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» Getting clear on your ideal customer

» Understanding the value you bring to
the marketplace

» Learning to take a prospect from
awareness to raving fan

Chapter 1

Understanding the
Customer Journey

hink about the last important purchase you made. Perhaps you bought a car,

hired a babysitter, or switched coffee suppliers at your office. Chances are,

you consulted the Internet to read reviews, get recommendations from
friends and family on social sites like Facebook, and boned up on the features,
options, and price of the product or service before you made your choice. Today,
purchases and purchasing decisions are increasingly made online. Therefore,
regardless of what you sell, an online presence is necessary to capitalize on this
trend.

This new digital landscape is impacting organizations in more than just the lead
and sales generation departments, though. Savvy companies use the Internet to
drive awareness and interest in what they offer, but also to convert casual buyers
into brand advocates who buy more and encourage members of their network to
do the same.

In many ways, nothing in marketing has changed. Marketing is still about devel-
oping a mutually beneficial relationship with prospects, leads, and customers. We
call the development of this relationship the customer journey. In this chapter,
you learn to create a customer journey for your organization and the role digital
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marketing plays in that journey. The rest of this book helps you to create and exe-
cute offers and marketing campaigns that intentionally move customers through
the stages of this customer journey.

The role of your digital marketing is to assist in moving a prospect, lead, or cus-
tomer from one stage of the customer journey to the next.

REMEMBER

Creating a Customer Avatar

Because the role of your marketing is to move people through a series of stages
from cold prospects to rabid fans and promoters, you must first attain clarity on
the characteristics of your ideal customers. You want to get clear on their goals,
the challenges they face meeting those goals, and where they spend time consum-
ing information and entertainment. Creating a customer avatar will give you this
clarity. Other terms for customer avatar are buyer persona, marketing persona, and
target audience, but customer avatar is the term we use throughout this book.

A customer avatar is the fictional, generalized representation of your ideal cus-
tomer. Realistically, unless your product or service fits within a narrow niche, you
will have multiple customer avatars for each campaign. People are so much more
than their age, gender, ethnicity, religious background, profession, and so on.
People don’t fit neatly into boxes, which is why broad, generic marketing cam-
paigns generally don’t convert well; they don’t resonate with your audience. It is
absolutely crucial that you understand and make your customer avatar as specific
as possible so that you can craft personalized content, offers, and marketing cam-
paigns that interest members of your audience or solve their problems. In fact, the
exercise of creating a customer avatar impacts virtually every aspect of your mar-
keting, including:

3 Content marketing: What blog posts, videos, podcasts, and so on should you
create to attract and convert your avatar?

¥ Search marketing: What solutions is your avatar searching for on search
engines like Google, YouTube (yes, YouTube is a search engine), and Bing?

3 Social media marketing: What social media sites is your avatar spending
time on? What topics does your avatar like to discuss?

3 Email marketing: Which avatar should receive a specific email marketing
campaign?

¥ Paid traffic: Which ad platforms should you buy traffic from and how will you
target your avatar?
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3 Product creation: What problems is your avatar trying to solve?

¥ Copywriting: How should you describe offers in your email marketing, ads,
and sales letters in a way that compels your avatar to buy?

Any part of the marketing and sales process that touches the customer (which is
pretty much everything) improves when you get clear on your customer avatar.
After all, you’re aiming toward a real person — one who buys your products and
services. It pays to get clear on the characteristics of that person so that you can
find and present him or her with a message that moves this person to action.

What to include in your customer avatar

The customer avatar possesses five major components:

3 Goals and values: Determine what the avatar is trying to achieve. What
values does he or she hold dear?

3 Sources of information: Figure out what books, magazines, blogs, news
stations, and other resources the avatar references for information.

3 Demographics: Establish the age, gender, marital status, ethnicity, income,
employment status, nationality, and political preference of the avatar.

3 Challenges and pain points: What is holding the avatar back from achieving
his or her goals?

3 Objections: Why would the avatar choose not to buy your product or service?

In some cases, you need to survey or have conversations with existing customers
to accurately flesh out your customer avatar. In other cases, you may already be
intimately familiar with the characteristics of your ideal customer. In any case,
move forward. Don’t wait for surveys or interviews to be conducted to create your
first draft of an avatar. Instead, go ahead and make assumptions despite having
no data or feedback, and put completing your research on your short list of to-
do’s. In the meantime, you can begin benefiting from the avatar you’ve created.

Giving a customer avatar an actual name assists in bringing this fictional charac-
ter to life. In addition, your team members have a way to refer to each avatar
among themselves.

Using the five elements described in this section, we created a worksheet that we
complete each time we create a new customer avatar. The worksheet helps you
hone in on the ideal customer and pair him or her with the right message. In the
following sections, we go into more detail about this worksheet so that you can
use it in your own business.
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Introducing Agency Eric: A customer
avatar example

In April 2015, DigitalMarketer introduced a new offer. We began selling a new type
of digital marketing training product: Certification Classes. These new trainings
include exams, certificates, and badges, and they appeal to a new ideal customer.
Of course, having a new ideal customer means that a new customer avatar must
be built.

As a result, we defined four distinct buyer personas who would be interested in
certifications and training from our company:

¥ The marketing freelancer: Wants to distinguish herself from the other
freelancers she is competing with in the marketplace.

¥ The marketing agency owner: Wants to add to the services he can offer his
clients and to sharpen the marketing skills of his employees.

3 The employee: Wants to distinguish himself at his place of employment or to
secure a new job or promotion within his existing job.

3 The business owner: Wants to sharpen her own marketing skills and the
skills of her internal marketing team members.

From the buyer personas, four new customer avatars were born. We call one of
these new avatars, pictured in Figure 1-1, Agency Eric.

AGENCY ERIC

ot CHALLENGES & PAIN POINTS

GOALS AND VALUES

FIGURE 1-1:
Agency Ericis a
customer avatar
who purchases
the certification
product from
DigitalMarketer.

QGITAL R
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FIGURE 1-2:
Understanding
the goals and
values of your
avatar is
important.

The next section describes the approach to filling out each section of the customer
avatar worksheet so that you can define your customer avatars.

Getting clear on goals and values

The customer avatar creation process begins with identifying the goals and values
of one of your ideal customers. Make note of the goals and values that are relevant
to the products and services you offer.

Being aware of your customer avatar’s goals and values drives decisions that you
make about

3 Product creation: What products or services can you develop to assist the
avatar in meeting his or her goals?

¥ Advertising: How can you describe these offers in your ads and sales copy?

3 Content marketing: What blog posts, podcasts, newsletters, and other
content vehicles might your avatar respond to?

3 Email marketing: How can you tailor your email subject lines and body copy
to be consistent with the avatar's goals?

At DigitalMarketer, our Agency Eric avatar owns a digital marketing agency and
manages a team of marketers providing services to clients. One of Agency Eric’s
goals (shown in Figure 1-2) is to increase the capabilities of his team. Agency Eric
knows that a more capable team will result in satisfied customers.

GOALS AND VALUES

Goals:

Eric wants to...

- Increase agency business

- Increase the capabilities of his team
- Scale his business

Values:

Eric is committed to...

- Professional development for he and his employees
- Providing value for his clients

- Using "white hat" marketing principles
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TIP

Because Agency Eric has this goal, he is likely to open and respond to an email that
promotes our company’s Content Marketing Certification with the following sub-
ject line:

Need Content Marketing Training?

Finding sources of information and
entertainment

This section of the customer avatar worksheet is critical to determining where your
customer avatar is spending his time on and offline. What books does he read?
What celebrities does he follow? What blogs does he read? This is vital information
when considering where you will advertise and how you will target those adver-
tisements. We cover digital advertising and ad targeting in Chapter 10 of this book.

The key to truly understanding where your customer is getting information and
entertainment is in identifying niche sources. Identifying these niches is fairly
simple using the “But No One Else Would” Trick. To use this trick, you simply
complete sentences like:

¥ My ideal customer would read [book], but no one else would.
¥ My ideal customer would subscribe to [magazine], but no one else would.

¥ My ideal customer would attend [conference], but no one else would.

The idea is to find the niche books, magazines, blogs, conferences, celebrities, and
other interests that your ideal customer would be attracted to — but no one else
would. For example, if you sell golf products, you wouldn’t assign Tiger Woods as
a celebrity. Tiger Woods is a celebrity your customer avatar would follow, but a
large percentage of people interested in Tiger Woods are not golfers and aren’t
likely to buy your golf products.

Instead, choosing a more niche golfer like Rory Mcllroy allows you to hone in on
your ideal customer and exclude people who wouldn’t find value in your product. If
you find these niches when buying traffic from ad platforms like Facebook (covered
in Chapter 10), you can often laser-target your audience by focusing on prospects
who have these niche interests, while excluding less-than-ideal prospects.

Honing in on demographics

Applying demographic information brings your customer avatar to life. In this
section, you add information to your avatar such as age, gender, marital status,
and location.
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FIGURE 1-3:
Demographics
bring the
customer avatar
to life.

Although the usual demographics are critical, the exercise of filling in the “Quote”
field (shown in Figure 1-3) can be particularly helpful to get inside the head of
your ideal customer. The Quote field is how this avatar might define himself or
herself in one sentence, or it’s the motto the avatar lives by. For instance, our
quote for Agency Eric is “I surround myself with people smarter than I.” This
sentence says a lot about this avatar’s character and motivation to purchase our
marketing training products. Brainstorm ideas for your avatar’s quote with your
team or someone who knows your business well.

“| surround rmyself with

Age: 40 Quote: people smarter than 1"
Gender: Male Occupation: Digital Marketing
Marital Status: Married Job Title: CEC/Founder

#/Age of Children: 2 (4ge 8 &10) Annual Income: $150,000

Location: Crlando, Florida Level of Education: College Graduate

Other: SPends time on Linkedin
looking for talent.

Demographic information for your customer avatar is also useful for choosing
targeting options in ad platforms like Facebook. Bring your avatar to “life” as
much as possible, even by visualizing the person if you can, because when you’re
writing content, email, or sales copy, it can be beneficial to write as though your
avatar were sitting across the table from you. Demographic information like age,
gender, and location gives your persona a look and feel.

Adding challenges and pain points

This section of the worksheet can help drive new product or service development.
It can also help inspire the copy and ad creative you will use to compel your ideal
customer to action. Copy is any written word that makes up your ad, email, web
page, social media post, or blog post. Ad creative is an object that communicates
information in visual form, such as an image, a GIF (graphics interchange for-
mat), a video, an infographic, a meme, or another form of artwork that you use to
convey your message. You use copy and ad creatives to call out to your audience,
capture people’s attention, and address how your product or service adds value to
their lives by solving a pain point or a challenge they face.
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FIGURE 1-4:
Understanding
the challenges

and pain points

of

ma

14

your customer
informs your
rketing efforts.

TIP

When selling certifications to Agency Eric, for example, our company would do
well to build solutions to his challenges and pain points and use language that
addresses them in our marketing messages. For example, this avatar would
respond to sales copy like the following:

Are you tired of losing proposals simply because you don’t offer content
marketing services to your clients? Certify your team with DigitalMarketer’s
Content Marketing Mastery Course and Certification.

Copy like this receives a response from Agency Eric because it is specific to one of
his pain points, which is the fear of losing business to competitors (see
Figure 1-4).

CHALLENGES & PAIN POINTS

Challenges:

Eric is challenged with...

- Scaling his agency business

- Finding, training, and retaining top marketing talent
- Keeping his marketing skills sharp while being CEQ

Pain points:

Eric's pain paints are...

- Fear of losing business to competitors

- Fear of his agancy falling behind the digital marketing scena

Preparing for objections

In the final section of the customer avatar worksheet, answer why your customer
avatar might choose to decline the offer to buy your product or service. The rea-
sons your avatar doesn’t buy are called objections, and you must address them in
your marketing. For example, if we know that Agency Eric is concerned with the
amount of time his team members will be out of the office or unable to work while
getting trained, we can send an email that overcomes that objection with a subject
line like this:

Get Content Marketing Certified (in One Business Day).

You can prepare your own customer avatar as we discuss with the help of a
resource from DigitalMarketer. Find it at https://www.digitalmarketer.com/
1p/dmfd/customer-avatar/.
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Getting Clear on the Value You Provide

FIGURE 1-5:
Businesses
provide value by
moving prospects
from a “Before”
state to an “After”
state.

An important part of planning for digital marketing success is understanding the
value your organization brings to the marketplace. The value your company pro-
vides is far greater than the products or services it sells. In fact, people don’t buy
products or services at all; instead, they buy outcomes.

Imagine a group of people who are discontent for one reason or another. This
group of people are in what we call the “Before” state (see Figure 1-5). No matter
what you’re selling, you’re trying to reach a group of prospective customers who
are in this Before state. To gain some insight, write the adjectives that describe
your prospective customer before she has experienced your product or service. Is
she sad? Out of shape? Bored?

BEFORE AFTER

J

Source: https://www.digitalmarketer.com/blog/
customer-value-optimization/

Now, leap forward into the future, to the point after your prospective customer
has experienced your product or service. What is her “After” state? How has this
person changed? In the same place where you took notes about her Before state,
describe her After state. Is she happier? Healthier? More excited?

The shift from the Before state to the After state is what your customer is buying.
This shift (or outcome) is the value that your business brings to the marketplace.
Furthermore, the role of your marketing is to articulate this move from the Before
state to the After state.

The understanding of this transition from Before to After is what allows you to
craft what is called a Statement of Value. This statement is important because it
sums up the value of your product or service. To craft your Statement of Value,
simply fill in the blanks on the sentence shown in Figure 1-6.
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FIGURE 1-6:

Fill in the blanks
on your
Statement of
Value.

REMEMBER

STATEMENT OF VALUE

enables

(Product Name)

to experience

(Customer)

Source: https://www.digitalmarketer.com/blog/
launching-a-business/

The role of your marketing is to assist in moving a prospect, lead, or customer
from one stage of the customer journey to the next. At the beginning of this jour-
ney, your customer is in the Before state. By the end, you will have taken your
customer on a journey to that customer’s ideal After state.

Knowing the Stages of the
Customer Journey

REMEMBER

If your business has acquired even a single customer, some kind of customer jour-
ney is in place. Perhaps this customer journey was not created intentionally, but it
does exist. Or perhaps you call it something else in your organization, such as a
“marketing (or sales) pipeline.”

Regardless of what you call it, becoming intentional about the movement of cold
prospects, leads, and existing customers through the stages of this journey is the
purpose of your marketing. When you’ve properly charted your ideal customer
journey, you quickly find the bottlenecks that are restricting the flow of prospect
to lead, lead to customer, and customer to raving fan.

We can’t overstate the importance of sequence in marketing, and particularly in
digital marketing. Moving cold prospects from one stage of the customer journey
to the next must be done seamlessly and subtly. You’re not likely to convert a
complete stranger into a brand advocate overnight. But you can gradually move
the prospect from one stage of the relationship to the next. To move people
through the stages of the customer journey, go through the following eight steps.
A worksheet that visualizes the steps of the customer journey is provided in the
final section of this chapter (Figure 1-12).
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FIGURE 1-7:

A Facebook
advertisement
focused on the
goal of
awareness.

Step 1: Generating awareness

Every repeat customer and raving fan of your business was, at one time, a com-
plete stranger to your company. She had no idea what problem you solve, what
products you sell, or what your brand stands for. The first step on her journey
from cold prospect to raving fan is awareness. We go into more detail about tactics
later in this book, but if awareness is your issue, you should employ the following
digital marketing tactics:

3 Advertising: Advertising, both online and offline, is a reliable and effective
method of raising awareness.

¥ Social media marketing: Billions of people access social media sites such as
Facebook, Twitter, and LinkedIn every day. Social media marketing is an
inexpensive method of raising awareness.

¥ Search marketing: Billions of web searches on sites such as Google and Bing
are processed every day. Basic search marketing techniques direct some of
that traffic to your website.

Figure 1-7 shows an awareness campaign from TransferWise, a company that was
created by the same people who built Skype. TransferWise is a relatively new com-
pany in the money transfer business, and it uses the Facebook advertising platform
to raise awareness of the service. Notice how the language used in this ad focuses
on teaching what TransferWise is and how you benefit from using the service.

TransferWise © [ £]

about a year ago
Bye bye banks. Save up to 30% when you send money abroad.
Ty .

‘When you send money abroad, TransferWise.
Banks nide huge fees in unfair exchange rates when you send money abroad. Mext time save up o 9.

FROM THE PEOPLE WHO BUILT SKYPE L.l

ik 8 W Comment 4 Share

Source: https://www.digitalmarketer.com/blog/
launching-a-business/
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FIGURE 1-8:

An engaging blog

18

post from the
Whole Foods
blog.

REMEMBER

Step 2: Driving engagement

It’s not enough to simply make a cold prospect aware of your business, products,
and brand. You must engineer your marketing to capture the attention of your
prospect and engage him. For a digital marketer, that engagement almost always
takes the form of valuable content made freely available in the form of

¥ Blog posts
¥ Podcasts

3 Online videos

For example, the grocery store Whole Foods prides itself in selling fresh, organic
foods from its hundreds of brick-and-mortar locations. The supermarket chain’s
online strategy includes its Whole Story blog, which engages its ideal customer with
content relevant to the products the company sells. Blog articles with titles such as
“9 Refreshing Summer Drinks You Need to Try Right Now” (see Figure 1-8) show
existing and prospective customers how to use the products sold at Whole Foods.

9 Refreshing Summer Drinks You Need To Try Right Now
m C

GH o3
By Kate Rowe, July 12, 2016 | Meet the Blogger | More Posts by Kate

The summer heat is now upon us, but you can stay cool with refreshing, family-friendly
drinks right now. We're all about using unexpected ingredients, making juice in the blender,
and finding shortcuts to delicious summer sippers.

Source: https://www.wholefoodsmarket.com/
blog/9-refreshing-summer—drinks-you-need-try-right-now

A prospect, lead, or customer may spend anywhere from a few minutes to a few
years at any one of the stages in this customer journey. For example, a prospect
might become aware of your blog and engage with it for a year or more before
moving to the next phase of the journey. Others will sprint through multiple
stages of the journey in the space of a few minutes. A healthy business has groups
of people at all stages of the journey at all times.
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FIGURE 1-9:

An email
subscription offer
from furniture
retailer IKEA.

Step 3: Building subscribers

The next step in the customer journey is to graduate a prospect from the “merely
aware and engaged” stage into the stage of being a subscriber or lead. A sub-
scriber is anyone who has given you permission to have a conversation with him.
Savvy digital marketers create lists of subscribers by building social media con-
nections on sites such as Facebook and Twitter, attracting podcast subscribers on
services such as iTunes and Stitcher, or generating subscribers from webinar
registrations.

Offline companies might build subscription online by offering aware and engaged
prospects the ability to receive physical mail or request a consultative sales call or
product demo.

But the Holy Grail of lead generation in the digital marketing realm is email sub-
scription. Email is, by far, the cheapest and highest-converting method of moving
a prospect through the rest of the stages of this customer journey. We tell you
more about email marketing in Chapter 11, but for now, take a look at an example
of an effective email marketing campaign from one of the world’s largest furni-
ture retailers, IKEA.

IKEA builds social media subscribers on Facebook, Twitter, Pinterest, and more,
but acquiring email subscribers is clearly the focal point of IKEA’s digital market-
ing efforts. Upon visiting the IKEA website, you’re asked in multiple locations to
join IKEA’s email list. Figure 1-9 shows an email opt-in form from the IKEA
website.

e

Sign up here to get IKEA pr news and
ideas for your home and wurkplaoe delivered right to your inbox!

Email Address Country
United States [

Source: https://www. ikea.com/us/en/
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FIGURE 1-10:

A low-dollar offer

20

from domain
registration
company
GoDaddy.

Step 4: Increasing conversions

At this stage, the goal is to elevate the commitment level of the prospect by asking
him or her to give you a small amount of time or money. Low-dollar products or
services, webinars, and product demos are all good offers to make during this
stage.

Up to this point, the relationship with this prospect through the first three stages
of the customer journey has been passive. The goal of Stage 4 is not profitability,
but rather an increased level of connection between the prospect and your busi-
ness. One company that achieves this increased connection is GoDaddy, which
allows you to, among other things, register a domain name for a website as well
as host and design one for your business. GoDaddy uses a low-dollar domain reg-
istration offer with a two-year purchase (see Figure 1-10) to acquire customers
and ramp up the commitment level.

@ United Saotes - English»  USDw 247 Support (490) 5053877 help L Sigaine

@Gobaddy“ AllProducts Domains  Websites Hosting  Web Security  Online Marketing  Emall & Office  Promos GoDaddy Blog @

com 5755 [ 57 @online 5205 P s209 met 519950

Build your business on a .com domain.

o Just
$2.99*/1st yr

Find Your .com

Source: https://www.godaddy . com/?isc=gofd2001sa&ci=

Step 5: Building excitement

Your marketing should intentionally encourage your customer to use the offer
that your lead or customer accepted in Step 4. The business term for getting your
prospect to take advantage of an offer is customer onboarding. Regardless of
whether the conversion in Step 4 was a commitment of time or money, the rela-
tionship with this customer or prospect has a much greater chance of success if
she received value from the transaction.
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FIGURE 1-11:

This onboarding
packet builds
excitement and
teaches the
customer how to
be successful
with our product.

REMEMBER

At DigitalMarketer, we have a community called DigitalMarketer Lab made up of
thousands of entrepreneurs, freelancers, and small business owners. Each new
DigitalMarketer Lab member receives an onboarding packet (see Figure 1-11) from
our company through post mail that teaches Lab members how to get the most out
of their new purchase. This packet builds excitement by explaining all the benefits
of being a member, and it shows members exactly how to get started receiving
those benefits. By building excitement and teaching our customers to be success-
ful, we’ve seen dramatically lower cancellation rates.

Congratulations on joining the DigitalMarketer
Lab family. This booklet will introduce you to all
of your membership benefits and help you get to

= know our community a bit better.
4

Fn

-

Ml From Our Founder 16 | Your Membership Card
06 | Membership Benefits 18 | Your Secret Sticker
08 | Execution Plan Library 20 | Meet The Team

10 | DM Engage 22 | What To Do Next...

12 | Live Training 24 | Testimonials

14 | DM Deals 26 | Contact Us

The value of the offers you make should far outweigh the price paid by your cus-
tomer. Deliver great products and services and create marketing campaigns that
encourage the use of those products and services. After all, your customers aren’t
likely to continue buying or promoting your brand to others if they aren’t using
the product or service themselves.

Step 6: Making the core offer
sale and more

At this stage, prospects have developed a relationship with your brand. They may
have invested a bit of time or money with you. People who develop this rapport
with your company are much more likely to buy a more complex, expensive, or
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risky product or service from you. We call this jump from passive prospect to
buyer ascension.

Unfortunately, this is where most businesses start and end their marketing. Some
ask cold prospects to make risky investments of time and money with a company
they know nothing about. This is the equivalent of proposing marriage to some-
one on a first date: The success rate is low. Other brands stop marketing to a cus-
tomer after that particular customer has converted (made a purchase) instead of
staying in touch with and converting that person into a repeat buyer.

In the ascension stage, customers or prospects purchase high-ticket products or
services, sign up for subscriptions that bill them monthly, or become loyal, repeat
buyers. Assuming that you have done the hard work in Stages 1-5 of the customer
journey, you should find that some of your leads and customers are ready to buy
more, and buy repeatedly. That’s because you’ve built a relationship with them
and effectively communicated the value you can bring to their lives. When you
market to your customers in this sequence, they’re on the path to becoming brand
advocates and promoters (see the upcoming sections about Steps 7 and 8). We dis-
cuss different strategies for selling more to your existing customers in Chapter 3
when we cover profit maximizers.

Step 7: Developing brand advocates

Brand advocates give you testimonials about the fabulous experience they’ve had
with your brand. They are fans of your company and defend your brand on social
media channels and, if asked, leave great reviews for your products or services on
sites such as Yelp or Amazon.

Your ability to create brand advocates depends on the relationship you have with
these leads and buyers. When you’ve reached this step, your customer and your
company are like close friends in the sense that developing the relationship to this
level took time and effort, and maintaining that relationship — one that is mutu-
ally beneficial to both parties — will take time and effort also.

You build this relationship by adding value, delivering on the promise of your
product (meaning that it actually does what you claim it will do), and with respon-
sive customer service. By consistently delivering quality products and services,
you can turn people into brand advocates and ultimately move them into the final
step: brand promoter.
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Step 8: Growing brand promoters

Brand promoters go beyond advocacy and do everything from tattooing your logo
across their chest (think Harley Davidson) to dedicating hours of their free time
blogging and using social media to spread their love of your brand online. The dif-
ference between an advocate (Step 7) and a brand promoter is that the promoter
actively spreads the word about your business, whereas the advocate is more
passive.

For brand promoters, your company has become part of their life. They know that
your brand is one that they can trust and depend on. Brand promoters believe in
you because your brand and your products have delivered exceptional value again
and again. They have committed not only their money but also their time to you.

Preparing Your Customer Journey
Road Map

For successful businesses, the customer journey doesn’t happen by accident.
Smart digital marketers engineer marketing campaigns that intentionally move
prospects, leads, and customers from one stage to the next. After you become
aware of your ideal customer journey, the tactics (taught in the remaining chap-
ters of this book) that should be employed become clear.

For example, if you determine that you have an issue building subscribers (Step 3
of the customer journey), you want to deploy tactics that generate email leads
(covered in Chapters 3 and 11) and social media connections (discussed in
Chapter 9) to move customers through this part of the customer journey.

Creating a customer journey road map that clearly delineates the eight stages that
we cover in the previous section of this chapter (see Figure 1-12 for just such a
road map) is a fantastic way to plan and visualize the path that an ideal customer
will take from cold prospect to brand promoter. Gather the stakeholders in your
company and complete a customer journey road map for at least one of your major
products or services. Brainstorm which campaigns and offers (covered in
Chapters 2 and 3) to use at each step of the customer journey to make people
aware of your product and move them from awareness to their desired “After”
state onto the path of a brand promoter.

CHAPTER 1 Understanding the Customer Journey 23



VALUE JOU RNEY WOR KSH EET DESIGNED FOR: DESKGNED BY: ATE:,
) =
A &
ASCEND r ADYOCATE :> PROMOTE
%
Y o
O &
L EXCITE 1| CONVERT
ﬂ\l—‘ I
AWARE ENGAGE r\ SUBSCRIBE
FIGURE 1-12:
Create a L
customer journey
road map for at /
o oreffers, (s e

You can create your own customer journey road map with a resource from
DigitalMarketer by going to https://www.digitalmarketer.com/1lp/dmfd/

customer-journey/.
TIP

Optimizing the Customer Journey

It’s good that you’ve documented your customer journey, but just because you’ve
written it down doesn’t mean you’re done. When you understand the customer
journey, and after you’ve built it for your business, it’s time to optimize it. The
customer journey isn’t something you laminate upon completion. It’s not some-
thing you set and forget. If you want your business to grow — to truly be set up
for success — you’ll want to revisit and hone your customer journey as your busi-
ness and customers evolve.

A good rule of thumb is to evaluate and optimize your customer journey every
time you add, retire, or update a product or service. Also, if you add a new cus-

tomer avatar to your business, again, it’s time to optimize your customer journey.
TIP
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Avoiding an Optimization Mistake

As you begin to optimize your customer journey, your instinct may be to approach
it from the beginning and start with Step 1: generating awareness. But that’s not
where you want to start. In fact, the awareness stage is the last place you want to
start when optimizing your customer journey.

Why?

If you start from the beginning — as the saying goes — you’re pouring more
water into a leaky bucket. All the work you’re doing to optimize the beginning
steps of the customer journey will be for nothing if you have holes later in the
journey that are causing your customers to get stuck or not convert at all.

To avoid this pitfall, you don’t want to focus your optimization efforts on the
beginning of the journey. Instead, you’ll start toward the end of the journey.

When optimizing your customer journey, it’s best to start at the ascend stage
(Step 6). Start here with the perspective of, “How do I increase the average cus-
tomer value? How do I remove the bottlenecks that are causing the customer to
get stuck?” By plugging any holes in the ascension stage, you’ll be able to maxi-
mize your profit. And with more profit, you’ll be able to invest more into your
journey (and not send leads and customers into a leaky bucket).

When you’ve maximized the ascension stage, work backwards.

3 Optimize your excite stage (Step 5).

3 Then optimize your convert stage (Step 4).
¥ Then the subscribe stage (Step 3).

3 Followed by the engage stage (Step 2).

¥ And finally, ‘optimize the awareness stage (Step 1).

After you’ve worked backwards and optimized all of the beginning stages of the
customer journey, you then turn your attention to optimizing the final two
stages — brand advocates (Step 7) and brand promoters (Step 8), looking for ways
to generate more of each.
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TIP

This is important and the key to optimizing your customer journey: work on one
stage at a time. Focus all of your efforts on that one stage before you move onto
the next one. Don’t start a new stage until you’ve fully optimized the current stage
you’re working on. In the same vein, don’t work on multiple stages simultane-
ously. Fix one stage at a time. If you jump around from stage to stage or optimize
multiple stages at once, you’re likely to miss holes and your optimization will be
for nothing. Optimizing only one stage at a time helps you plug all your leaks and
remove the bottlenecks for your customer.

As you optimize each stage, you’re not just looking for holes you can plug. You're
looking for bottlenecks the customer is facing, things that cause them to get stuck
and prevent them from moving onto the next stage in the journey. And you’re
looking to remove those barriers so you can plug those holes and get more leads
and customers at each stage of the customer journey.

PART 1 Getting Started with Digital Marketing



