
Content and the Customer Journey

Fueling the Journey 
Moving Customers through the Online 
Purchase Funnel with Content



Introduction
Most marketers understand that content is becoming more central 
to the success of any marketing plan. However, getting measurable 
results requires more than churning out volumes of articles and blog 
posts. Quality content is critical, and creating content that inspires 
people to take action involves moving them through a decision 
making process … a journey. 

The journey your customer takes is unique, and what they need 
changes as they move through it. The content they require changes, 
and how you measure the success of this 
content will also evolve. If they are gaining 
traction along every step of this journey, 
and it’s utilizing your product or service 
in the best possible way, then they will 
take the next step with you. If not, they’ll 
continue their journey, but possibly not on 
a path that leads them to your product or 
service.

This e-book will help you understand how 
content fits into the customer journey, how 
to measure that it’s working, and some tips 
to help you generate positive results.

In fact, content is becoming the core focus 
of success in three key components of 
inbound marketing campaigns: search, site 
and social.

InFographIc overvIew
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Prospect Customer/Lead

Awareness

Clicks on ranking 
results (broad terms)

Visits to engaging 
content

Liking, following 
brands

Clicks on ranking 
results (long tail 
terms)

Pageviews, 
downloads of 
relevant content

Conversations about 
and views of shared 
content

Inbound Links

Return visits

Sharing experience 
(reviews, recom-
mendations)

Consideration Conversion Advocacy

Social

Search

Site

Before going on any journey, you need a good map. The chart above 
shows how a customer travels through Awareness, Consideration, 
Conversion and Advocacy …  and how you can measure and evaluate 
Site, Search and Social metrics at each step of the path. Let’s hit the road! 

Content Fuels the Customer Journey
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Awareness

Consideration

Conversion

Advocacy

Steps in the Customer Journey 
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Prospect Customer/Lead

Awareness Consideration Conversion Advocacy

Clicks on ranking 
results (broad terms)

Visits to engaging 
content

Liking, following 
brandsSocial

Search

Site

Clicks on ranking 
results (long tail 
terms)

Pageviews, down-
loads of relevant 
content

Conversations about 
and views of shared 
content

Inbound Links

Return visits

Sharing experience 
(reviews, recom-
mendations)

Awareness
During awareness, people are learning about a product or service category, 
discovering who offers what, and broadly gaining knowledge. Every business has 
different challenges in building awareness, but the channels are utilized in similar ways.
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how-To: 
Make sure your content is optimized for these 
terms, and you are following SEO best practices 
for each page of content. You also need a strong 
foundation in place by making sure your site 
is showing up appropriately in local searches, 
if applicable. Finally, make sure you have your 
Google+ page linked to your website so you get 
a strong, visually branded search result for your 
company name.

awareness: Search
At the beginning of any 
journey, people are finding 
their way, and search is often 
where they start. It’s important 
to see high SERP rankings and 
click-through rates on searches 
for broad terms. 
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how-To: 
When people are first researching a product or 
service, they are learning. Don’t just give them 
descriptions and specifications. Help them 
understand what makes a product or service 
in your category outstanding. By equipping 
them to make a good decision, you establish 
credibility.

awareness: Site
Sites that effectively support 
awareness campaigns enjoy a high 
rate of new visitors via all traffic 
sources while having low bounce 
rates. This is where quality content 
is critical. 
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how-To: 
Make sure part of your 
editorial calendar includes 
content that is worthy of 
sharing. Provocative, fun and 
useful topics can help spread 
the word about your products 
and services in social media 
communities.

awareness: Social 
Social media has become a 
publishing tool, and people are 
most likely to click on content 
recommended by a friend. Awareness 
in social media is measured by 
“votes,” in the form of shares, likes, 
retweets or similar actions. 
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Prospect Customer/Lead

Awareness Consideration Conversion Advocacy

Clicks on ranking 
results (broad terms)

Visits to engaging 
content

Liking, following 
brandsSocial

Search

Site

Clicks on ranking 
results (long tail 
terms)

Pageviews, down-
loads of relevant 
content

Conversations about 
and views of shared 
content

Inbound Links

Return visits

Sharing experience 
(reviews, recom-
mendations)

Consideration
After developing an awareness of product or service categories, people generally 
begin envisioning their solution. They will often compare one product or service to 
another, and begin to drill down to differentiators such as features, benefits, warranties 
and other attributes.
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how-To: 
It’s important to understand which keyword phrases 
people use just prior to purchasing a product, or 
becoming a lead. To get this information, make sure 
you have goals for your conversions set up in Google 
Analytics, and see what keywords drive conversions. 
When authoring content, these will be the terms that 
you use to help people find you, and buy.

consideration: Search
These days, consumers are digging 
deeper in their searches by utilizing 
“long tail” keywords. Instead of 
searching for a term like “maple 
syrup” they will look for a term 
like “organic maple syrup made in 
Vermont.” The long-tail search result 
is more specific, and requires content 
that supports these types of queries. 
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how-To: 
Make sure you understand the criteria that 
potential customers use when purchasing your 
product or service. Your content should both 
create and answer their questions when it matters 
to them. To seize content opportunities that can 
drive positive consideration, create Google alerts 
around your branded search terms.

consideration: Site
Site content, search and social all work 
together during consideration. The best 
content emphasizes what makes your product 
or service the best solution, and why. Also, 
make your site content timely to the purchase 
cycle, and plan for it. If you have seasonal 
content, make sure you are planning it well 
in advance. Use your blog to curate products 
or services on your site. Be opportunistic. For 
example, if you just received a positive review 
on an influential site, share it on your blog and 
via social media. Make your site a platform for 
search and social, and continually improve it. 
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how-To: 
Listen to what kinds of 
questions people ask as they 
are considering products 
and services, and use that 
information to develop useful 
content. Make sure you are 
promoting this content via 
social channels.

consideration: Social 
One of the biggest changes the 
internet brought to marketing products 
and services was amplifying word of 
mouth recommendations. Businesses 
can benefit from this by feeding 
social conversations with information 
via web content. Monitor the social 
conversations in your category. 
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Prospect Customer/Lead

Awareness Consideration Conversion Advocacy

Clicks on ranking 
results (broad terms)

Visits to engaging 
content

Liking, following 
brandsSocial

Search

Site

Clicks on ranking 
results (long tail 
terms)

Pageviews, 
downloads of 
relevant content

Conversations about 
and views of shared 
content

Inbound Links

Return visits

Sharing experience 
(reviews, recom-
mendations)

Conversion
After all of the work you’ve invested in your search strategy, site 
content and social media, your customer has arrived at the point 
of conversion. They have decided to purchase, or share their 
information to become a lead. 

When people convert, they are performing a task. Product 
descriptions should be clear, concise and compelling. In some 
cases, conversion is simple. A person fills out a form, or they add 
products to shopping carts, and go through an online checkout 
process. Perhaps conversion takes the form of a phone call. In 
other cases, conversion is a process that goes through multiple 
steps. How the content fits into the conversion model will vary, 
but make sure it’s not a barrier. 

how-To: 
Whatever your conversion is, one of 
the most important things you can do 
as a marketer in this step is to make 
sure you are tracking (to the extent 
feasible) the actions and interactions 
that led to this event. This is the 
data that allows you to optimize and 
improve your content marketing 
program. Make sure you are tracking 
these events as goals within 
Google Analytics.

one More STep! 
This used to be where sales and 
marketing stopped. But these days 
a sale or lead initiates a customer 
relationship that can be nurtured and 
maintained via email, social media, 
blogs and other content platforms. 
Conversion isn’t just turning 
prospects into sales or leads, but 
converting them into 
advocates. Our 
customer journey 
isn’t over yet!
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Prospect Customer/Lead

Awareness Consideration Conversion Advocacy

Clicks on ranking 
results (broad terms)

Visits to engaging 
content

Liking, following 
brandsSocial

Search

Site

Clicks on ranking 
results (long tail 
terms)

Pageviews, down-
loads of relevant 
content

Conversations about 
and views of shared 
content

Inbound Links

Return visits

Sharing experience 
(reviews, recom-
mendations)

Advocacy
After becoming a customer or client, a new phase in the customer journey begins, and 
this one doesn’t have an end. A customer is someone who purchased your product or 
service, but an advocate is a marketer on your behalf. Give advocates what they need 
to recommend your business.
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how-To: 
Make sure your content is easily sharable, and is the 
type of content that someone would recommend to 
a friend or colleague. To achieve this, your content 
must be both upbeat and of real value. It should 
also tell a complete story so that one click is all it 
takes to expand its reach. Don’t be afraid to ask for 
the share, either!

advocacy: Search
Naturally-earned inbound links 
back to your site are the most 
powerful factor that impacts 
search results. Customers that 
become advocates generate 
these links on blogs, review 
sites, social media and other 
web platforms. 
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how-To: 
In B2C, content that supports a lifestyle can 
help maintain a relationship by tying you and the 
consumer together. In B2B, content targeted to 
industries or specific applications of a product 
or service can maintain and grow relationships 
with your customers, and fuel valuable 
recommendations. Blogs, email newsletters 
and other content subscriptions can nurture 
relationships with your brand’s advocates.

advocacy: Site
The content created for 
consideration can certainly 
serve as recommended content 
by advocates. But don’t just 
let your customer relationship 
languish. Reach out to your 
customers with additional 
information to help them get 
the most out of the product. 
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how-To: 
During this part of the journey, 
advocates are guiding 
customers through their 
decisions. Make sure the 
content is easy to share, and 
authored well enough to be 
worthy of sharing.  Maintain a 
social listening program where 
you check in on top influencers, 
and use them to gain insights    
    on how to improve content.   
    To listen, check in often, and    
      use social listening tools    
       such as Google Alerts,  
       Topsy and Radian 6. 

advocacy: Social
When we discussed consideration, the reviews 
and recommendations influenced potential 
customers. Now, our potential customer is an 
advocate. Recommendations benefit your brand 
both in the short term – by helping them convert 
to customers – and in the long term. Recognize 
these advocates: Follow them on your social 
channels, like their posts and help them maintain 
their status within their online communities. And 
listen to them. Advocates often have good ideas 
to improve products or services. They might also 
be good guest bloggers for your site.
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conclusion
As you can see, the customer journey is not simple, and it’s never the same for any business. But 
to make your content useful, valuable and effective, it needs to address the unique elements of 
your customer journey.

This may seem like a lot, and it is. But you don’t have to do everything by yourself, or even with 
your team. Brandpoint can help by coming up with a plan, ensuring that your search and social 
tactics are in place, and creating quality content that will fuel the customer journey – moving your 
customers from awareness to consideration and then conversion, and even turning them into your 
advocates to help fuel future success.

Prospect Customer/Lead

Awareness

Clicks on ranking 
results (broad terms)

Visits to engaging 
content

Liking, following 
brands

Clicks on ranking 
results (long tail 
terms)

Pageviews, 
downloads of 
relevant content

Conversations about 
and views of shared 
content

Inbound Links

Return visits

Sharing experience 
(reviews, recom-
mendations)

Consideration Conversion Advocacy

Social

Search

Site
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BonUS TIp SheeT
9 ways to Maximize the value of content during the customer Journey

Map out how customers move through the customer 
journey for your product or service. Think of this step 
as answers to a series of questions. How do people 

become aware of your product? How do they decide that it 
meets their needs? What do people do after the conversion 
that impacts sales or lead generation? 

aUDIT your content based on the customer journey. 
Are there any gaps? Identify them and brainstorm 
inspiring ways to move people through that step. 

DeTerMIne how to measure each step of the 
customer journey. Make sure you have the tools in 
place to measure all of the ways people interact with 

content. This includes site analytics for traffic and content 
analysis, measuring social media likes and shares, and also 
search engine ranking.  

aSSeSS your content’s performance after you 
publish. Base your assessment on the metrics that 
map to each step of your customer journey. 

MaKe sure your content is “portable.” Do you have 
share and like buttons on your site so people can 
share it on social media?  When people share a link, 

is it a well-formatted and “friendly” url (Internet address) that 
makes sense?

MaKe sure your content publishing process is 
aligned with your SEO strategy. Each page should 
have titles, descriptions and H1s (headlines or 

headers) that support keywords that drive traffic to that 
product or service. 

proMoTe your content socially. Just because you 
publish it in your site, doesn’t mean people will find 
it. A recommendation from a friend via a social link is 

a powerful referral.  

aUThor content that inspires people to share 
it socially. This might mean taking a provocative 
approach to a topic, or providing useful “how-

to” information that can be referenced within an online 
community. 

nUrTUre the customers and leads that complete 
a conversion process. Acknowledge that customers 
have the ability to be advocates for your products 

and services. Give them the content they need to help their 
network learn about your product or service.
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