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Hello, I’m Holly
● Audio engineer by education but 

marketer by trade

● Worked to support brands like Motorola, 
ViewSonic, Avangrid, Xerox, 
Coopervision, and tech startups

● Adjunct Professor @ St. John Fisher 
University

● Manage NextCorps’ brand family of 
programs & services



Incubator Accelerator Studio + Accelerator Studio + Accelerator Accelerator Consulting Services

Tech / High-Growth Optics, Photonics, 
Imaging

B2B SaaS for non-
technical founders 
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>60 clients 10 teams / year 30 participants / year 10 teams / year 8-10 teams / year 100 clients / year

Non-profit helping technology companies launch & 
grow



Agenda

1. Framework for customer journey mapping

2. Documenting the journey

3. Where opportunities exist

4. Leveraging a content strategy 



The Reality of 
Manufacturing 
Marketing Today



Amount of 
customer’s time 

learning from info 
they find

Amount of 
customer’s time 
with reps during 

B2B sales journey

Source: Gartner

Customers will 
choose company that 
offers individualized 

experience



Sales Reps are 
just one channel 

to customers

Balance offline and 
online activities

High integration 
between marketing 

and sales 
throughout process



How do you know …

• where to reach prospects?

• what to say?

• how to say it?

• in what format?

• when?

And, do it cost effectively?



A roadmap of how customers interact with your brand through 
the decision-making process



Need Research Design Evaluation Shortlist Purchase

Industrial or B2B buying cycle

Problem 
Identification

Solution 
Exploration

Requirements 
Building

Supplier 
Selection



Tip: Address the rational & irrational
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Documenting 
the Journey



What does 
failure look 
like?

What does 
success look 
like?

Start with the customer profile

What gets in the way of success?

Where do you get trusted information?

How do you prefer to get information?

Who is involved in making the decision?

Helps you populate thinking, feeling, doing and 
barriers



What benefits do customers receive 
in using your product or service 
(beyond price)?

What will they accomplish (Gain 
Creators)?

What risks or losses will they avoid 
(Pain Relievers)?

Connect to your value

Helps you populate marketing opportunities and 
messaging



Brainstorm “the experience”

By a factor of three, 

what you DO is not nearly as important as 

how it makes people FEEL.

Source: Seth Godin



Safety

Security

Acceptance

Love

Freedom

Control

Common needs help with “decisions by committee”



Autonomy

Mastery

Purpose

Self-direction, real control

Progress, attainable growth 
and learning

Connecting to a cause larger 
than yourself

Connect with prospects through



Where the 
opportunities 
are
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For every 

$92
acquiring 

customers, 

only $1
is converting 

them.
Source: Hubspot
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Repeat 
customers 

spend 67%
more than 
new ones.

Source: https://www.thinkimpact.com/customer-retention-statistics/

Loyalty programs 

cause 54% of a 
company’s customer 

base to increase 
spending. 
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Gartner’s customer journey
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Source: Gartner

Opportunities



25 Source: Image from P2P

TIP: Use customer retention / growth 
tactics



Content 
strategies can 
stretch your 
dollars



27

Create once, use many for higher ROI



One big idea: Help prospects find you
Optimize content for search and answer 
“Can you do what I need you to do?”
• Be detailed on your website – specs, pricing, 

lead time, stock levels, quality assurance, etc.

• Tap into free directories – local (Apple Maps, 
Google My Business), LinkedIn, Facebook, YouTube, 
Yellow Book, Associations/Trade Groups

• Use online sourcing platforms 
(Thomasnet.com)

• Integrate keywords in website headlines
• Make sure your MEP Center and partners 

know your strengths
• Share new capabilities / update listings



Another big idea: Be a resource 

Help customers learn/solve their problems
• Use gated content to get leads - whitepapers 

or e-book like “7 Tips for Selecting the Right Supplier”, “7 
Costly Mistakes When Selecting Suppliers”, “Don’t 
Overlook Hidden Costs”

• Repurpose content into native ad / buy
• Share tips for problems outside of sales 

cycle in blogs and social
• Provide existing customers the content as 

a check-in, make it easy for them to share 
(referral)

• Give a webinar



Final tips

• Journey’s aren’t linear – map 
multiple paths to ensure 
you’re augmenting not 
confusing customers

• Be patient, measure and 
adjust

• It can be fun to be 
memorable



Thank You!
Holly.Barrett@NextCorps.org


