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Introduction 
Once you have started to attract visitors to your web-site you now have a choice.   

• You can trust to luck that someone 
will press the enquiry button and your 
slick and efficient sales machine will 
kick in.   

• You could think about cold calling 
everyone who has downloaded one 
of your magnificent content pieces 
or… 

• You can start to convert web-site 
visitors with some science and some 
rigour.   

 

And so to conversion. 
There are two aspects to Conversion: 

The first type is the unknown visitor - When a customer visits your website they may be 

unknown, so the first aspect of conversion is to find out who they are.  By far the commonest and 

most acceptable way to do this is to exchange high quality, valuable content for their email 

address.   

The second aspect of conversion is to encourage contact with you when they’re ready, or 

alternatively you may be able to reach out to them. 

When the modern day customer looks for products and services they normally, consciously or 

sub-consciously, have a buying process in their mind.  We can simplify this down to three steps, 

as shown in the diagram below.  Step 1 is that something triggers a need so they start to 

research the market.  Step 2 is to develop their buying criteria and Step 3 is to evaluate suppliers 

 

These three modes are normally used by sales people to define where the customer is in the 

process so sales people will know what action to take.  Exactly the same applies to marketing, 

but because customers engage with sales so much later in the process, marketing has to take up 

the slack. The key to conversion is to find out which part of the funnel the visitor is in when they 

move around on your web-site. 
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A few words on content 
Get some.  Content is vital.  You can find out a lot more about creating content on our web-site 

where there are specific hints and tips on the content you need to create.  For each of the buying 

stages you need to have content, offers and Calls To Action that will entice customers back to 

your web-site and to engage with your content. 

 

Buyer Behaviour in the funnel 
It’s clear that at each stage of the funnel customers are looking for different information and the 

key to conversion is to provide that information exactly when the customer is looking for it.  If we 

look at the thorny subject of pricing – should you have pricing on your web-site?  If you have 

complex B2B products then it’s unlikely you can have a simple pricing page.    

In the stage buying cycle model there are 2 places where customers may need to have an idea 

of pricing. It is very likely that near the start of the buying process they will want some broad idea 

as to your pricing, they may have a budget or they may just be looking for indicative pricing.  The 

next time they look at pricing is towards the end when they get down to the nitty gritty.  So we 

would probably recommend that pricing is a Top of the Funnel issue and a Bottom of the Funnel 

issue.  For different markets there will be differences and for complex B2B sales there may be no 

way to price something up simply, in which case provide a pricing page and explain how you 

arrive a t a price, maybe with some indicators – better that than a customer deciding not to 

contact you or keep you on the list.  However there are always exceptions to the pricing rule – we 

favour having pricing pages because we think customers need them. 

The matrix below shows the sorts of questions a customer might be asking when they arrive at 

your web-site: 

Customer Questions 
 TOP OF THE 

FUNNEL 

MIDDLE OF 

THE FUNNEL 

BOTTOM OF 

THE FUNNEL 

Buying Stage Just Looking Buying Criteria Evaluate Suppliers 

Customer 

Questions 

What’s my problem 

Do I need to fix it 

How can I fix it 

Who can solve it 

Rough cost 

Is it a high priority 

Who can solve this 

problem  

Who can I trust 

What does the 

solution look like 

Which one is best for 

me and my business 

Who’s on the short 

list 

What’s the 

proposition 

What size are they 

Are they a player in 

the game 

What’s the ROI 

 

It’s now vital that your content starts to address these kinds of questions – it also makes the job 

of conversion much easier if you can understand where in the buying cycle the customer fits. 
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Top of the Funnel 
At the Top of the Funnel, people are looking around and may or may not have much idea of what 

the solution is to the problem or challenge, so content here should be helpful and focus on their 

problems, issues, challenges etc.   You should therefore be providing the following types of 

content: 

Blogs and Social Media updates to attract visitors, these should focus on customer problems and 

issues and be helpful.   When they are researching they need e-books, white papers, videos and 

industry reports, all focussing on the challenges, issues and problems faced by your customers. 

Put this information behind forms to capture email addresses.  We wouldn’t recommend any 

intervention at this point. 

Middle of the Funnel 
In the Middle of the Funnel, the customer has narrowed down the search and is now going to 

actively engage by researching your product and solutions.  Her we recommend Webinars, Case 

Studies, Customer Testimonials, pricing pages and product information.  If you already have their 

email address you can be nurturing them with this kind of content.  Interventions can be offers of 

webinars, trials, targeted special content and demos that helps cement your position as a thought 

leader and worthy of consideration.  

Bottom of the Funnel 
At the Bottom of the Funnel they are ready to buy and at this point you make a decision as to 

what type of Intervention to make.  We would suggest Analyst reports, detailed product 

information, contract templates etc.  Interventions may be direct emails with an offer of a meeting 

or even phone calls.   

Below is an overview of the types of content that relate to each of the 3 stages: 
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A Conversion Process 
Building a content map like the one above now leads us to the meat of conversion.  In order to 

convert customers, you need to focus on 5 key steps, these are: 

1) How to get subscribers’ email addresses 
2) How do you assess the stage they are at in their own buying cycle 
3) How do you work out the form of intervention that will work best 
4) How do you identify a Marketing Qualified Lead 
5) What process do you have for handover and feedback  to and from  sales 

 

Let’s look at these steps.  First we should state that much of what we say below is dependant on 

having more than just Google Analytics – we recommend the use of a powerful Marketing 

Automation system – our own preference is to use Hubspot but there are plenty of others, 

including a free one (Leadsius) if you’re a sole trader, or can get away with one user.   

Step 1 – Get Subscribers 
This is about turning unknown visitors into known people.  The first step is to get content out 

there via social media and blogs.  You can use email but you run the risk of spamming.  However 

if you already have a subscribers list then use email, Twitter, Facebook to alert them to content. 

Once the visitors start to come it would be useful, for later stages to know their email address.  

The most common method is to get the visitor to subscribe to your email updates, e-newsletter. 

E-book or other content.  The second, and by far the better method, is to put some premium 

content behind a form.  The content could be an e-book, industry study, how to guide or some 

other content the visitor will be willing to trade their email address to receive.   

Step 2 – Assessing the stage of the buying cycle.  
Normally this can be assessed from the journey a visitor makes to your web-site – Using Google 

Analytics and your Marketing Automations Systems you can see what pages they visit, and using 

the model of the buying cycle above, you can make a strong guess as to the stage.  There are 

however a number of indicators that tell you other things about your visitors.  Those who visit 

once and look at every page of your web-site are likely to be competitors, or friends who are 

looking at the web-site only and have no intention to buy.  ‘Good’ visitors usually come on, look 

at something specific, maybe look at something related, go to your about page, but will often 

come back regularly to look at your content.  Examining the customer journey will help you 

identify those individuals.   

Marketing Automation systems like Hubspot allow us to look at the Lead Score, which is 

automatically updated based on every visit made by the customer.  A high score here indicates 

that there may be the need for some form of intervention. 

Step 3 – How do you assess the type of Intervention 
This will depend on your market – some markets (most markets nowadays) are averse to taking 

cold calls.  Many companies and people will not accept cold calls.  You therefore have to find 

other ways.   

If a customer scores highly on Lead Scoring, then there are a number of interventions you can 

make: 

• Offer a webinar, dependant upon the assessment of stage 

• Make them a specific offer – free consultancy 
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• Send an email with a meeting as a call to action 

• Telephone them, but maybe only after a specific email. 

Step 4 – How do you define a Marketing Qualified Lead 
This is a process we recommend is best worked out between Sales and Marketing.  Sales should 

be able to identify the sorts of leads they would prefer to have.  Using Marketing Automation 

systems, there is a huge amount of information available to sales to identify what the customer 

has doen in terms of interaction. 

Direct Enquiries are obviously important but you may wish that someone speaks to the lead 

before it is passed to sales. 

This is where, in all cases, Sales should input to the Qualification Criteria.  For example, a typical 

Qualification askes 4 questions: 

• Budget – does the customer have budget 

• Authority is the customer the lone decision maker or are others involved 

• Need – does the customer have a need that you can fulfil at a price that provides ROI 

• Timescale – When does the customer need this installed, need to order 

However marketing are not always best placed to ask these questions nor should they.  We 

recommend that Marketing tries to get Need and Timescale questions and Budget and Authority 

are left to sales. 

The purpose in having this handover process is to ensure that Sales and Marketing are 

integrated and sales know that when a lead comes through it has a reasonable minimum level of 

qualification applied. 

Step 5 Handover and Feedback 
If you have a good process for handing over leads then it should be a simple matter to build in a 

Service Level Agreement with sales. 

For example you could say the following: 

• Marketing pass lead to sales via the CRM system – which generates an email to sales 

• Sales must follow this up within 24 hours with both Marketing and the Customer 

• Sales update CRM system throughout the process 

• Sales indicate win/loss through CRM 

There should also be steps to ensure that if the lead is qualified out at any point then it is handed 

back to Marketing to continue in the nurture process or be diaried forward. 

All of these steps are relatively simple in themselves but together offer a powerful way to ensure 

that your web site is a quality source of leads.  It should also ensure that sales don’t waste time 

on very early stage customers, but are confident in the knowledge that Marketing is building a 

relationship. 
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