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Part |
Learn & Organize



1 Buyer’s Journey




The Buyer’s Journey

Awareness Consideration Decision
Stage Stage Stage

Ahall hmewepm mm:lpmuym
| have a sore throat, fever, What ase my = Clopaiciant . o clnic.

¥ :
' ; relieving of curing my lhe!RmsSSS.hlmthe
l What's wrong with me? ' symptoms? l fastest & | have insunance.

The Buyer's Journey is the active
research process a potential buyer
goes through leading up to a purchase




Specific content assets
are more relevant to
buyers at specific times
during the buyers
journey




That’s nice In
theory....



Content Offers

White Paper
e Calculator /

Case
o oY J{E W scoon Worksheet
Study Beeesg . ‘
- - — B

Report

o PEROUND MARCET IS
Aar Tw

—  How to Create a High-
Converting Landing Page

Lo pen | — k=

Webinar Free Demo  Trial Download

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



Content Mapping
Methodology




Content Mapping Methodology:
3 Key Content Mapping Fundamentals

Content Keywords

Type / & Relevant

Format Buying Terms

Cycle
Stage

User
Behavior /
Research

Needs




User Behavior and Research Needs differ
throughout the stages of the Buyers Journey

Awareness Consideration Decision
Stage ' Stage : Stage

Mission: Mission: Mission:
Users are seeking Users are committing Users are seeking
educational, third to solving their clearly validation in

party, vendor fef'“eg progmaongzrz deﬁetrmn:;ng Ithe;[r short
ocused on
neutral content . HLEIS SRS
comparisons vendor
*"Symptoms” research to *Explore all avenues *Research products
decide if a problem dt of option d
exists, to more clearly e yp_es p lons / vendors
define and name that across industries

problem *Research Solutions *Build shortlist User
*Establish -
Requirements «Determine Solution *Assess Behawor /
*Identify business Strategy ROI Research

or personal problem N eedS



Specific Content Types are most relevant at
specific stages of the Buyers Journey

Awareness _Consideration _ Decision
Stage Stage Stage

eGuides Webcasts Vendor/Product
Comparisons

Solution Comparison Case Studies

eBooks White Papers
o Trial/Software

White Papers Expe?rt/ ELlitrel Downloads

eGuides y Tradech
Editorial Content irtual Tradeshows

Podeast Product Content
Analyst Reports Ve

Literature Type /
Format



Leverage relevant terms in each Buyers Journey
Stage in: Offer Title & Abstract, Landing Page, CTA
Buttons, Email Copy & Subject Line

~ Awareness Consideration Decision
Stage Stage Stage

Issue / Opportunity Solution type terms Comparison /
typeterms i
yp Solution Review typeterms
Troubleshoot Compare
Provider
Issue versus
Service
Resolve VS.
) Supplier
Risks comparison
Tool
Upgrade . Pros and Cons
Improve Device Benchmark K d
enchmarks
o Software eywor S
Optimize Review
Appliance &

Prevent Test

Relevant

Terms



Map an Individual Content
Offer




Map Individual
Content Offers



Map each Content Offer:

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

User Have a problem with Landing Page
Behavior / Performance
Rﬁi‘;":ﬂfgh Have low conversion rate on LPs
Likely have a problem with leads

eBook

AGuide T0 * Expert Advice

Building &
Promoting
Landing Pages
That Generate
More Leads
A AUE - Optimize

P o Improve (“for conversions” implies

Terms “to improve conversions”)




Map each Content Offer:

2. Evaluate alignment of each to Buyers Journey Stages

Mission: Mission: Mission: N N
oo e R * Have a problem with Landing Page
educational, third to solving their clearly validation in User
defined blem, inii il
e, fssdmsoumss Istonadoangs Behavior / Performance

comparisons vendor

«“Symptoms” research to e venus . u [
el B RESearch = Have low conversion rate on LPs

Z:‘fs\‘:e g’n:‘:?ﬂﬂe{?\:{ across industries N e ed S

problem q " +Build short list i i

- * Likely have a problem with leads
Requirements «Determine Solution “Assess

+Identify business Strategy ROI

or personal problem

Awareness Consideration . Decision
Stage Stage Stage

Vendor/Product
eGuides Webcasts cirr:" :ar{i sroonsu C o nt e nt . B k
ceoote . Type / ee00 :
rial (ware
White Papers E:;;Lei;z:dlwrlal Downloads Fo r m at ° EX pe rt Ad V I Ce
Editorial Content o Virtual Tradeshows
Analyst Reports Video Eirt.;dr:tc:tjre
Awareness Consideration Decision
Stage Stage Stage
Issue/ Opportunity Solution type terms. Comparison /
typeterms Soution Review typeterms
Troubleshoot Provder Compare . .
e sevie o *  Optimize
Supplier
Risks i “ H ” H
— * Improve (“for conversions” implies
Improve :::z’e Benchmarks “ H H ”
e = to improve conversions”)

Prevent Test




Map each Content Offer:

3. Decide on 1 Buyers Journey Stage to which this Content
Offers Maps

Awareness
Stage




Did you Map the
Content Offer
correctly?



4 Quick Reference Guide




Buyer’s Journey

BUYER STAGES
[ | |

Have realized and expressed |
symptoms of a potential prob- |

[ User Behavior |
lem or opportunity

Have clearly defined and given a
name to their problem or oppor-
tunity

cnsommion Y oo

HubSEME

Have defined their solution
strategy, method, or approach

Research focused on vendor
| neutral 3rd party information [

Research & Info Needs around identifying problems or

Committed to researching and
understanding all of the available
approaches/methods to solving
their defined problem or oppor-

Researching supporting docu-
mentation, data, benchmarks or
endorsements to make or recom-
mend a final decision

symptoms |
tunity

[ | | l
[ | Analyst reports | Comparison white papers l Vendor comparisons

Research reports Expert Guides Product comparisons
| | eGuides & eBooks | Live interactions ] Case Studies

Content Types Editorial content Trial Download

| | Expert content | B Webcase/podcast/video | Product Literature

White papers I
Educational content

D Live Demo

Upgrade |
Improve

Optimize [
Prevent

Buyers Journey Quick
Reference Guide

Solution Tool
Provider Device
Service Software
Supplier Appliance

Compare Pros and Cons
Vs. Benchmarks
versus Review
comparison Test

Hang it up at your desk!

I have a zore throat, fever, I
and I'm achy all over.
What's wrong with me?

Ahal | have strep throat
What ace my options for
refieving or curing my

symptoms?

I can soe 3 primary care
physician, ER nurse or cinic.
The ER costs $$35, but are the

fastest & | have insurance




Part I
Apply & Create



Map Entire Content Library -
Content Offer Inventory




Map Entire Content
Library



Map entire Content Library
Content Audit Worksheet (in Excel)

Home Insert
G3

ContentAudity,
Page Layout Formulas Data -

“neet - Wicroso tace)
Review View

-

Je | Date Last Update

Content Audlt Worksheet

|

Asset Name/Title

Type of Content User Journey lluying File Path/Location Buyer Persona /
ul Cycle Sta
Best Practices Guide to Content Mapping

Awareness Stagp (Top) _

Ml :

I e
——

{



6 Content Matrix




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

Awareness Consideration Decision
Stage Stage Stage
# # #
% % %
Title A Title 1 Offer X
Title B Title 2 Offer Y
Title C Title 3 Offer Z




Content Matrix Analysis Produces Observations
with Logical Correlating Recommendations

Content Matrix Analysis Observations Recommended Action:

Content Offer has Unclear Buyers Journey Stage Revise Content Offer Title

alignment

Content Offer contains information aligning with Split Content offer into 2 Offers, each distinctly

multiple stages aligned with 1 stage only

Not enough Content Offers Put a Bow on it: Create a downloadable PDF Content
Offer from information available only on website page

Not enough Awareness Stage Content Create awareness stage thought leadership white
paper

Not enough Consideration Stage Content Identify and create more Consideration Stage
Content Offers

Not enough Decision Stage Content Offers Put a Bow on it: Create a downloadable PDF Content

Offer from information currently available only on website
page (Common Examples: Product info., Case
Study/Testimonial, Free Trial, Demo, Contact Us)




7 Analyze Content Matrix




Analyze It



Persona

Awareness Consideration Decision
Stage Stage Stage




Content Matrix Analysis Produces Observations
with Logical Correlating Recommendations

Content Matrix Analysis Observations Recommended Action:

Missing Content in Awareness Stage Create Awareness Stage White Paper for
for Persona A Persona A

Only have content for one Persona Repurpose Content Offers in each Buyers

Journey Stage to message to Persona C
where content is lacking

Content is generic and not aligned by Strengthen Content Offers to align more
Persona “Any of our Buyer Personas closely with the needs of a specific
would find this helpful” persona




Topic

Awareness Consideration Decision
Stage Stage Stage

¥ |7 ¥ | &

4




Content Matrix Analysis Produces Observations
with Logical Correlating Recommendations

Content Matrix Analysis Observations Recommended Action:
We have a favorite Topic and have Do industry research to identify new
never explored any other topics 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

We have a favorite Topic which all of Build up library of Content Offers in all 3
our Content Offers cover exclusively Buyers Journey Stages for Topic #2




Content Type / Format

Awareness Consideration Decision
Stage Stage Stage

# # #
% % %

m | &

™




Content Matrix Analysis Produces Observations
with Logical Correlating Recommendations

Content Matrix Analysis Observations Recommended Action:

Content Format Type Lacking Variety Repurpose a Webcast into a 2" and 3
offer in different Formats such as a
Podcast and a downloadable Slide
Presentation




8 Content Roadmap




What Observations
did your Content

Matrix Analysis
Produce?

Compile a list of the
Logical Correlating
Recommendation for
each Observation

Content Matrix Analysis Observations Recommended Acti

Content Offer has Unclear Buyers
Journey Stage alignment

Content Offer contains information
aligning with multiple stages

Not enough Content Offers

Content Format Type Lacking Variety

Not enough Awareness Stage Content

Not enough Consideration Stage
Content

Not enough Decision Stage Content
Offers

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

We have a favorite Topic which all of
our Content Offers cover exclusively
Missing Contentin Awareness Stage
for Persona A

Only have content for one Persona

Content is generic and not aligned by
Persona “Any of our Buyer Personas
would find this helpful”

Revise Content Offer Title

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

Put a Bow on it: Create a downloadable
PDF Content Offer from information
available only on website page

Repurpose a Webcast into a 2° and 3¢
offer in different Formats such as a
Podcast and a downloadable Slide
Presentation

Create awareness stage thought
leadership white paper

Identify and create more Consideration
Stage Content Offers

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

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 prioritities

Build up library of Content Offers in all 3
Buyers Journey Stages for Topic #2

Create Awareness Stage White Paper for
Persona A

Repurpose Content Offers in each Buyers
Journey Stage to message to Persona C
where contentis lacking

Strengthen Content Offers to align more
closely with the needs of a specific
persona




Create What You Need...

Outline Content
Roadmap



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

Short Term Action Iltems Long Term Action Items
1. Revise Titles 1. Create Awareness stage White Paper
2.  Create Landing Pages for new for Persona A
content found on your website 2. ldentify and create more Decision
3. Split Content Offer XYZ that tries Stage Content Offers
to cover multiples stages into 2 3. Build up library of Content Offers in all
Content Offers: i.e 1 Awareness 3 Buyers Journey Stages for Topic #2
Stage PDF and 1 Consideration 4.  Repurpose Content Offers in each
Stage Webcast Buyers Journey Stage to message to

Persona C where content is lacking



9 Use What You Have!




Use What You Have...



Use It In Your Inbound Marketing

Content Audit WorkSheet o First workflow step Delay for 0 Days 0 Hours 0 Minutes

Asset Name/Title Type of Content User Journey Buying Cycle Send an email - Top of Funnel Introto D... v | Create Email &
v - |Stage
Best Practices Guide to Planning Desktop Densities Solution Brief Awareness Stage (Top) Add step e
Healthcare Whitepaper White Paper Awareness Stage (Top)
Legal Whitepaper White Paper Awareness Stage (Top)
Call Centers Whitepaper _ tness Stage (Top) e Second workflow step Delay for 7 Days 0 Hours 0 Minutes
Latency Whitepaper Ema" © Tutorial ess Stage (Top)
TCO Whitepaper ess Stage (Top) Send an email v Top-of-Funnel-2 - Intro t. v | Create Email &
—l—Download 20k Desktops] = All emails - @ All campaigns m
R T R D D .
Updated dat - - :
gl e Third workflow step Delay for 7| Days 0 Hours 0 Minutes
Top of Funnel Intro to Desktop Virtualization
® - § Send an email v Top-of-Funnel-3 - What i.. - Create Email 7
Top-of-Funnel-4 - A technical Introduction to VMware T
2 L pdat 1
© Fourth workflow step Delay for 7 Days 0 Hours 0 Minutes
@ op-of-Funnel-3 - What is VDI
® Automat et
Send an email v Top-of-Funnel-4 - A tech.. v Create Email &'
Top-of-Funnel-2 - Intro to VMware View
- pdat Set a contact property v... ¥ Company Name v Dead




se It In Your Inbound Marketing

Contacts

Lead Scoring e Tuenal

+ Return to Settings

The rules below determine a contact's HubSpot Score. You can create a Smart List to see all contacts whose score is above a certain threshold

Assign points to contacts who meet all of these requirements:

B Form Submission v Contact has filled out v 10K Whitepaper - (from Enterpr v any page

* No filter | Refine

Rule Value: = Add v | 30 £ points

Assign points to contacts who meet all of these requirements:

B Form Submission v Contact has filled out v White paper: 10K Desktops | D v any page

* No filter | Refine

Rule Value: | Add v | 30 =4 points

gntacts who meet all of these requirements:

v Contact has filled out v Arista & V3 Systems Webinar | v any page

* No filter | Refine

Rule Valiue v | 30 = ooints

Hub ID: 107515, v3sys.com

© X
v e
o X
v |
© X
MR 1=



Use It In Your Inbound Marketing

o
BeQ u I C k Home Festures Support Partners About Us

software™

Thank you for downloading our Win More Customers in the
Diversifying Wireless Market Whitepaper!

i usion |
Win More

Click Here to Download g‘(’::°me’5
Diversifying
Wireless Market

BeQuic

\\

Blog

Contact Us

Check out the BeQuick Blog!

s | READ OURWHITE PAPER

-~ RaRad Key Characteristics of
Sngson Next Generation MVNE's

Qe Download Now

flin]w]s-

| |



se It In Your Inbound Marketing

LANGEVIN

LEARNING SERVICES
The World’s Largest Train-the-Trainer Company

[ wome | worksiops [ cermirication | prooucts [ ewos | asoutus

5 Essential Tools for Trainers

To thank you for considering Langevin for your training needs, we'd like to
provide you with 5 Essential Tools for Trainers.
6 Favorite Icebreakers

Icebreakers are short activities built into the course design. Their main purpose is to build
rapport between learners and to promote fun and collaboration. Keep them short and simy le.

L 20 Practical Tips for Instructors
— Becoming an effective instructor involves mastering both speaking skills (e.g. vocal inflecticn,
pitch, style, etc.) and non-verbal skills (e.a. eye contact, gestures, posture, etc.),

"Simply put - the Langevin way has made

my job easier. The Langevin design cycle

clears the path to the action in my projects.
12 Tips for Instructional Designers It has given me tools and methods that
Becoming an effective instructional designer requires adopting a performance-based focus and reduce waste and allow my clients to see
aoproach to the desian of trainina. the tangible results of the work early on,

e which instills great confidence. I LOVE

inimize Nervousness and Anxiety Checkiist LANGEVIN!"

This checklist includes a set of 20 tips and techniques for minimizing the nervousness and

anxiety that all instructors feel to some degree.

Course Evaluation Checklist man’.‘
This checklist is used to assess the instructional soundness of a course and its impact on jbb EN N

" Remember to visit our website for detailed information on our workshops and products!

Gina Henry, PSCU Financial Services




se It In Your Inbound Marketin

How to Optimize Your Social
Media Marketing Strategy

R We'll evaluate your current strategy & offer tips to get
Content a 3 [ the most out of your social media marketing efforts.

Get a Free Assessment B

Calls-to-Action @ ruor

Free Ebook: An Introduction to
LinkedIn for Business

¢ Smart CTA -
Download this setup and strategy guide to learn how
0 use Linkedin Company Pages for marketing

Download Ebook Now &

Clicks — subs

Updated -

Status Preview

FREE EBOOK: LEARNING
LINKEDIN FROM THE EXPERTS

Learn how to build a powerful business presence on
Linkedin — from Linkedin experts themselves!

Download Ebook Now (B

Free Ebook: Crash Course on
LinkedIn Sponsored Updates

€DIN
s;gﬁ;’ooﬂw Leam how to use Linkedin Sponsored Updates to

UPDATES get more exposure and clicks on your content.
o

Download Ebook Now



Use It In Your Inbound Marketing

“" Townsend.

SECURITY

critical 1Issue

Are You Turning a Blind Eye to Data Security in your Business? Download eBook

e loss of sensitive First Name
at data
many industry

data is considered sui
protection is mandated not on

B usinessr s KS segments, but also by most state and govemmental laws LastName
In this eBook, “Turning a Blind Eye to Data Security:
the Br of C CEOs and Email
ClOs", authors Kevin Beaver, CISSP, Patrick Townsend, and
Todd Ostrander will teach you about
Phone

SSOCISIEC with unprotected sensitive data
= Tools andresources to begin the discussion about dat:
Improving the security in your comoan

Breakdown of Bmon misconceptions
= 6 Questions to ask your CIO

= Actionable steps YOU can take

Communication

between
CEOs & CIOs Download the ebook today!







QUESTIONS?




