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THE MARKETING 
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1 What is The Buyer’s Journey?  

2 Why The Buyer’s Journey? 

3 Content mapping methodology 

4 Map entire content library – content offer inventory 

worksheet 

AGENDA 



WHAT IS THE BUYER’S 
JOURNEY?  1 



THE ACTIVE  
RESEARCH PROCESS  
A BUYER GOES THROUGH 
LEADING UP TO A PURCHASE. 



A model to help keep the 
buyer’s behavior, information 
needs and problems central 
to anything sales and 
marketing does. 





WHY THE BUYER’S 
JOURNEY? 2 



84%  
of marketing executives say 
they plan on developing a 
process to map rich media 
content assets to buyer 
journey stage. 
(Source: Aberdeen) 



43%  
of marketers say their 
top 2013 priorities are 
centered on lead 
generation – sourcing 
and converting leads. 
HubSpot, 2013 State of Inbound Marketing 
Research Report 



INBOUND 
METHODOLOGY 



Marketing 
Funnel 
A predictive analytics 
model used by 
businesses as a marketing 
or sales pipeline predictor 
and tracking mechanism.   

  



50%  
of marketers say  
their companies are 
customer-centric. 
HubSpot, 2013 State of Inbound 
Marketing Research Report 



25%  
of marketers cite reaching the 
right audience as their top 
priority for 2013. 
HubSpot, 2013 State of Inbound Marketing Research Report 



WHAT IS A 
KEYWORD? PERSONAS 

Depict a static picture  
of your ideal buyer,  
their habits and  
needs in general. 



56%  
of U.S. email users 
unsubscribe from a business 
or nonprofit email subscription 
because of content that is no 
longer relevant.  
(Source: ChadwickMartinBailey) 





Specific content offers are 
more relevant to buyer’s at 
specific times during The 
Buyer’s Journey. 



That’s 
nice in 
theory... 



But how do 
you as the 
marketer 
know which 
one of your 
content offers 
to choose? 



MAPPING AN INDIVIDUAL 
CONTENT OFFER. 3 



Content Mapping Methodology 
3 key content mapping fundamentals 



Behavior and research needs differ in each stage 
of The Buyer’s Journey 



Prospect has now decided on 
their solution strategy, method, 
or approach. Is compiling a long 
list of all available vendors and 
products in their given solution 
strategy. Is researching to 
whittle the long list down to a 
short list and ultimately make a 
final purchase decision. 

Prospect has now clearly 
defined and given a name to 
their problem or opportunity. Is 
committed to researching and 
understanding all of the 
available approaches/methods 
to solving their defined problem 
or opportunity. 

Prospect is experiencing and 
expressing symptoms of a 
problem or opportunity. Is doing 
educational research to more 
clearly understand, frame and 
give a name to their problem. 

Specific Content Types are most relevant at 
specific stages of The Buyer’s Journey 



Leverage relevant terms in each stage of The 
Buyer’s Journey 



Map each Content Offer: 
1. Identify 3 Key Content Mapping Fundamentals: Content Type, 
Keywords and Terms, User Behavior 

• Have a problem with Landing 
Page Performance 

• Have low conversion rate on LPs 
• Likely have a problem with leads 

• eBook 
• Expert Advice 

• Optimize 
• Improve (“for conversions” implies 

“to improve conversions”) 



Map each Content Offer: 
2. Evaluate alignment of each to Buyers Journey Stages 

• Have a problem with Landing 
Page Performance 

• Have low conversion rate on LPs 
• Likely have a problem with leads 

• eBook 
• Expert Advice 

• Optimize 
• Improve (“for conversions” implies 

“to improve conversions”) 



Map each Content Offer: 
3. Decide on one Buyers Journey Stage to which this Content 
Offers Maps 



DID YOU MAP THE 
CONTENT OFFER 
CORRECTLY? 



The Buyers Journey Quick 
Reference Guide 
Hang it up at your desk! 



MAP ENTIRE CONTENT 
LIBRARY - CONTENT 
OFFER INVENTORY 
WORKSHEET. 

4 



57%  
of a prospect’s buying 
decision is complete before 
that prospect’s first contact 
with a supplier.  
(Source: Conference Executive Board: Marketing 
Leadership Council Research,  
Sales Leadership Council Research ) 



Leads nurtured with targeted 
content produce an increase in 
sales opportunities of more than  

20% 
(Source: DemandGen) 



MAP YOUR ENTIRE 
CONTENT LIBRARY 



MAP YOUR ENTIRE CONTENT LIBRARY 
Content Audit Worksheet (Excel) 



Customer Example #1 



Customer Example #2 



Customer Example #3 



APPLY IT TO YOUR INBOUND MARKETING 
Idea #1 - Lead Nurturing Workflows 



1 Catalog your content into the content offer inventory 

worksheet  

2 Identify The Buyer’s Journey stage of each Content 

Offer – Awareness, Consideration, Decision 

3 Attend Part 2 of Webinar Series next Tuesday, 

October 22 @ 2pm ET. 

 

 

NEXT STEPS 



1 Quick Reference Guide 

2  Content Offering Inventory (Excel Worksheet) 

 

RESOURCES 



QUESTIONS? 



HUBSPOT ACADEMY TRAINING 



THANK YOU. 


