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Source: https://rockcontent.com/blog/buyer-persona/ 

https://rockcontent.com/blog/buyer-persona/
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Buyer Persona
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Customer Journey

• Represent Your Customer’s Perspective

• Do Your Research

• Recognize and Represent Customer Personas

• Include Customer Goals

• Focus on Emotions

• Indicate Touchpoints

• Highlight Moments of Truth

• Evaluate Your Brand Promise

• Measure Time
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Customer Journey
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Customer Flow Charts

• What is it?

• Uses

• When first designing functionality.

• During the benchmark in which the competition is analyzed.

• When evaluating a flow in order to make corrections and adjustments to it.

• When adding new functionality to an existing flowchart

• How to Prepare User Flows
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Elements of a Flowchart

• Circle

• Oval

• Rectangle 

• Diamond

• Arrows
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Marketing Actions based on Customer Journey

• App based marketing

• Mobile search ads

• QR codes

• In-game

• Voice marketing

• Mobile wallets

• AR (augmented reality)
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Actions along Customer Journey

• SMS

• Social Media Campaigns

• Location based marketing (GPS) / Geo-targeting
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Channels & Tools Needed for the Customer Journey

• Search Engine Marketing (SEO and SEM)

• Email Marketing

• Content Marketing

• Use of Landing Pages

• Advertising with Partners

• Mobile Applications (flow charts)
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Timing of the Marketing Actions

How to do a chronogram

• Examples:

– Communication with the client

– Previous study

– Conducting surveys

– Market and brand analysis and survey analysis

– Presentation of the project

– Preparing and scheduling communication between distributors, producers

– Create the campaign in stores

– Prepare the media campaign

– Prepare the store stand for the presentation

– Custom website design
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Evaluating Results

Identifying KPIs depending on the business:

• Leads/Visitors

• Bounce Rate

• PPC

• Conversions

• CPI

• …
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Question Metrics

What is the value that each client generates 

per unit time (year/month)?

Average Revenue per User (ARPU)

What is the value of each individual client? CLTV = income generated throughout the 

relationship x the gross margin (%)

How many clients are we losing per time 

period (%)

Churn Rate = Lost clients per period / total 

clients at beginning of the period

How much are we investing to acquire a 

customer?

CAC = total marketing costs / new clients

What is our profit? In numbers: CLTV – CAC

In Ratio: CLTV / CAC

How long will it take to recoup the investment 

(related to liquidity)

CAC Payback

Measurement of Marketing Actions
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Thank You
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