpoints to provide value and consider
readiness factors.

 Get started and modify as you go...



Whether your budget is $0.00
or $100,000,000

» Talk to customers

* Tailor your selling strategy

* Test and learn

* Measure & celebrate

* Double down on wins

* Be honest about what didn’t work




Thank you

@ /lauriebarkman


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

B2B marketing persona components

 Photo & Name
Use a fictional name and photo to help you visualize your user.

« Job Title
|dentify their role in their company.

« Background
You need some insight to this user. What are their characteristics? What are some
of their daily habits? These will help gain a deeper understanding of your user to
better understand their behaviors.

« Motivators
You need to know what it is they’re trying to accomplish in their role. Map out their
typical responsibilities, goals, and core objectives.

* Needs
What it is they require to accomplish their tasks and reach their goals? This
information will help you outline the core functions and features you need for your
website.

« Challenges / Pain Points
What are some of their most frustrating challenges they face while trying to
accomplish their goals and objectives in their role?

* Deterrences
What would prevent them from purchasing? Why would they go with other vendors
instead of yours?



B2C marketing persona components

Photo & Name
Use a fictional name and photo to help you visualize your buyer.

Personal Background
Though your personas are fictional, they are based on quantitative and qualitative research. Identify their age, marital status, location,
education, career information, or any other information that allows you to better empathize with your target.

A Day in the Life...
Describe the daily routines, personality characteristics, and habits of your buyer. Be as specific and detailed as possible.

Finances
By describing financial information such as: spending habits, income, and the preferred method of payment may influence your
business’ services, website structure, marketing campaigns, and more.

Online Behaviors
Are they on social media? Do they prefer to shop online or in-store? It's important to know how tech-savvy they are to understand
what features your website may need to offer, how you will communicate with them, and what channels you need to be on.

What They’re Looking For
What are they truly looking for? How does your product or service fit into their lives? Defining what their needs are will help you map
out the type of content for your website, the layout, as well as the core functions.

What Influences Them
In order to create marketing messages and roll out advertisements that are effective, it's important to understand who and where your
users get their information from.

Hopes and Dreams

Hopes and dreams are the things that your user wants or needs, both personally and professionally. Understanding wants and needs
allows us to create more targeted content, and may even lead to the development of additional products or services as you identify
gaps in your current offering.

Worries and Fears
Understanding the internal and external fears of our persona will allow you to empathize with them. This will allow you to craft
messages that alleviates this fear, and may even evoke an emotional connection.

Brand Affinities
Which brands do they love? Understanding which brands each persona is drawn to will lend tons of insight to the types of messaging,
imagery, and the other types of interactions that work with their favorite brands.

Quote
With each persona, provide a short quote that captures what the persona is all about, their attitude — either in general, or towards our
products or services.



