
THE BUYER'S JOURNEY: 
THE MARKETING 
FUNNEL EVOLVED 

We will be starting at 2:00 pm ET.  

Use the Question Pane in GoToWebinar  

to Ask Questions! 

Twitter hashtag #InboundLearning 

INTERMEDIATE  

Mark Kilens 
@MarkKilens 

Julie Spatola 
@JulieSpatola 

Enter the question of the day 



#INBOUNDLEARNING 



10/15 - Understanding Your Content 

10/22 -  Creating a Holistic Content Experience 

WEBINAR SCHEDULE  



NEW HUBSPOT ACADEMY TRAINING APP 



Mark Kilens 
@MarkKilens 



Julie Spatola 

@JulieSpatola 



1 Your content matrix 

2 Analyzing your content matrix 

3 Planning your content roadmap 

4 Use what you have 

AGENDA 



YOUR CONTENT MATRIX  1 



MAP YOUR ENTIRE CONTENT LIBRARY 
Content Audit Worksheet (Excel) 



CUSTOMER EXAMPLE 



Content Matrix 
Analyze Entire Content Library 

Map & analyze overall content mix, 
holes opportunities, overall content 
alignment with market maturity 



Map & Analyze Entire Content Library 
Map & analyze overall content mix, holes, opportunities, overall content 
alignment with market maturity 

% % % 

Title A 
Title B 
Title C 

Title 1 
Title 2 
Title 3 

Offer X 
Offer Y 
Offer Z 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Content offer has 
unclear Buyer’s 
Journey stage 
alignment  

Revise content 
offer title  



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Content offer 
contains information 
aligning with 
multiple stages 

Split Content offer 
into 2 offers, each 
distinctly aligned 
with 1 stage only 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Not enough 
content offers 

Put a bow on it: create 
a downloadable PDF 
content offer from 
information available 
only on website page 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Not enough Awareness 
Stage Content 

Create awareness 
stage thought 
leadership whitepaper 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Not enough 
Consideration 
Stage Content 

Identify and create 
more Consideration 
Stage Content Offers 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Not enough 
Decision Stage 
Content Offers 

Put a bow on it: Create a 
downloadable PDF 
Content Offer from 
information available only 
on website page 
(Common Examples: 
Product Info., Case 
Study/Testimonial, Free 
Trial, Demo, Contact Us) 



ANALYZING YOUR 
CONTENT MATRIX 2 



ANALYZE IT 



% % % 

% % % 

BUYER PERSONAS 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Missing content in 
awareness stage 
for persona a 

Create awareness 
stage white paper 
for persona a 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Only have content 
for one persona 

Repurpose Content 
Offers in each Buyer’s 
Journey Stage to 
message to Persona C 
where content is lacking 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Content is generic and 
not aligned by persona 
“any of our buyer 
personas would find 
this helpful” 

Strengthen content 
offers to align more 
closely with the needs 
of a specific persona 



% % % 

# 
% 

# 
% 

# 
% 

TOPIC 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

We have a favorite 
topic and have 
never explored any 
other topics 

Do industry research to identify 
new topics of interest to your 
prospective buyer: technology 
developments, changes in law 
or regulations, social trends 
changing how people live their 
lives, economic factors affecting 
the status quo, generational or 
social factors causing shifting 
priorities 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

We have a favorite 
topic which all of 
our content offers 
cover exclusively 

Build up library of 
content offers in all 
three Buyer’s Journey 
stages for topic #2 



% % % 

# 
% 

# 
% 

# 
% 

CONTENT TYPE / FORMAT 



CONTENT MATRIX  
ANALYSIS OBSERVATIONS 

RECOMMENDED ACTION  

Content format type 
lacking variety 

Repurpose webinar 
into a 2nd and 3rd offer 
in different formats 
such as a podcast and 
a downloadable slide 
presentation 



YOUR TURN! 
 
WHAT IDEAS 
DO YOU WANT 
TO SHARE? 



PLANNING YOUR 
CONTENT ROADMAP 3 



What observations did 
your Content Matrix 
analysis produce? 

 

Compile a list of the 
logical correlating 
recommendations for 
each observation 



CREATE WHAT YOU NEED… 

OUTLINE YOUR CONTENT ROADMAP 



1. Revise Titles 

2. Create Landing Pages for new 
content found on your 
website 

3. Split content offer XYZ that 
tries to cover multiples stages 
into 2 content offers: i.e 1 
Awareness Stage PDF and 1 
Consideration Stage Webcast 

1. Create Awareness stage White 
Paper for Persona A 

2. Identify and create more Decision 
Stage content offers 

3. Build up library of content offers in 
all 3 Buyers Journey Stages for 
Topic #2 

4. Repurpose content offers in each 
Buyers Journey Stage to message 
to Persona C where content is 
lacking 

Content Roadmap 
Itemize Next Steps – Separate Short & Long Term Action Items 

Short Term Action Items Long Term Action Items 



USE WHAT YOU HAVE! 4 



Idea #1 - Lead Nurturing Workflows 



Idea #2 - Lead Scoring 



Idea #3 – Thank You Pages 



Idea #4 – Smart Call-To-Action (CTA) Buttons 



Idea #5 – Landing Page Copy 



YOUR TURN! 
 
WHAT IDEAS 
DO YOU WANT 
TO SHARE? 



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

• Offer Title & 
Abstract 

• Landing Page 
Copy 

• CTA Button Copy 
• Email Copy 
• Email Subject Line 



1 Organize you Content Offer Inventory using the 

content matrices 

2 Analyze each content matrix 

3 Create a short term & long-term content roadmap 

4 Use your current content offers in your inbound 

marketing tactics  

NEXT STEPS 



1  The Content Matrix 

2  The Content Creation Roadmap 

 

RESOURCES 



QUESTIONS? 



HUBSPOT ACADEMY TRAINING 



THANK YOU. 


