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This webinar will explore how understanding the post-conversion
mindset of your target users - whether they're seeking to gather
top-level information, educate themselves, or make a purchase -

can significantly impact lead quality and campaign ROI.

Five Things You Can Expect to Learn Today:

What is a Conversion-Based Persona

How to develop Conversion-Based Personas

How to segment Conversion-Based Personas

A five-step process for creating "Conversion-Based Personas”
How "Conversion-Based Personas" have been leveraged to
improve lead quality
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In today’s ever changing, complex and fast paced marketing
environment, qualified leads are no longer just determined
by their demographic make-up, but also by the mindset they
possess upon entering the funnel.




qualified leads are determined
by the mindset they

POSSEesSS




Target Audience Personas
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Age: 36-45 Age: 26-35 Age: 26-35 Age: 26-35

Jgy the Influencer Wendy the Writer Marketing Mark CEO Cecilia

sender: M Gender: F Gender: M Gender: F

: ; e : A Marital Status: Si Marital Status: Si
Marital Status: Married Marital Status: Single farital Status: Single ital Status: Single
Education: Bachelors Education: Some College Education: Bachelors Education: Bachelors

Readabilitv: Grade 18s Resdabilitv: Giade: 18 Readability: Grade 13-15 Readability: Grade 16-18

I T e : Career Type: Steadily Career Type: Steadily
Career Type: Freelance Career Type: Steadily i T
Employed Employed Employed

Career Stage: C-Level or
higher Career Stage: Entry_Level

Income Range: $41k-$70k Income Range: $41k-$70k

Career Stage: Senior Career Stage: Senior
Management Management

Income Range: $71k-100k icome Range: $71k-100k
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The Target Persona Assumption

If you understand your target persona and apply the correct
targeting you will connect with the right people, who will turn
into marketing or sales qualified leads and opportunities.



The Challenge: Defining Lead Quality

Targeting and Connecting with Right Market Persona’s

Qualified Leads & Opportunities

What’s not being considered is

the mindset of the prospect
once they have entered the funnel.




WHY?




The Conversion-Based Per

The mindset of your prospect once they have converted
and entered your funnel.

S




The Post-Conversion Mindset
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CQ What you present to engage and connect with your target

has a huge impact on how their

conversion-based mindset will be shaped and defined.

The Impact
of the Offer ()

It’s extremely important to not just look at your offer

as a standalone asset or call to action, but also based on the

type of post-conversion mindset it will create.




| |

The offer your put forth has a huge influence on

shaping the user mindset and how they will look to engage

with your organization post-conversion.
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Shaping the Conversion-Based Persona

Got Ransomwware Concerns? | Free Trial
www.unitrends.com/ransomware
See How to Quickly Restore a Compromised System in Under 5 Minutes. Get Free Trial Now.

Protect Your Business | Free Trial: Ransomware Defense
www.unitrends.com/ransomware
Get Integrated Cloud Backup and Data Protection for Your Business. Free Trial Download

UNITRENDS

UNITRENDS

Unitrends Unitrends
Enterprise Backu pm Enterprise Backup™
; — Data Protection
— Data Protection Made Simple

Made Simple

FREE TRIAL DOWNLOAD

Protect Your FREE TRIAL

Physical AND Virtual

Infrastructure DOWNLOAD

FREE TRIAL
DOWNLOAD

Download a Free Trial

Download A Free Trial

Unitrends Connected
Continuity Platform

Never worry about a Ransomware attack again!
Quickly restore compromised systems and data with
Unitrends Enterprise Backup.

Download Free Trial Now

Ransomware attacks are becoming more frequent and sophisticated.
S 5 Make sure this new source of data loss and downtime doesn't affect
i | HUY Sealae your business.

L Unitrends Enterprise Backup allows you to simply and easily “roll

back the clock” to before your systems were hacked. With Unitrends
Connected Continuity Platform™ you will never have to worry about
ransomware encrypting your systems again .
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Resilient Backups Instant Recovery Cloud Empowered Broad Protection

Quick

n the Unitre

maximum p
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Landing Page

UNITRENDS

Dear Bill,
Thank you for registering to receive your Unitrends Connected Continuity
Platform™ Free Trial. To access your free trial, please click on the button

below.

Free Trial -

Download Now

Unitrends Enterprise Backup allows you to simply and easily “roll back the
clock” to before your systems were hacked. With the Unitrends Connected
Continuity Platform you will never have to worry about ransomware
encrypting your systems again.

| trust you will enjoy your free trial, and should you want discuss how we can
help your business, | would be happy to set-up a time to speak with you.

Regards,

Mark Johnson

Sales Engineer
mijohson@unitrends.com
US: 866-359-5411

UK: +44 808 134 6208
Unitrends

200 Summit Drive, Suite 200
Burlington MA 01803, USA
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~ The moment the user sees your message and decides to engage with
your offer, they are not only indicating interest in your organization

~ Where they are in their decision-making process and how they would
like to interact with your organization in the near-term



When planning campaigns, do not only |
offers in the context of what you can “gi

Look at offers via the post-conversion
mindset that you are looking elicit
and the type engagement you feel

that offer will generate




Creating the
Conversion-Based Persona
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Three Key Personas

The Researcher

Current Need:
Looking to better understand a product or
category

Mindset:

Not ready to buy or speak with someone,
but are in the process of accumulating
knowledge to make a more informed
decision

Challenge:
Top of funnel; early in decision making
process

Opportunity:
Very large group; great nurture candidate

Key Offers:
Categorical White papers, Infographics,
Top-10 List, Tip Sheet

The Student

Current Need:
Looking to get actively educated about a
product, category or solution

Mindset:

Has done initial research; in process of
trying to educate themselves about a
particular product and/or solution to assess
its effectiveness and if it meets their
particular needs

Challenge:
Likely considering multiple options, smaller
sample size; mid-funnel

Opportunity:
Have “active interest”; informed mindset,
further in the decision making process

Key Offers:
Free Trial, Case Study, Product Demo,
Technical White Paper

The Buyer

Current Need:
Want to talk, don’t just desire information
but rather an engagement

Mindset:

Have a high level of interest that can only
be satiated through a conversation about
the product, category and/or solution;
Ready to Buy

Challenge:
Small pool of prospects, have immediate
needs, higher cost-per-lead

Opportunity:

Highly Quality; Don’t just want to speak to
the sales team, they expect to speak with
them; bottom of tunnel

Key Offers:
Get A Quote, See Plans & Pricing,
Book/Buy Now.



Five Key Steps

1.

2.

3.

4.

5.

Define the Conversion-Based Personas you want connect with

Researcher
Student
Buyer

Inventory all potential offers

Assess what you feel is the post-conversion mindset that each offer will create

Assign each offer to a persona
Researcher
Student
Buyer

Select the offer, thereby YOUR Conversion-Based Persona
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Mapping Your Conversion-Based Personas

Offer Set: _

5 STEPS TO TRAIN
AND TEST YOUR Al

White Papers =

Guides

uuuuuuuuuuuuuuuuuuuuuuuuuuuuuuu
rrrrrrrrrrrrrrrrrrrrrrrrrrrrrr

Webpages

SEART:CODE

Offer Set:
Demos »

Case Studies

HOW SEAT:CODE IS
DRIVING THE FUTURE OF
SUSTAINABLE MOBILITY

Webinars

Offer Set:
Talk to Sales Request

Call/Message

in touch shortly.




Taking these steps will not only help you choose an
offer that appeals to and works for your target,
but also one that connects with the mindset

of the type of lead YOU want to generate.

BUT MORE IMPORTANLY...

This approach will ensure that you not only generate leads,

but deploy programs aimed at shaping and connecting

with the type of post-conversion mindset

YOUR ORGANIZATION

wants prospects to have upon entering your funnel.



Case Study



The Challenge

= Expectations

= Generate leads associated with users who wanted to
speak with salespeople and actively engage in the sales
process

= The Challenge

= QOrganization was promoting "content" driven offers such
as tip sheets and case studies.

- Assets were of interest to the target, but they were
very top of funnel and not aimed at facilitating
further "engagement"

- Focus was on informing, rather than directly
engaging, the user

= Result
= Low qualified lead volume
= Low lead >> MQL conversion rate

= FILL OUT THE FORM
Checkhst: AND RECEIVE YOUR COPY

* First Name:

10 Things to Know About
DEPLOYING MICROSOFT OFFICE 369

* Phone Number:

Fill out thts form to dowrload the document ———— >

Here are ten Tings 10 Consider when depioying Microsof Gice 385, 25 well 25 e role
13t 3 managed services/cioud BTOVICE SN 3 Nauisite Can pay in helging you dddress
e coneE,

Fill 0 2 407 30 W S22 3N 21 W 31K 32 10 TN You Nead to
Knaw About Daploying Wicrosaft ffica 365

il 1-856-628-4T48 1o comiact a Narvisite Speciaiist about our Managed Ofice 355

Producivity Sute and oner MINagEd JpRICIH0NS SABONS

FILL OUT THE FORM
AND RECEIVE YOUR COPY

Checklist:
10 Things You Need to Know
ABOUT HYBRID IT

Fill out this form lo download the document

AM | HYBRID CLOUD?

State/Province

il outthe form and we'll send you an emal with a ink to: 10 Things You
Need to Know About Hybrid IT Strategies.

Call 1-866-628-4748 to contact a NaviSite Specialist about Hybnd Cloud
and IT solutions
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The Solution

Strategized with the client to identify the Conversion-Based Persona they wanted to connect with
= The Buyer

Worked to brainstorm, define and develop offers aimed at engaging the active and sales-oriented mindset
= Get A Quote
= Get Pricing
" Free Email Migration

Rearchitected the entire program around “Engagement” oriented offers and messaging

= Goal was NOT to promote offers based on distributing informative categorical content, but rather "hard” offers
aimed in facilitating immediate and direct engagement

= Target users who were further down the funnel

= Connect with users who not only had categorical interest, but also direct need and desire to speak about specific
solutions and services
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Implementation

= Offer Structure

= Developed "lead gen" offers that would engage a “buyer
Conversion-Based Persona

- Office 365 - Free Email Migration
- Colocation - Get A Quote

”

= Messaging & Creative

= Reworked all messaging and creative to speak to the new
offer structure

- Ensured that we connected with users who were
further along in their decision-making process

" Landing Pages
= Redesigned and rearchitected all landing pages to
prioritize our “Engagement" oriented offers

Free Office 365 Migration | Migrating to O3657 - navisite.com
www_navisite com/Office. v
See howyou can avoiding onboarding costs and save.

Office 365 Made Easy - Save Time, Resources & Money.
Adl go.navisite com/Office365
Get Free Oboarding & Data Migration w/ Navisite Managed O365.|Start Saving Now.

|

CONTACT SALES

(866) 628-4748
‘ Free Ofﬁce 365 Mtgranon I
-

to Office 365?

We'll move your data and
onboard you for FREE!

Take advantage of this limited time offertodays

T

Looking to Mlgrate 1 —
!

oo

By avoiding onboarding costs, your organization can realize
S|gn|ﬂcant cost savmgs when mlgratl ng to Office 365

the Cloud and seamlessly manage
oport, powerful Err
rotection solutions.

Our efficient onboz IIH"x
your IT implementation, wt

The Easiest Way to 0365. NaviSite Managed Office 365 + Office 365 Managed Support

So why work with NaviSite to migrate over to Office 365?

Besides free onboarding, NaviSite offers several significa m value-adds that few providers
can match, llu ing Mic

24/7 support acros ervice dd-or es
d fing
3ccel e time: e v ility
ft




Campaign Results

Avg. Monthly Qualified Leads
100 93
90
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60
50
40
30
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0
January - July August - December
Qualified Lead Conversion Rate Cost Per Qualified Lead
60% $3,000
51% $2,500
50% $2,500
40% $2,000
30% $1,500 $1,358
20% $1,000
10% $500
0% S0
January - July August - December January - July August - December
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Campaign Results — Call Tracking

Avg. Monthly Call Volume - Leads (60+ Seconds) Avg. Call Length (Seconds)
90 250
79 225
80
70 200
60
150
50 119
40
100
30
© N
0 0
January - July August - December January - July August - December
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Special Offer:

Conversion-Based Persona Workshop
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Conversion-Based Persona Workshop

= Qverview

= Personalized workshop where | work with you
and your team to develop Conversion-Based
Persona’s specific to your organization

= Agenda

= Define your organizational Conversion-Based
Personas

h Crafting

- Researcher o

+ Studen Conversion-

- Buyer
{e} Based Personas
- TN

" |nventory of offers
- Asset assessment
= Map offers to your desired personas
- ldentify gaps
- Assess organizational alignment (&) [ )
= Create YOUR Conversion-Based Personas
- Your Researchers

- Your Students Schedule Workshop

- Your Buyers

3» TYVELDE
‘3 Founder and EVP, OVERDRI>E
‘Elﬁ Director of Client Services
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https://www.ovrdrv.com/crafting-conversion-based-persona-workshop/
https://www.ovrdrv.com/crafting-conversion-based-persona-workshop/

Questions?




Thank You!

Ty Velde
EVP, Director, Client Services

tvelde@overdriveinteractive.com

617.596.1474

1| OVERDRI>E

wesm | N
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