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Who	Is	This	Guy?



About	Me

Multicultural	
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Business	Goals



Business	Goals
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Business	Goals
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BUSINESS	GOALS

How	many	new	customers	would	
you	like	over	the	next	12	months?



Target	Segments



Target	Segments

Segmentation
Dividing	the	market	into	mutually	exclusive	and	completely	exhaustive	
segments

The	basis	for	segmentation	can	be	geographic,	demographic,		
behavioural	etc

Targeting
Picking	the	most	 lucrative	and	easy-to-access	segments	from	above	(not	
all	of	them!)

Positioning
Position	your	brand,	products	/	services	etc	to	each	target	segment.

You	can	develop	a	marketing	mix	for	each	selected	segment



Target	Segments

Who	is	your	ideal	customer?	

(Define	your	desired	audience)



Customer	Buying	Journey



Customer	Buying	Journey
Awareness
This	could	be	(lack	of)	awareness	of	you,	your	solution	to	their	problem	and	the	problem	itself.

Interest
This	is	where	the	prospect	begins	to	develop	associations	towards	your	brand,	your	
products/services	etc.	

A	positive	association	is	in	the	form	of	engagement	

Decision
This	is	the	‘hands	on	the	wallet’	moment	where	they	have	decided	to	address	their	needs.

They	choose	you	over	their	other	options.	

Action
This	is	‘conversion’		where	the	prospect	performs	the	desired	action	(sale,	booking	etc)



Customer	Buying	Journey

What	journey	does	your	prospect	
take	in	your	industry?	



Positioning



3	C	Framework

Customer

What	Unmet	/	Unfulfilled	Customer	Need	are	we	
meeting?

Our	content	must	be	around	these	three-pillars	for	our	positioning	 to	effectively	resonate	with	our	 target	audience.



3	C	Framework

Company

What	is	our	Core	Strength?	What	are	we	really	good	at	
(our	capabilities)?

Our	content	must	be	around	these	three-pillars	for	our	positioning	 to	effectively	resonate	with	our	 target	audience.



3	C	Framework

Competition

How	are	we	meeting	this	need	better	than	the	competition	
can?	What	is	our	source	of	sustainable	competitive	

advantage?

Our	content	must	be	around	these	three-pillars	for	our	positioning	 to	effectively	resonate	with	our	 target	audience.



3	C	Framework	and	Positioning

Customer	|	Competition	|	Company

• Our	content	must	be	around	these	three-pillars	for	our	value	proposition	 to	effectively	resonate	with	our	target	audience.

1. What	Unmet	/	Unfulfilled	Customer	Need	are	we	meeting?

2. How	are	we	meeting	 this	need	better	than	the	competition	can?	What	is	unique	about	the	way	we	do	things	 in	the	
market?	Our	sustainable	source	of	competitive	advantage

3. What	is	our	Core	Strength?	What	are	we	really	good	at	(our	capabilities)?

Customer Competition

Company

Positioning



Positioning

Positioning

What	unique	position	do	you	want	to	occupy	in	the	mind	of	
your	potential	customer?



Positioning
Positioning

Valid	Customer	Need?

Aligned	with	Core	
Competency?

Source	of	sustainable	
competitive	
advantage?

What	are	the	TOP	THREE	
Words/Phrases	that	
describe	your	desired	

positioning?



A	note	on	competitive	analysis



Competitive	Landscape:	Perceptual	Map	

Low	Price High	Price

Low	Value

High	ValueCustomers	buying	on:

1) Factor	1:	Price
2) Factor	2:	Value	(non-price	related	

factors) Your	
Company?

Where	would	you	place	your	
main	competitors?



POPs	and	PODs

Mobile	Responsiveness Pricing	 Availability Digital	Presence

POD- POD+ POP

Competitors



Service/Product	Strategy



Service/Product	Strategy

What	are	your	various	service/product	
offerings?

(your	revenue	streams)



Service/Product	Strategy	and	Positioning

Import	Freight	
Forwarding

Pick	Pack	
Warehousing

Consulting

Export

5	Areas:

Partner Agile Flexible

CONTENT!

How	will	we	demonstrate	this	positioning	across	
the	key	service	areas?



Content	Strategy



Content	Checklists

Does	the	objective	of	the	content	have	a	clear	link	
to	the	buying	stages?

Does	it	employ	basic	principles	of	at	least	ONE	of	
the	forms	of	content	marketing?

Does	it	talk	to	AT	LEAST	One	of	‘positioning	pillars’?

Does	it	create	trust	/	educate	/	show	expertise?



Content	Strategy	&	Customer	Buying	Journey:	Framework

Overall	
content

Interest	
Content

Decision	
Content

Action	
Content

Awareness	
Content

Does	the	objective	of	the	content	have	a	
clear	link	to	the	buying	stages?



Content	Marketing:	Framework

Does	the	content	employ	basic	principles	of	at	
least	ONE	of	the	forms	of	content	marketing?

Content	Writing

Storytelling

Copywriting	

1

2

3



‘Trust	– Educate	– Expertise’	Approach

Educate	/	
Empower

Show	Expertise
Create	Trust

Great	
Content

“Trust is	vital	in	
B2B	interactions…”
www.	ntctexas.com/how-important-is-trust-in-b2b-business

“Expertise opens	doors	
and	increases	your	
authority	within	your	
industry”

https://www.forbes.com/

“Customers	are	increasingly	more	
paralyzed	than	empowered.”
https://hbr.org/2017/03/the-new-sales-imperative

The	key	takeaway	from	
our	content	has	to	play	
to	at	least	one	of	these	
factors,	where	possible.



Lead	Generation	&	Conversion	System



Services	Industry	



Funnel	Strategy:	Lead	Generation
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Funnel	Strategy:	Lead	Generation
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Funnel	Strategy:	Lead	Generation

Request	a	Call	
Page	/	Request	
Appointment

Lead	Convert

Day	5

Opt-In	Landing	
Page	(in	exchange	for	an	

E-book)

Automated	
Email

Lead	Qualify

Day	1

Lead	Aware

FB	Page

LinkedIn	

Blogs	etc

Day	1

Engagement	Content	-
Video	Sales	Page,	
(Written	copy,	

testimonials,	video	
blogs	etc)

Lead	Engage

Day	3

Automated	
EmailLink

One	funnel	 for	each	service	stream



Funnel	Strategy:	Lead	Generation
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Products	(Online)



The	Online	Product	Funnel:	Example
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The	Online	Product	Funnel:	Example
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Re-Targeting



Funnel	Strategy:	Lead	Generation
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Re-Targeting



The	Online	Product	Funnel:	Example
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Examples



Opt-In	Page

Automated	Email	#1

Services	Industry



Video	Sales	Letter

Automated	Email	#2



Request-a-call

Automated	Email	#3



E-Commerce

Online	Shop-front	
eg:	Shopify + Social	Media	

(particularly	Facebook) + Email	marketing	Platform
(e.g:	Klaviyo,	Mail	chimp)



E-Commerce

Using	Facebook-based	ad	campaigns

ROAS	>	10
Measuring	Adds	To	Cart	and	

Checkouts	Initiated



E-Commerce



Abandoned	Cart	Series



Conditional	Logic



Lists	&	Segments



In	Summary…

Map	your	lead	generation	efforts	to	the	customer	buying	 journey

Build	dynamic	content	at	the	source	to	lead	prospects	into	the	funnel

Nurture	prospects	using	a	marketing	 funnel	

Link	the	various	stages	of	the	funnel	 through	automated	emails

Build	re-targeting	into	every	stage	of	the	funnel

Services	Industry:	Define	conversion	clearly	

Define	target	market	and	positioning	 clearly	and	apply	to	all	content

Test	and	learn	mindset	



Q&A


