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Content Marketing Roadmap
The B2B Buyer's Journey

Decision

 Retention Advocacy

TOPDOG

Copyright © TopDogSocialMedia.com

Quelle: https://topdogsocialmedia.com/content-marketing-roadmap/
https://2f9gq729pkz27zemay5nsl4e-wpengine.netdna-ssl.com/wp-
content/uploads/2017/10/top-dogs-content-marketing-roadmap.jpg

MARKETING & SALES FUNNEL

Defining the 6 stages of the marketing and cales funnel.

Prospect/Visltor

Top of

the funnel
Marketing's
responsibility

Middle of

the funnel

Shared marketing & sales
responsibility

Bottom of the funnel
Sales’s responsibility

Quelle: https://www.yumyumvideos.com/how-to-use-content-video-in-sales-funnel-stages-
wp/
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Awareness Interest (onsideration

Intent Evaluation m

Education

sales journey
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Quelle: https://toolboxcreative.com/the-sales-and-marketing-integration-roadmap/

THE CONTENT LIFECYCLE

TOFU

* Blog +Audio Podcast

- Social Media Updates «Video/Video Podcast

+ Infographics +Microsite

* Photographs «Print Magazine/Newsletter
- Digital Magazine/Book - Primary Research

MOFU

* Educational Resources + Discount/Coupon Club
+Useful Resource - Quiz/Survey
+Software Download » Webinar/Events

BOFU

+Demo/Free Trial

« Customer Story

- Comparison/Spec Sheet
« Webinar/Event
*Mini-Class

Quelle: https://www.digitalmarketer.com/digital-marketing/content-marketing-strategy/
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INBOUND MARKETING

Content is marketing’s last
opportunity for creativity.

Relevant conftent eams permission to
sell. Content is the fuel that drives the
inbound effect from partner siles and

outposts, content s the conversation
starter and problem solver in social
media and it's the only way to develop
astrong presence in search engines
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Publish and promote your
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https://www.smartinsights.com/wp-content/uploads/2012/02/inbound-marketing-
funnel.jpg

Creating Content for the Buyer's Journey

M U

lam funaware » *Is the chosen
iy *l am actively I've narrowed solution doing
problem. looking for this down to a | have decided what it
OR solutions to this couple of to act on the promised? Am |

*| have become problem, and options, and I'm information | getting the
aware of a trying to sort weighing out have most from it?
problem, yet _ through the pros and collected.” Am | happy
not sure what information. cons of each.” with the
to do about it* results?

Why should How can we
they decide help them be
now? successful?

What problem How do we
is the buyer solve their
facing? problem?

Why are we the
best option?

https://www.act-on.com/blog/how-to-maximize-your-inbound-strategy/
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OFFERS FOR EACH STAGE OF THE BUYING PROCESS

= Blog posts « Subject kit « Guide or tutorial
I I ' = Email newsletter * How-to video * Resource round up
TOP n n R EN ESS = Introductory whitepaper  « Educational webinar » Glossary
OF THE

STn G E « Tip sheet « Infographic « Data visualization

* Checklist * Slideshow = Interview
« Introductory ebook * Educational podcast » Template

FUNNEL

« Customer testimonials * Demo video

EVALUATION * Advanced eBook » Product or solution focused whitepaper
MIDDLE * Catalogue * Product spec sheet
OF THE STAGE * Case study « Fregently Asked Questions page
FUNNEL ¢ Free sample « Product or solution focused webinar

PURCHASE

BOTTOM STAGE * Free consultation * Free trial
OF THE ¢ Pricing page * Estimate or quote
FUNNEL * Live demo * Coupon

@ powered by search

http://www.poweredbysearch.com/wp-content/uploads/2013/08/Offers-for-Each-Stage-of-
the-Buying-Processl.png

FUNNEL METRICS <

= Branded Search

= Share of Searth GORL =

* Cantent Bounce Rate - Acquire New Visitors

= Content Traffic Split - Segment New Visitors

+ Inbpund Links - Company Eranding nitiatives

DRILL DOWN METRICS

Comments
idual Post Banner Click %
« New Leads ia Followers
* Returiing D
* Retargeting Lists

* Proma Emaill Metrics
* Linit Typ
« Average
* Cumifati
Rate for

* Revene Per

GOALS:

- Drive Visitars Back to Your Site
- Convert Visitors into Leads

- Build Sodial Media Channels

GOALS:
~Comvert Leads into Customers

- Maximize Funnel Conversions:
~Maximize Initial Conversion Value

* Retargeting Lists

GOALS:

- Tum Customess into Repeat Customers
- Maicimize Member Value

- Redure Customer Churn

- Company Branding Initiatives

lerm.maxsrm

https://www.digitalmarketer.com/digital-marketing/website-analytics/images/image04.jpg
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The Digital Marketing Funnel

(how companies attract and retain customers via the web)

Exposure

Inbaund ial media, co
blagosphy g links, email, direct

Discovery
Consideration
Conversion

Customer Relationship
Customer service, fulfillment, communication, and happines
with the product all play into the post-conversion gxperience

Retention

he
y

Digital Marketing Funnel
https://moz.com/blog/building-your-marketing-funnel-with-google-analytics
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The Marketing Funnel TrackMaven

» Marketing campaigns and
consumer research

» Events, advertising, tradeshows,
blog, webinars, direct mail, viral
campaigns, social media, search,
media mentions, and more

| Generation

I Lead

* Engagement and introduction to
positioning

* Emails, targeted content, classes,
newsletters, and more

* Product information and specials
* Automated email campaigns, case
studies, free trials, and more

| Nurture

® Product demos and shopping carts
» Sales adds to nurture stream

* Marketing and sales work to
prove their product is best

Sales !Lead

————(——(— » Sales transaction is completed

https://www.freelansy.com/loadfile/2018/06/SALES-2.png

Social Ads Newsle““’
" Community
vl .. ‘Hemews Forum Social Netwurks"
email Qs ..ﬁ-.. ,.-
Online Ads . Media we"’“
Direct Mall
Email Smrc " - "
., ’ Wurd of Mouth v as Knowledge nm Promations
PR L]
Ecommerce

Radio

™

Print

https://www.mysdm.ch/wp-content/uploads/2016/05/journeymapl.png

ATTRACT CONVERT CLOSE DELIGHT
c g Promoters
Surveys
Keywords Calls-to-Action Email Smart Content
Soclal Publishing Landing Pages Workflows Soclal Monitoring

https://wifimaku.com/online-
marketing/files/16515247/16482458/1/1471698883266/Verkaufszyklus-4-Phasen.png
http://www.hubspot.com/inbound-marketing
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BUYER'S JOURNEY

The Voice of the Customer can be activated at every stage of the Buyer's Journey. Customer references, stories and
referrals can add value and influence the buyer's decision making process throughout the entire customer lifecycle.

PHASE 3

v R

s 8 8 8 s s s s

BUYING

ADVOCATING

Community forums Case studies Blogs
Customer stories Community forums. Case studies
Review sites Customer references Community forums
Social networks Customer referrals Content share
Word of mouth Customer revi Customer references
Social networks Customer referrals
Testimonials Customer reviews
Video interviews Customer satisfaction
scores
Net promoter score
Review sites
Social networks
Testimonials

Video interviews
Word of mouth

RO-BuyersJourney-Infographic_v5.jpg
https://www.roinnovation.com/how-to-align-customer-stories-to-buyers-journey/

ONUNE [N EXPLORE
RESEARCH SOLUTIONS o
VENDORS

CONSIDERATION DECISION

CONTENT CONTENT

Whitepapers In-person events
Webinars ROI calculators
E-newsletters Der

Reparts

eBooks

— |
OPPORTUNITY MANAGEMENT
LEAD MANAGEMENT

UYER JOURNEY

DEMAND GENERATION

The 828 Buyer lourney Copyright © spotONvision
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INITIATE ENGAGE

CONTENT CONTENT

ADVOCACY
CONTENT

Referral programmes
Ambassador
programmes
In-person events

Welcome packs Support updates

Customer Customer events

newsletters User groups
Webinars

=
S
R

CUSTOMER JOURNEY

The B28 tustomer Joumney @ () SECECIMsian

Quelle: https://www.spotonvision.com/
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