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A buyer persona—also called a user persona, marketing persona,
or audience persona—is a fictional profile of your ideal customer based
on market _and audience research. In other words, it's an imaginary

person that embodies the most important characteristics found within
your broad audience.

93


https://www.semrush.com/blog/market-research-guide/?utm_source=blog&utm_medium=article&utm_campaign=en_buyer_persona

Aillea Gl sclasdll g S (3 gedl)

<) SEMRUSH

Buyer Persona

@ Demographics @ Professional status

. /7\ Pain points
E%D Psychographics and challenges

Influences and
7 information sources

semrush.com SEMRUSH

leads O ghozealt sShasdt .2

3 &y ol Glazal jgbl ol aledl)l cladlay alazal¥l gl 0§ B Lae 5o ozl foosl)
inbound “ =1l gsudl domilial I e amlie (Shy Eliads 5 Saze DDz
& elle U sl 06 JWLy (b s ) ez s o Jyz 3> marketing

N sk Y dagy daldl o mnll e A G952 gty Bgeild 2b ) ogllac] WL ol
(CTR) sl J) & & 3

3572 Amglin) ST Lee bl an (39 7SIV Grsmntl) (3 Bl ol a1 g

Bsb (CTR )y sl 4 2l s iy caegdalll S e 555 5 3l anb Jseo

94


https://wuilt.com/blog/click-through-rate-ctr?hsLang=ar-eg
https://wuilt.com/blog/click-through-rate-ctr?hsLang=ar-eg

Al (i, riladdll g Sl (3 geadl)

u‘L‘ r{oee 9 TN NP WARAL le_c Lyl ) jT O Hgdals Q,",.U\ el sue (L

alolall oda ¢\v\>=:.~ab ‘_}L:.S\ ?J\

S A B = 100 (2 g pmey ypllt Do 5T Sltalindl 3 (M8 o gundis) S1,EDN Sus
(agiodl L) 55l

e o) lelay seh I A ds AT Oles ez

ol Cmedsitaned) Bpdl) Al suS (sl sl Elmyg! Condl S o W .
A G 335 ons ( SERP) ol w52 s ko 3 ol Jan o 198
Ll oy Bl DLy cpgliall Gped Dt e Gl el (Spselall )
h1, h2, h3 - stm mibill ssndl 5oy
seb L e g (p el sy Condl O B dsduadl SN s
Lie N OOl e gl Yy ONe]™ 2alS o)lsty e 3 el ol aBsl) Amio
e S cae OMY) o (sl gl of Aeddh) e dBblgne Alide 2alST fonl ey
Al BLEYL Olgally OMeY) LS (3 Oladl It 0 degdall jeglall U &) a

A gdaliy ) redsen o <l
»Sales funnel“ Clal! 2.4

33lb (352l e s OF J psnll g 6 ) oL g iSOY) sl (3 pogdll 1a g
e B3 ] olall o ol ad) Lo 35 00 L

ol 3 Ty 4 B ASall 3 Sl @3 o) Ty sl sda (3 tol) Qdr

dsl= e ol Cipy) Ao wlaglas e

95



Aillea Gl rladdll S g ) (g el

il Jol ) foarg el &) ASCE el oot Joanll Copm L cplozat) o
Lz el G Y Jl Ve b > Ll ag OF wyy as Joldl Lilazal gl
172l Jloe Y pdsiel) Hage w1y Ladll 3 ) 00 Al M ol 3 oyl d T

ehad b U 0 J,;a,"y\ Sl u_{J Le \.j;e {..g\p-\.:.b-y ded> jT c’.’...» J—sﬁi (..«\j.;'.w ‘:é'“

What Are Digital Marketing Sales Funnels?

. “Adigital marketing sales funnelis a combination of marketing
tactics utilized to generate traffic to your business and nurture them
properly to become loyal customers who advocate for your business.”

Key Points in this article:

. Funnels are extremely important for turning your web traffic into
customers on automation

. The funnel process is grouped into stages: foundation, floodgates,
and the actual sales funnel

. Use the AIDAA formula for constructing your digital marketing sales
funnel

THE SALES FUNNEL

DIGITAL

SCHOOQOL OF
MARKETING

OSM

ACCREDITED

96



Al (i, riladdll g Sl (3 geadl)

Customer journey .\ d>,.5

osl % dehony L)l 3 4720 ma NSl e LlSan Jlos 3 52T ol B9 ool Jolin

P Ak baie (b ) Sl sde amy iyl Rl el gl deadl o =

39V @35bly @l ) Jsos)

DSl Aol lamV Lol mdlse Slles (3 Sljsdll o Jelid)
iSal ) ol adl ol .

Aylnd) 2 U 795 ) Slasdly (o g,ally Sy Sl @ sl

"Landing Page“ Ll ixiv .6

Slaghalt aar Je 7100 2y 155 dly cplasst Sladll LU Sl 2 (bsbl Slmi
Lol Bad slse ol (5522 aus Oldiall sdn O dblay 58HU  padsnl s dlall 13
ez o 2ol JLaV) Slaghas OsSiLing o Ulazal 5Ty csall Wil 3150 Sl ot

nbez eMas S

A landing page is a standalone web page that potential customers can
“land” on when they click through from an email, ad, or other digital location.
A landing page aims to capture information from contacts in exchange for
something of value, such as a retail offer code or business-to-business (B2B)
insights in the form of a white paper. Landing pages are different from other
web pages in that they don’t live in the evergreen navigation of a website.
They serve a specific purpose in a specific moment of an advertising campaign
to a target audience
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How do customers find you?
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What do customers first experience?
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How do you keep customers happy?

growthmedia.ca

How do you make money?
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Do customers tell others about you?
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RESEARCH & INSIGHT
o 1 Research, surveys,

analysis and other

forms of insight

0 7 gathering

ENGAGEMENT

Actions that your
audience takes
with your

e THE e
CONTENT CONTENT STRATEGY
06 MARKETING Weditos el

DISTRIBUTION achieve desired

outcomes

Publishing and
marketing your
content

04
05 CONTENT CREATION

CONTENT CURATION The actof rosting
ing g content identified
in the content
strategy
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Innovative headlines
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10 KEY FACTS ABOUT VIDEO MARKETING
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80% of online consumption rises marketers say
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conversion rates
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internet user

80% of Over 50% of expected to

spent well over 500 million people
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Create engaging content

Integrate Social Channels
Olnto Your Website @

Optimize Your Profiles

Deliver quality content
regularly

Focus On Trending
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“Brand Central”
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