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4 STEP GUIDE TO MAPPING
THE IDEAL USER JOURNEY




1- START BY DEFINING YOUR PERSONAS

PERSONA MARKETING

Simple Step by Step

THE IMPORTANCE OF TARGETING

The use of marketing personas : P ersonalising emailslyiinrg] =
makes websites 2-5 times more : Personas improves click throug
effective and easier to use : Lali%(li}y 14% and conversion rates
. y 0

CREATING

RESEARCH, ANALYSE & SURVEY

Gather Intelligence, investigate your
analytics, review sales data and
collect data through surveys  allnl

DATA FOR PERSONAS

Find out: Likes/Dislikes
Values and needs

DEMOGRAPHICS, BEHAVIOUR,
LIFESTYLE

Understand the key information
about each of your different
personas and consider how this

will impact their behaviour

PRODUCT USE

‘why your personas would be using E
use it differently to other groups

PERSONAS

START CONSTRUCTING YOUR PERSONAS

‘You can now start to build your
personas and go through the key
stages

‘Segmenting trends in demographic or
behavioural data helps distinguish different
parts of the audience

Naming your persona helps visualise the
individual

SITUATION & ATTITUDES

Define the persona's situation and
attitudes towards the product

With the persona in mind create
scenarios of what happens when
the persona uses the product
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P.‘Ji You can now use your personas to help

build and test any of your marketing

PERSONA activities.

MAR

KET' NG Constantly asking the question “Does this
work for persona X?" will help you
understand how you can improve all of
your marketing efforts.

© TARGET INTERNET



2 - UNDERSTAND THE BASIC STAGES OF THE USER JOURNEY SO YOU CAN ENGAGE WITH
YOUR TARGET AUDIENCE AT EVERY STAGE, NOT JUST WHEN THEY ARE BUYING

BROWSING / VAGUE NOTION

ACTIVE INTEREST

POINT
OF
PURCHASE

LOYALTY

The target audience is doing the things online they regularly do and they have no
interest in your product/service yet. Your aim is to build engagement and awareness
without trying to directly sell.

Your audience has an interest in the topic area but not your product/service specifically.
Your aim to build engagement and awareness and you can start to highlight high level
reasons for wanting the product/service.

Your audience has shown an active interest in the product/service, you want to drive
consideration and purchase.

The audience has become your customer and you want to drive customer satisfaction,
loyalty and encourage upsell/cross sell and online advocacy.



3 - CLARIFY YOUR BRAND POSITIONING SO YOU KNOW WHAT YOU STAND FOR
AND WHAT YOUR CONTENT MARKETING WILL BE FOCUSED ON

WHAT THE BRAND BRIDGING THE GAP
WANTS TO WITH UNDERSTANDING T 10

TELL PEOPLE DRIVEN STRATEGY ENGAGE WITH




4 - MAP THE USER JOURNEY
TO IDENTIFY THE CHANNELS YOU SHOULD USE AND CONTENT YOU NEED

BROWSING >> ACTIVE INTEREST >> PURCHASE

LOYALTY
:r The user then
GOOGLE SEARCH @ visits amazon to |
,,,,,,,,,,, it check pricing
( ! i '
| The user starts and reads The user then
FACEBOOK el e p | reviews buys via the
| _productona | ' manufacturers
i friends timeline | , P N website
| and enquires ! " The user then |
OUR WEBSITE | about its quality | P @ visits the
| and usefulness | | manufacturer | , :
””””””””” .| websitetoread The user is then
DISPLAY AD Lo product dete?|ls | ° shoyvn
/1 andwatchin 1 ™ retargeting ads
. /1 depthvideos ./ across a network
vy ST of websites with
INSTAGRAM a promotion to f N 2
77777777 encourage direct The customer is The customer
T iEar e purchase sent emails is also
startstosearch | e relating to their encouraged
3RD PARTY SITES for product new product and

with best incentivized to
comparisons in practice usage leave online
EMAIL Google and other useful reviews and

i reviews and

content

give feedback
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