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Multi 
Channel 
Marketing

Using a multiple channel 
approach to engage and talk 
to buyers in a personalized 
way

By Knowing…
• Who they are
• How they act

And by being
• Where they are over 

time



Step 1:  Know  Your Customer(s)
Create personas for 2 to 5 of your ideal customers



Buyer personas are fictional, generalized 
representations of your ideal customers

• Help you understand your customers (and prospective 
customers) and the problem they need solved

• Help determine content to create and where to put it
• Help determine tone, style and delivery
• Help tailor content to the specific needs, behaviors, and 

concerns of different groups.











• Interview or survey customers, prospects, vendors, and 
internal employees

• Get feedback from customers regarding experience
• Use website forms using important persona information
• Pay attention to employees' feedback on who they 

interact with most
• Use SEO/Google analytics data
• Tap into conversations on social media

How To Create Personas



Step 2. Understanding the Buyer’s Journey
The buyer journey is the process people go through to gain 
awareness, evaluate, and purchase a product or service.



Each piece of content you publish might reach your prospects in a different 
stage of the customer journey, and each piece should help your customers

advance to the next step (or even skip a step) as they move closer to a 
purchase decision.



AWARENESS
Grow your audience by creating 

interest around your products and 
services.



Your Customer 
is….

• Seeking 
information to 
answer questions

• Resolving a pain 
point or problem

• Googling

• Asking for 
recommendations



You Should ….

• Answer questions 
your customers 
ask

• Provide solutions, 
ideas, purpose

With….

• Website content
• Educational blog 

posts
• E-guides/White 

papers
• Neutral 

content/no hard 
sales pitches



Consideration
Now that the prospect has found 

you, you want them to engage with 
your company



Your Customer 
is….

• Evaluating different 
ways to solve their 
problem

• Deciding what is 
the best fit

• Comparing 
competitors

• Comparing 
different solutions

• Looking at pricing



You Should ….
• Engage customers
• Encourage action
• Provide critical, 

informative 
information

• Emphasize key 
benefits

• Compare other 
solutions

With….
• Website content
• Forms, Contact 

options
• Chat Bots
• Comparison 

guides
• Pricing options



Decision
Customer has decided on a 

solution category and it is time to 
make them feel comfortable 

making a decision



Your Customer is

• Researching 
documentation

• Looking at reviews
• Evaluating 

value/pricing
• Looking at ease of 

use



You Should ….
• Build confidence
• Create urgency
• Inform on pricing
• Deliver benefits
• Present competitive 

advantage
• Guide through 

purchase and use

With….
• Price options
• Promotions
• Incentives
• Reviews
• Competitive 

comparisons
• Product guides/Use 

guides



Advocacy/Retention
You have a buyer!  What will it take 
to get them to keep coming back 
and better yet… tell all of their 

friends about you?



Your Customer

• Needs to love 
your product

• Needs a simple 
process

• Wants a good 
experience

• Needs reason to 
share

• Needs reason to 
return



You Should ….
• Thank them
• Confirm they made 

the right decision
• Continue with 

customer service
• Give them a reason 

to share

With….
• Follow up with email, 

texts or calls
• Ask for reviews
• Create referral 

program
• Provide user guides
• Create Facebook 

Group for 
customers



Step 3. Identify Message
Using research from personas and connecting them to the 
proper buyers stage create the message



Best Practices
1. Get to the point 
2. Take CustomersViewpoint
3. Use non-technical language
4. Keep them informal
5. Make them smile



Step 4. Select Channel Mix
Create a multi-channel plan for each persona according to 
their buying process



Traditional Channels
Mass Audience Approach, hard to track 
and sometimes expensive. 
• Television
• Radio
• Print
• Paid Ads/Digital

Best Practices
• Use for awareness stage
• Try to direct to target audience



Digital Channels
Digital channels are easy to track target and 
measure.  

• Websites
• Google Local
• Blogs
• Social Media
• Email
• Mobile
• Mobile Apps
• Paid Search/Ads
• Retargeting

Best Practices
• Use for all stages
• Create content tied to persona and 

stage



Promotions/Other
• Promotions
• Sales
• Events
• Customer Appreciation
• In store events
• Exhibits



Customer Journey Map Template
Create a multi-channel plan for each persona according to 
their buying process





Contact the SBDC
Sue Pitts – Center Director

www.iowasbdc.org
spitts@iwcc.edu
712-325-3350

www.iowasbdc.org
www.iowawesternsbdc.com

@cbluffssbdc
www.facebook.com/iwccecenter

Course materials and upcoming webinars
https://iowawesternsbdc.com/ISU-extension
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