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THE DIGITAL 
CUSTOMER 
JOURNEY 





Changing Buying Behavior	
Ad overload	
 Channel overload	

Source  :  Qmee	

This  is  our  world  today.	



BUYERS WAIT UNTIL THEY 
HAVE COMPLETED 60-80% OF 
THEIR RESEARCH BEFORE 
REACHING OUT TO VENDORS 
 SiriusDecisions	











“  Content  is  key  –  clear,  
concise,  informative”	

	
“Write  for  real  people”	





 
RELEVANCY FIRST 
MOBILE FIRST 
DIGITAL FIRST 



THE MILLENIAL EFFECT 

Use  of  social  media  for  information  or  advice,  by  age	

Source:  Buyersphere  2015	







Site  Centric  !  User  Centric	
	
Image  !  Transparency	
	
Sales  person  !  Buyer	
	

THIS IS ABOUT 
A SHIFT OF 
POWER 



Source: Unknown	




RESEARCH PHASE INCREASING DUE TO ICT ADVANCES 

32%	 44%	 64%	

Source: GfK | Understanding consumer journeys 	




BY 2020 CUSTOMERS WILL 
MANAGE 85% OF THEIR 
RELATIONSHIP WITH A 
BUSINESS WITHOUT TALKING 
TO A HUMAN BEING.  
 

Gartner	



MAP THE THE DIGITAL CUSTOMER JOURNEY 

New Customers Growing Customers 

WHAT%
we#solve(

HOW%
we#solve(

WHY%
we#solve(

Awareness Consideration Buying Impress Enthuse Advocate
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MEANINGFUL%
be#useful(

Strangers Visitors Leads Customers Promoters Advocates



42 % HAVE NO DIGITAL 
CUSTOMER JOURNEY, BUT 
UPDATED DIGITAL TOUCH 
POINTS WITH NEW SOCIAL AND 
MOBILE TECHNOLOGIES. 

Brian  Solis,  Altimeter  Group,  2014	



KNOWING YOUR CUSTOMER 

	
Customer  at  the  center  of  
your  strategy	
	
Not  about  more  content,  
channels  or  apps	
	
It’s  about  creating  greater  
value  and  less  friction	















RISE OF INTERACTIVE MARKETING APPS AND “YOUTILITY” 



CREATE “ALWAYS ON” MARKETING PROGRAMS 

New Customers Growing Customers 

WHAT	
we  solve	

HOW	
we  solve	

WHY	
we  solve	

Awareness	
 Consideration	
 Buying	
 Impress	
 Enthuse	
 Advocate	


©  HappiFish	MEANINGFUL	

Strangers	
 Visitors	
 Leads	
 Customers	
 Promoters	
 Advocates	


Sales & Marketing Processes	

Tools	


Content programs	

	

	

	


Lead  generation	 	 	 	 	      Upsell	
	 	Lead  nurturing	 	 	 	 	      Retention	
	 	 	 	Lead  recycling	
	 	Drip  campaign 	 	 	 	                	 	            Loyalty/affinity	

@tomdebaere	





ESTABLISH A CULTURE OF DIGITAL OPTIMIZATION 

Demand Generation Program Framework	


Lead generation	


Digital behavior	


Event registration	


Manual inquiry	


Indirect Channel Lead	


Awareness	


Blog	


Webinars	


Content offers	


Paid search	


Indirect Channel	


Social	


Lead management	


Landing pages	


Email	


©  HappiFish	

MQL	


Lead nurture 
program	


SQL	
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ADOPT BACKBONE DIGITAL MARKETING TECHNOLOGY 

•  Behavioral  segmentation	
	
•  Single  customer  view	
	
•  1-‐‑1  marketing	

•  Integrated  channels	

•  Data-‐‑driven  automation	

•  End-‐‑to-‐‑end  reporting	



Chief Content Manager	

Content  Strategy,  Editorial  board,  Overall  Planning  &  Execution,  Quality  
assurance,  Reporting  coordination	

Content program Mgmt	

Project  management,  Editor,  Creation  support,  End-‐‑to-‐‑End  responsibility  +  
reporting	

Marketing automation	

Overall  management  of  automation  programs  (lead  generation,  nurturing,  data,  
scoring)  +  sales  alignment  (lead  hand-‐‑over  &  reporting)	

Digital Optimizer	

Acquisition  Optimization,  Continuous  Optimization  (SEO/SEA/Email/Landing  
Page/Website  &  mobile/Retarget/Test/Dynamic  content)	

NEW MARKETING ROLES - ENABLING AGILE MARKETING  

Online digital copy	

In-‐‑house  staff,  creating  small  &  micro-‐‑copy  (SEA,  emails,  landing  pages,  
graphics,  layout…),  editor  support  &  quality  assurance	

Head of digital marketing	

Vision  development  for  mobile  first  &  digital  first,  life-‐‑cycle  management  digital  
applications  &  channels,  horizontal  customer  centric  strategy  (de-‐‑silo)	

Digital communication 	

Digital  marketing  excellence  in  creating,  publishing,  distributing  and  
promoting  content  across  all  communication  channels  +  reporting	



WRAP UP 


