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GFK	  Purchase	  Funnel	  	  
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AWARENESS	  
FAMILIARITY	  

OPINION/IMAGERY	  
CONSIDERATION	  
PREFERENCE	  
SHOPPING	  
PURCHASE	  



About	  Purchase	  Behavior	  

Peer	  reviews	  

Mixed	  sources	  

PercepHve	  reference	  	  

Crowd	  

CogniHve	  fluency	  

Product	  visualizaHon	  

Social	  media	  

EmoHonal	  decision	  

Subconscious	  decision	  
Source:	  Peep	  Laja,	  Markitekt	  
h.p://conversionxl.com/9-‐things-‐to-‐know-‐about-‐influencing-‐purchasing-‐decisions/	  





h.p://moz.com/ugc/case-‐study-‐5-‐steps-‐to-‐create-‐a-‐killer-‐content-‐markeHng-‐strategy	  



h.p://blog.thecenterforsalesstrategy.com/blog/bid/149917/Inbound-‐
MarkeHng-‐101-‐The-‐Seven-‐Steps-‐to-‐Lead-‐GeneraHon-‐Infographic	  



h.p://searchengineland.com/content-‐seo-‐catch-‐22-‐3-‐steps-‐create-‐perfect-‐win-‐win-‐187099	  

Content	  



Do
	  y
ou

	  h
av
e	  
en
ou

gh
	  

co
nt
en
t?
	  

} Quality	  over	  quanHty.	  } Create	  an	  asset	  list.	  



Leverage	  Visuals	  
–	  Repurpose	  your	  content	  

ConversaHon	  

E-‐mail	  

PresentaHon	  

Video	  

Webinar	   MeeHng	  

Event	  

	   Spread	  Ideas	  

Images	  from	  Nancy	  Duarte	  -‐	  SlideDocs	  



Is	  your
	  conte

nt	  

conne
cHng	  t

o	  your
	  

audien
ce?	  



Create  
Buyer Personas 

	  
	  
	  
	  
	  

[name] [demographic] [goals] 

h.p://offers.hubspot.com/free-‐template-‐creaHng-‐buyer-‐personas	  





My	  cont
ent	  is	  

limited….
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Ex
pa
nd

	  y
ou

r	  c
on

te
nt
	  

th
em

e	  
} What	  topics	  are	  relevant	  to	  

your	  audience?	  } What	  are	  their	  customer	  
pain	  points?	  



Develo
p	  your

	  style!
	  

Use	  de
sign	  to

ols	  to	  
inspire

.	  



h.p://blog.hubspot.com/markeHng/beginner-‐
inbound-‐lead-‐generaHon-‐guide-‐ht	  



Develop	  your	  brand	  voice	  



HowtoFascinate.com	  



HowtoFascinate.com	  



Ar
e	  
yo
u	  
fa
sc
in
aH
ng
?	  

} How	  can	  you	  stand-‐out?	  
} How	  do	  you	  get	  prospects	  
involved	  and	  be	  part	  of	  the	  

process?	  } Do	  you	  spark	  curiosity?	  
} What’s	  your	  signature	  touch	  

point?	  } Can	  you	  step	  up	  beyond	  
customer	  expectaHons?	  

} Can	  you	  add	  scarcity?	  } How	  do	  you	  convey	  trust?	  



Fa
sc
in
aH
ng
	  co

nt
en
t	  

} Provokes	  reacHon.	  } Creates	  advocates.	  } Cultural	  shorthand.	  }  Incites	  conversaHon.	  } CompeHHon	  realigns	  
around	  you.	  } Triggers	  change	  –	  social	  

revoluHon.	  



De
ve
lo
p	  
a	  
co
nt
en
t	  

pl
an
	   } Define	  clear	  goals	  and	  

objecHves.	  }  IdenHfy	  your	  target	  audience.	  } Align	  to	  your	  audience	  
reasons	  for	  “buying”	  

}  IdenHty	  type	  of	  contents	  to	  
be	  used.	  



h.p://blog.hubspot.com/markeHng/beginner-‐
inbound-‐lead-‐generaHon-‐guide-‐ht	  



Ta
ke
	  a
dv
an
ta
ge
	  o
f	  

em
ai
l	  

} Deliver	  content	  specific	  to	  
customer	  pain	  points.	  

} Don’t	  use	  a.achments.	  



h.p://pinterest.com/pin/93871973455399191/	  



h.p://moz.com/ugc/case-‐study-‐5-‐steps-‐to-‐create-‐a-‐killer-‐content-‐markeHng-‐strategy	  



De
ve
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p	  
a	  
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nt
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t	  

pl
an
	   } Who	  will	  create	  the	  content	  

and	  how?	  } Content	  promoHon	  
approach.	  } MANAGE	  IT	  (	  show	  

calendar	  /	  task	  manager)	  
} SEO	  it.	  } Metrics	  



Lis
te
n	  
an
d	  
en
ga
ge
	  

} Create	  private	  list	  of	  
prospects	  in	  social	  media.	  

} Monitor	  who	  menHons	  you	  

and	  your	  brand.	  } Engage	  in	  conversaHon.	  
Show	  interest	  in	  others.	  



How	  d
o	  you	  

measure
	  conte

nt	  

perfor
mance?	  



Tr
ac
k	  
yo
ur
	  co

nt
en
t	   } Online	  assets	  } Type	  of	  content.	  } Number	  of	  engagement	  

(views,	  likes,	  shares)	  
} Conversion	  to	  inquiries	  and	  
leads.	  



Fo
llo
w
-‐u
p	  

} Track	  acHvity	  and	  reach	  out.	  



See	  yo
u	  at	  th

e	  next
	  

webin
ar!	  
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