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Internet Marketing

e Responsive Web Design
e Search Engine Marketing
e Conversion Optimization

Digital Engagement

e \Web & Mobile Experiences
e Customized Interactive Tools
e Virtual / Augmented Reality




Digital Marketing is HARD!



Digital Marketing
is HARD!

It's a moving target.

e New Tools
e New Technologies
e Changing Best Practices




Aligning Digital Marketing with the Customer Experience

Digital Marketing
is HARD!

It's tough to get attention.
Average Attention Span

e 2000: 12 seconds
e 2013: 8 seconds

e Goldfish: 9 seconds




Digital Marketing is HARD!
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Aligning Digital Marketing with the Customer Experience
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Effective Marketing
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“We need to do
more SEQO!”

N

~N

J

-

our blog.”

“We should
write more for

\

J

M

4 )

“We should do
more social.”
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Effective Marketing

What makes marketing effective?

Effective marketing is made up of 3 components

2 AL

The Right Message The Right Person The Right Time
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Effective Marketing

The Right Time
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An A to Z Guide to Digital Marketing Terms and Strategy - Mention
https://mention.com/blog/digital-marketing-strategy-guide/ ¥

Building a digital marketing strategy? This glossary explains many of the terms used by top digital
marketers, and gives hands-on tips to use them.

Digital Marketing How To Guides | Marketing Land
https://marketingland.com/library/how-to v

How To marketing guides for all levels of digital marketers. Learn from the experts with Marketing
Land's How To Guides offering a variety of tips and tricks for ...

What Is Digital Marketing? A Beginners Guide - Skillcrush

https://skillcrush.com/2018/12/14/what-j fdal-marketing/ v
Feb 22, 2019 - Get Our Free Beginner's G Digital Marketing. This free guide is chock-full of
pointers and resources that will show you E LY how to ...

How to Learn Digital Marketing for Free: 2019 Updated Guide - Medium
https://medium.com/.../how-to-learn-digital-marketing-for-free-2018-updated-guide-d... ¥

Feb 22, 2018 - Digital ad spending reached $209 billion worldwide — 41 percent of the market — in
2017, while TV brought in $178 billion — 35 percent of the ...

The Complete Digital Marketing Guide - 17 Courses in 1 | Udemy
https://www.udemy.com/digital-marketing-guide/ v

Master Digital Marketing with Social Media Marketing, Facebook Ads, Instagram Marketing, SEO,
Google Analytics, Chatbots.

Digital Marketing For Beginners: How To Start Digital Marketing



IS TECH RIGHT FOR YOU? Take our 3-minute quiz to find out! TAKE THE QUIZ b4

A;(’[Z/MM/Z WHAT IS SKILLCRUSH? COURSES v REVIEWS BLOG FREE CODING CAMP

BLOG Tech 101 Career Life Culture Podcast Free Resources Q

Tech 101: What is Digital
Marketing?

Scott Morris

Last updated
February 22nd, 2019

We use cookies to personalize content and to provide features and to analyze our traffic. We also share information about your use of our site with our social media and analytics partners. LEARN
MORE >

+ Manage Cookie Preferences
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The Ultmate Gusse

CODING FOR

Get our FREE Ultimate Guide to
Coding for Beginners

Learn how to code & how to use your skills to get a
new job in this FREE, 60+ page ebook!

Your Name

SEND IT!

Skillcrush needs the contact information you provide to us to contact
you about our products and services. You may unsubscribe from these
communications at anytime. For information on how to unsubscribe, as
well as our privacy practices and commitment to protecting your
privacy, check out our Privacy Policy.
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Understanding the Customer Experience

SCENARIO GOALS AND EXPECTATIONS

Firstname Lastname

Audience

Occupation:

Lorem Ipsum, Organization

Description

Lorem ipsum dolor sit amet, consectetur adipiscing
elit. Aliquam at porttitor sem. Aliquam erat volutpat.
Donec placerat nisl magna, et faucibus arcu
condimentum sed. Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.

€@ yrem ipsum dolor sit amet,

Age: Location:
XXyearsold  City, XX

Influencers

Motivation

Audiences want to lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor
sem. Aliquam erat volutpat. Donec placerat nis|
magna, et faucibus arcu condimentum sed.

Goals
1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.

consectetur adipiscing elit.
Aliquam at porttitor.

Quotes

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit."

“Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et

We want them to feel Aliquam erat volutpat. lauc«b\fs arcu condimentum S?d..ufrem IPsum
511 orens Theum dbtor st amekconseciitur: dolor sit amet, consectetur adipiscing elit.
Lorem Ipsum : ’ Aliquam at porttitor sem. Aliquam erat volutpat.

‘ Lorem Ipsum

adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

Donec placerat nisl magna, et faucibus arcu
condimentum sed."

S — ZONE A

The Lens

| ZONEB
The Experience

f‘l’."‘e"_‘s dolor it amet. et “Lorem ipsum dolor sit amet, consectetur
. Lorem ipsum dolor sit amet, consectetur sl il ’
adipiscing elit. Aliquam at porttitor sem ediplscing clitAlqusm at portitor sem. Lorem; OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES
AU, " piscing et alg! P g ipsum dolor sit amet, consectetur adipiscing elit.
Familiarity with Client Aliquam erat volutpat.
2. Lorem ipsum dolor sit amet, consectetur “Loremi 4
. . s 3 psum dolor sit amet, consectetur
Not Familiar Very Familiar adipiscing et ) lplsci il Aluam abpattitor sain: Albasin ZONE C
3. Lorem ipsum dolor it amet, consectetur erat volutpat. Donec placerat nisl magna, et The Insights
Tech Savviness adipiscing elit. faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit” INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP
Novice gt Primary Needs

1. Lorem ipsum dollor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

Persona

NNgroup.com

Customer Journey Map



Persona

Firstname Lastname

Audience

Occupation:

Lorem Ipsum, Organization

Description

Lorem ipsum dolor sit amet, consectetur adipiscing
elit. Aliquam at porttitor sem. Aliquam erat volutpat.
Donec placerat nisl magna, et faucibus arcu
condimentum sed. Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.

We want them to feel

‘ c ‘ Lorem Ipsum
Familiarity with Client

Not Familiar Very Familiar
Tech Savviness

Novice Expert

Age: Location:
XX years old City, XX

Influencers

Motivation

Audiences want to lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor
sem. Aliquam erat volutpat. Donec placerat nisl

magna, et faucibus arcu condimentum sed.

Goals

1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

Concerns

1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

3. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

Primary Needs

1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

®® | srem ipsum dolor sit amet,

consectetur adipiscing elit.
Aliquam at porttitor.

Quotes

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit."

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit.
Aliquam at porttitor sem. Aliquam erat volutpat.
Donec placerat nisl magna, et faucibus arcu
condimentum sed."

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Lorem
ipsum dolor sit amet, consectetur adipiscing elit."

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit."

A personais...
e Fictional Character
e Based on research

e Representsatypeo
customer



Persona

Firstname Lastname

Audience

Occupation:

Lorem Ipsum, Organization

Description

Lorem ipsum dolor sit amet, consectetur adipiscing
elit. Aliquam at porttitor sem. Aliquam erat volutpat.
Donec placerat nisl magna, et faucibus arcu
condimentum sed. Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.

We want them to feel

‘ c ‘ Lorem Ipsum
Familiarity with Client

Not Familiar Very Familiar
Tech Savviness

Novice Expert

®® | srem ipsum dolor sit amet,

Age: Location:
XX years old City, XX

Influencers

Motivation

Audiences want to lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor
sem. Aliquam erat volutpat. Donec placerat nisl
magna, et faucibus arcu condimentum sed.

Goals

1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

Concerns

1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

3. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

Primary Needs

1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

consectetur adipiscing elit.
Aliquam at porttitor.

Quotes

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit."

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit.
Aliquam at porttitor sem. Aliquam erat volutpat.
Donec placerat nisl magna, et faucibus arcu
condimentum sed."

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Lorem
ipsum dolor sit amet, consectetur adipiscing elit."

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit."

Typical Elements:
e Profile

e Description

e Motivations

e Goals

e (Concerns

e Needs



Customer Journey Map
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Customer Journey Map
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ZONE A
The Lens

L ZONEB

The Experience

| ZONEC
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The Insights

Divided into 3 zones:
e Thelens

e The Experience

e The Insights



Customer Journey Map
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ZONE A
The Lens

L ZONEB

The Experience

ZONE C
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The Insights

The Lens:

Outlines the context
for this map

e Who
e \What



Customer Journey Map

The Experience:

ZONE A
The Lens

1 1 =k o Phases
e Actions

L]
@ ) ® The Experience
. ~ o] >/ e Thoughts
., \/\@ § -
y - e Emotions

?

OPPORTUNITIES | | OPPORTUNITIES | | OPPORTUNITIES | | OPPORTUNITIES
ZONE C
The Insights
oNTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP
_I NNgroup.com




Customer Journey Map

J} The Insights:
I B . - e Opportunities

e |nternal
e Expetans Ownership

OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES

ZONE C
The Insights

Q O

INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP

_ NNgroup.com




Understanding the Customer Experience

SCENARIO GOALS AND EXPECTATIONS

Firstname Lastname

Audience

Occupation:

Lorem Ipsum, Organization

Description

Lorem ipsum dolor sit amet, consectetur adipiscing
elit. Aliquam at porttitor sem. Aliquam erat volutpat.
Donec placerat nisl magna, et faucibus arcu
condimentum sed. Lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.

€@ yrem ipsum dolor sit amet,

Age: Location:
XXyearsold  City, XX

Influencers

Motivation

Audiences want to lorem ipsum dolor sit amet,
consectetur adipiscing elit. Aliquam at porttitor
sem. Aliquam erat volutpat. Donec placerat nis|
magna, et faucibus arcu condimentum sed.

Goals
1. Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.

consectetur adipiscing elit.
Aliquam at porttitor.

Quotes

"Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et
faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit."

“Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem. Aliquam
erat volutpat. Donec placerat nisl magna, et

We want them to feel Aliquam erat volutpat. lauc«b\fs arcu condimentum S?d..ufrem IPsum
511 orens Theum dbtor st amekconseciitur: dolor sit amet, consectetur adipiscing elit.
Lorem Ipsum : ’ Aliquam at porttitor sem. Aliquam erat volutpat.

‘ Lorem Ipsum

adipiscing elit. Aliquam at porttitor sem.
Aliquam erat volutpat.

Donec placerat nisl magna, et faucibus arcu
condimentum sed."

S — ZONE A

The Lens

| ZONEB
The Experience

f‘l’."‘e"_‘s dolor it amet. et “Lorem ipsum dolor sit amet, consectetur
. Lorem ipsum dolor sit amet, consectetur sl il ’
adipiscing elit. Aliquam at porttitor sem ediplscing clitAlqusm at portitor sem. Lorem; OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES OPPORTUNITIES
AU, " piscing et alg! P g ipsum dolor sit amet, consectetur adipiscing elit.
Familiarity with Client Aliquam erat volutpat.
2. Lorem ipsum dolor sit amet, consectetur “Loremi 4
. . s 3 psum dolor sit amet, consectetur
Not Familiar Very Familiar adipiscing et ) lplsci il Aluam abpattitor sain: Albasin ZONE C
3. Lorem ipsum dolor it amet, consectetur erat volutpat. Donec placerat nisl magna, et The Insights
Tech Savviness adipiscing elit. faucibus arcu condimentum sed.Lorem ipsum
dolor sit amet, consectetur adipiscing elit” INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP INTERNAL OWNERSHIP
Novice gt Primary Needs

1. Lorem ipsum dollor sit amet, consectetur
adipiscing elit. Aliquam at porttitor sem.

2. Lorem ipsum dolor sit amet, consectetur
adipiscing elit.

Persona

NNgroup.com

Customer Journey Map



Building a Digital
Marketing Strategy



Building a Digital Marketing Strategy

3 Steps:

1. Clarify Customer Actions
2. ldentify Digital Touchpoints
3. Link Touchpoints Together



Building a Digital Marketing Strategy

Awareuess Gonsideration Purchase Awareness Consideration Purchase
SIS
Holcides Pyrehies Recognize Commit to Identify Understand Evaluate Validate and
Problem Change Options Solutions Solutions Purchase
What They Know ‘What They Need
L Action Action Action Action Action
Reason Reason Reason i Reason
Iee—— es——
Wha They Bon't Rnow What They Do e Pe———
T T Capture Capture Capture Capture Capture
Engage Engage Engage Engage
Go Deeper Go Decper Go Deeper Go Deeper Go Deeper
\/
\\ ” Y .
Customer Action Worksheet " | Marketing Touchpoint Map ..
plaudit plaudit

Customer Marketing Touchpoint Map
Action Map



The Buyer’s Journey

Awareness Consideration Purchase

Recognize Commit to Identify Understand Evaluate Validate and
Problem Change Options Solutions Solutions Purchase




The Buyer’s Journey

Awareness

Recognize Commit to

Problem Change




The Buyer’s Journey

Consideration

[dentitly Understand
: Options Solutions '



The Buyer’s Journey

Purchase

Evaluate Validate and
» Solutions Purchase



The Buyer’s Journey

ness Consideration

Commit to Identify Understand Evaluate ‘
Change Options Solutions Solutions ‘

®
v
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Aligning Digital Marketing with the Customer Experience Awareness Consideration Purchase

Recognize Commit to Identify Understand Evaluate Validate and
The C u StO [ [ l e I‘ Problem Change Options Solutions Solutions Purchase

ACti O n M ap What They Know What They Need

Things are fine. Consumer unaware of any issues A catalyst. Some sort of 'aha’ moment to recognize that

others are getting value that they are not.

e Used to map customer
actions to each stage of the
buyer's journey.

e Six Worksheets - One for
each stage.

What They Don't Know What They Do

They are missing out on value. Things could be better.




Aligning Digital Marketing with the Customer Experience Awareness Consideration

The Customer
ACti O 11 M ap What They Know What They Need

— Things are fine. Consumer unaware of any issues. A catalyst. Some sort of "aha" moment to recognize that
others are getting value that they are not.

e What They Know - The
consumer's “Current State".

e What They Need - \What do
they need to be comfortable
enough to move on to the
next step?

What They Don't Know What They Do



The Customer
Action Map

What They Know - The
consumer’s “Current State”

What They Need - What do
they need to be comfortable
enough to move on to the
next step?

What They Don't Know -
Gaps in knowledge. The
source of uncertainty.

What They Don't Know

They are missing out on value. Things could be better.



The Customer
Action Map

What They Know - The
consumer’s “Current State”

What They Need - What do
they need to be comfortable
enough to move on to the
next step?

What They Don't Know -
Gaps in knowledge. The
source of uncertainty.

What They Do - The actions
they take during this step.

What They Do



Aligning Digital Marketing with the Customer Experience Awareness Consideration Purchase

Recognize Commit to Identify Understand Evaluate Validate and
The C u StO [ [ l er Problem Change Options Solutions Solutions Purchase

ACti O n M ap What They Know What They Need

Things are fine. Consumer unaware of any issues A catalyst. Some sort of 'aha’ moment to recognize that

others are getting value that they are not.

e What They Know - The
consumer’s “Current State”

e What They Need - \What do
they need to be comfortable
enough to move on to the
next step?

e What They Don't Know -
Gaps in knowledge. The
source of uncertainty.

e What They Do - The actions
they take during this step.

What They Don't Know What They Do

They are missing out on value. Things could be better.




Aligning Digital Marketing with the Customer Experience

The Customer
Action Map

Purchase

Consid i Consil i Purchase Consi i Purchase
Consil Consil il Purchase
‘What They Know 1
=== T EDTRED
Problers

Things are fine. Consumer unaware of any issues.

‘What They Don't Know
They are missing out on value Things could be better
What They Don't Know What What They Don't Know What What They Don't Know What They Do
| = = |
Customer Action Worksheet Customer Action Worksheet Customer Action Worksheet
\‘ ’1
Customer Action Worksheet Customer Action Worksheet Customer Action Worksheet

plaudit plaudit plaudit




Example: Boutique Bridal Shop



Aligning Digital Marketing with the Customer Experience

Boutique Bridal Shop

Awareness Consideration Purchase

Recognize Commit to Identify Understand Evaluate Validate and
Problem Change Options Solutions Solutions Purchase

What They Know What They Need

Things are fine. Consumer unaware of any issues. A catalyst. Some sort of "aha’ moment to recognize that
others are getting value that they are not.



Aligning Digital Marketing with the Customer Experience

Recognize
PrOble 11 What They Know What They Need

Things are fine. Consumer unaware of any issues. A catalyst. Some sort of "aha" moment to recognize that
others are getting value that they are not.

What They Know Don't howe a dress. Pon't B rua +o get engoaged!

need one )/41‘.

e Things are fine. Unaware of
any issues. Wont to get married

e Don't have adress. Don't
need one yet.

e Want to get married!

What They Need

What They Don't Know What They Do

e Catalyst/"’Aha moment'
e Need to get engaged.



Recognize
Problem

What They Don’t Know

e \What style of dress do | like
best?

e Any details about the
wedding.

What They Don't Know

They are missing out on value. Things could be better.

Wharf style of dress do /
liKke best?

Ary details obout the
wedding.



Recognize
Problem

What They Do

Browse Facebook and see
family/friend weddings.

Help friend shop for
wedding gown.

Attend family/friend
weddings.

Daydream about wedding.

Browse and save wedding
dresses on Pinterest.

What They Do

Browse Focebook oand see
wedding photos.

Help #Friend shop tor
wedding gown.

Attend friend weddings.
Doydream about wedding.

Browse and sowe wedding
dresses on Finterest.



Aligning Digital Marketing with the Customer Experience Awareness Consideration Purchase
. Recognize Commit to Identify Understand Evaluate Validate and
R e C O gnl Z e Problem Change Options Solutions Solutions Purchase

P rOb 1 e m What They Know What They Need

Things are fine. Consumer unaware of any issues A catalyst. Some sort of 'aha’ moment to recognize that
others are getting value that they are not.
e What They l“(now - The ” Don't Aawe o dress. Pon't Need +o get engoged!
consumer’s "Current State’. need one yet.

e What They Need - \What do Want to get morried
they need to be comfortable
enough to move on to the
next step?

e What They Don't Know -
Gaps in knowledge. The

What They Don't Know What They Do

They are missing out on value. Things could be better.

Browse Focebook ond

source of uncertainty. What style of dress do | see wedding photos.
e What They Do - The actions like best? Help ffieﬂd shaop for
they take during this step. Ay detoils about the wedding gown.
weddiny. Attend friend weddings.

Doydream obout wedding.



Aligning Digital Marketing with the Customer Experience Awareness Consideration Purchase
. \ Committo

Commit —

to Ch ange What They Know What They Need

B ooy A e s co g e bt s ekl
What They Know Engaged! Frioritize the dress.
e Engaged There is o lot to do
e Thereis a lot to do before before the bjg Ady.
the big day.

I'm 90ing fo reed o dress.

e |I'm going to need a dress.

What They Need

What They Don't Know What They Do

e A compelling reason to act.
Confidence that workable
solutions exist.

e Need to get engaged.



Commit
to Change

What They Don’t Know
e How much does a wedding What They Don't Know
cost?

They are missing out on value. Things could be better.

ing?
e How do | plan a wedding: How much does o. wedding | |

e How long does it take to get cost’
i ? Wh
a wedding dress How do | plon o wedding? | =
How lonyg does it take to
get o dress?

e |sthere anything more
urgent | should think about?

/s there a/yv%ir/j more
urgent | should think
about?



Commit
to Change

What They Do

e Search for "wedding
planning checklist” or
‘planning a wedding”

e Get advice from friends and
family.

e Search for "how long does it

take to get a wedding dress’

What They Do

Seareh for "wedding
planning checKlist or
"plann/‘nj o wedding'
Get advice From friends
and fa»ml;.

Search for "how long does
it toKe tfo 9ef A wedding
dress"



Commit
to Change

What They Know - The
consumer’s “Current State”

What They Need - \¥hat do
they need to be comfortable
enough to move on to the
next step?

What They Don't Know -
Gaps in knowledge. The
source of uncertainty.

What They Do - The actions
they take during this step.

Awareness

What They Know

Experienced a pain point. Aware of potential
issue/opportunity and that things could be better.

Engoged!

There is o lot to do
before the bp doy.

I'm 9oing to need o dress.

What They Don't Know

Unsure about the fullimpact of the issue. They don't
know if the problem is worth solving

How much does o
wedding cost’

How do / plon o
wedding?

How long does it toKe to
aet O dress?”

Consideration

Recognize Commit to Identify Understand Evaluate Validate and
Problem Change Options Solutions Solutions Purchase

Purchase

What They Need

A compelling reasen to act Confidence that workable

solutions exist

Frioritize the dress.

What They Do

Seorch for ‘wedding
plonning cheeKlist' or
"planning o wedding'

Get advice from friends
ond fM/l)/

Search tor “how lory
does i+ e +o aed N




°
I I Ie Marketll Ig Awareness Consideration Purchase
° Recognize Commit to Identify Understand Evaluate Validate and
I I | Ou Chp Olnt M ap Problem Change Options Solutions Solutions Purchase
—— Action Action Action Action Action
e Usedtomap

touchpoints with each
buyer action.

e Six Worksheets - One -
for each step.

Reason Reason Reason Reason Reason

Capture Capture

Engage Engage Engage
Go Deeper Go Deeper Go Deeper

\\ b -
Marketing Touchpoint Map

plaudit



Aligning Digital Marketing with the Customer Experience

The Marketing
Touchpoint Map :

isideration Purchase

Each column represents an
"Action Path’”.

This will help us align a
series of touchpoints with a
single customer action.

Go Deeper

Marketing Tot

plaudit




The Marketing
Touchpoint Map

e Action - An action from
the "What They Do" box
on the Customer Action
Map.

e Reason - The goal for
this action. What the
customer is trying to
achieve,




Aligning Digital Marketing with the Customer Experience

The Marketing Awareness Consideration Purchase
Touchpoint Map

Capture Captur

Marketing Tot

plaudit




The Marketing
Touchpoint Map

e Capture - Capture the
customer’s attention as
they perform this action.




The Marketing
Touchpoint Map

e Capture - Capture the
customer’s attention as
they perform this action.

e Engage - The
touchpoint we want the
customer to engage
with.




The Marketing
Touchpoint Map

Capture

e Capture - Capture the
customer’s attention as
they perform this action.

e Engage - The e
touchpoint we want the

customer to engage
with.

Engage

>

Go Deeper Go Deeper

,)J\\

plaudit



The Marketing
Touchpoint Map

e Capture - Capture the
customer’s attention as
they perform this action.

e Engage - The e
touchpoint we want the
customer to engage
with. Go Deeper
e Go Deeper - Provide
additional detail for

customers who need it.



The Marketing
Touchpoint Map

Start with the most popular
actions first.

e \X/hich actions do the
most customers take?

e Which actions represent
the most important
decisions?

e \Which actions have the
biggest impact?

Awareness Consideration Purchase
Recognize Commit to Identify Understand Evaluate Validate and
Problem Change Options Solutions Solutions Purchase

S eeeeees———

Action Action Action Action Action

Reason Reason Reason Reason Reason
EE——
T

Capture

I |§|

Go Deeper Go Deeper Go Deeper

| Marketing Touchpoint Map

plaudit



.
I I Ie Marketll Ig Awareness Consideration Purchase
. Recognize Commit to Identify Understand Evaluate Validate and
I I 1 Ou Chp Olnt M ap Problem Change Options Solutions Solutions Purchase

Action Action Action Action Action

Prioritize the actions
where:

e You CAN reach the
customer.

Reason Reason Reason Reason Reason

Capture Capture Capture

e You have the best -
chance of getting in front
of the customer. Govecper

Engage Engage

Go Deeper Go Deeper

Marketing Touchpoint Map

plaudit



.
I I Ie Marketll Ig Awareness Consideration Purchase
. Recognize Commit to Identify Understand Evaluate Validate and
I I 1 Ou Chp Olnt M ap Problem Change Options Solutions Solutions Purchase

Fill out each worksheet as
best as you can to map your - - - - -
marketing activities to
customer actions. Capure captre copare
e Add your existing
marketing activities as = - e
well as new ones. —
e Use more than one
sheet if you need more RV
S p ace. | Marketing Touchpoint Map

plaudit



.
I I Ie Marketll Ig Awareness Consideration Purchase
. Recognize Commit to Identify Understand Evaluate Validate and
I I 1 Ou Chp Olnt M ap Problem Change Options Solutions Solutions Purchase

Action Action Action Action Action

You can also use it to

evaluate marketing - - - - -
initiatives.
e Make sure your new e s ==
ideas have a place to
live. o . e
. |f they don't ﬁt, they Go Deeper Go Deeper Go Deeper
may not be connected
to customer needs. S~

| Marketing Touchpoint Map

plaudit



Example: Boutique Bridal Shop



Boutique Bridal Shop

Recognize Problem

What They Do
Browse Focebook ond see
wedding pAm"aS.

Help friend shop for
wedding Jown.

Attend friend weddings.
Doydream about weddiny.

Browse and sowe wedding
dresses on Fintferest.

Commit to Change

What They Do

Search for "wedding
planning checKlist or
‘planning o wedding'
Get advice from friends
ond /M/[)/

Seorch for “how long does
it fake to 9et o wedding
Aress"



Aligning Digital Marketing with the Customer Experience

[ ]
Recognlze Awareness Consideration

Problem :
SE— Action

Action | Browse ond sove wedding
e Browse and save dresses on Finterest.

wedding dresses on

Pinterest.
Reason

Reason

Try to #ind preferred
e Tryto find preferred wedding gown style.

wedding gown style.

Marketing Touchpoint Map

Purchase

plaudit



Aligning Digital Marketing with the Customer Experience

Re C Ogniz e AW i“‘“”cssll Capture Purchase
PI’_Oblem = Fromoted pin: "Hottest 3

wedding dresses of 20/7"
Capture

e Promoted pin: "Hottest wedding
dresses of 2019" Engage

Engage W Hottest wedding dresses
of 2019" article.

e ‘Hottest wedding dresses of Summaorize o few 5,7(45,

2019" article. Summarize a few

styles.
Go Deeper  Deeper . Go Deeper
e 'Find Your Style’ Quiz "Find Your Style' Quiz

e Style Detail Pages
y g Marketing Touchpoint Maj| Sb/lé pdm'f[ Padés

plaudit



Awareness Consideration Purchase

E T D Awareness Consideration Purchase
Recognize Commit to Identify Understand Evaluate Validate and
What They Know What They Need Problem Change Oplions Solutions Solutions Purchase

Action Action Action Action Action
Reason Reason Reason Reason
‘What They Don't Know What They Do
hey are missing out on value. Things could be better Capture Capture Capture
Engage Engage Engage Engage Engage
Go Deeper Go Decper Go Decper Go Deeper Go Deeper.
\\ 4 -
Marketing Touchpoint Map ...
Ab plaudit
| Customer Action Worksheet e
plaudit

Customer Action Map Marketing Touchpoint Map



techpulse

Earn a raffle ticket! Take the breakout session survey

Schedule Qe & Morning Keynote < ¢ Breakout Session Survey ¢ Breakout Session Survey

JULE MY N N Tue, Apr 23, 830 AM - 910 AM

Tuesday, April 23  ~ Morning Keynote

»  Morning Keynote

»  Close More Deals through
W Differentiation ji w@ﬂ % WE“ < ;?ﬁ 1 would like to have a representative
i ; contact me about the information
presented in this session
\ Fast Fifteen: Three Key Description Piease seloct an answer -
. Employment Law Topics For Al e
fmall Businesses + technology. - < Edit My Responses
Speakers
B e R o
w Gamifying Company Culture @ Surveys
e [E] 8reskout Session Survey
* Locate this session on Scroll down to the Start Survey * Keep the EXIT SURVEY screen
the agenda module Surveys section. Click on Proceed to complete loaded on your phone
+ Click into the session Breakout Session Survey. all 4 questions. Click * Show this screen to the
item. Finish once complete. breakout room attendant to

earn a raffle ticket.
e — . __________ - ———————




Thank You!

MINNEAPOLIS « NEW YORK CITY
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