
paraphrasecomm.com

© Paraphrase Communications, LLC

The Buyer’s 
Journey 
Content 
Roadmap

The decision to buy rarely happens randomly or in isolation. In most cases 
there’s a level of awareness first, then a build up of more interest and knowledge 
before someone is ready to make a purchase. This process is called the buyer’s 
journey although this term is a bit of a misnomer because the destination may not 
be a purchase in the classic sense. You may want your prospect to make a donation, 
become a member, join a program, or book a consultation call. No matter what is 
being sold—a product, a service, a program, an idea—the buyer’s emotions and 
motivations at each stage are very much the same.

When you understand what your prospective customer is thinking and  
feeling at each stage in their buying journey, in a way that will gently nurture  
the relationship. This means you’ll be engaging with prospects and customers  
you’ll be providing the right kind of information and support at the right time to 
encourage a purchase.  

Use this roadmap as a framework for developing all your marketing content. 
Each stage gives an explanation of what’s going on with the buyer; and therefore what 
sort of information will be most useful to them to get them to move gracefully to the 
next stage. Included are suggestions for specific types of marketing materials to have 
on hand, plus questions to help you develop the content for these pieces. Now you’ll 
be ready to offer value to your prospect at whatever stage they’re in.

By providing the right kind of guidance at each step in their journey, you’ll 
empower your customer to make a decision they feel good about. And doesn’t 
that feel good? Besides it’s key to growing sales and long-term brand loyalty. 
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How to provide value 
that nurtures the sale
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What they’re thinking/feeling: 
Ambivalence and/or curiosity—either they are first hearing 
about you and have not formed an opinion or they’re fine as 
they are because they are unaware of an issue.

What you can do for them: 
If they fit the profile of your ideal customer, then it’s marketing 
101—introduce yourself. If they’re not feeling the pain, realize 
they may have little interest in learning more about you until 
they start to see how their situation could be better. With 
all prospects at this stage, the most useful thing you can do 
is focus your efforts on learning more about your potential 
buyer. Listen. Observe.

Questions to guide content creation:
• Where do they go for learning and entertainment?

• What kinds of activities are they involved in?

• What are the issues they care about? 

• How do they describe their work? Their life?

• What life stage are they in?

1

Unaware
The prospect doesn’t know you 

and/or they don’t recognize  
their pain or problem.

USEFUL 
MARKETING 
MATERIALS
Introductory 
materials like…

business card

website homepage

postcard

one-pager 
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What they’re thinking/feeling: 
Overwhelm, friction, dissatisfaction, yearning, stress, guilt, 
frustration, anxiety, worry, fear, and/or desire

What you can do for them: 
Acknowledge their emotions. Validate their experience. Strive 
to be empathetic and supportive. Be careful not to come off 
as too prescriptive at this stage. They’re not ready for a sales 
pitch, as low pressure as one might be. You want them to feel 
they have options as they understand their bigger picture and 
where someone like you fits in.

Questions to guide content creation:
• How do they describe their problem or goal?

• What kinds of things are they doing right now to fix their 
problem or reach their goal?

• What common misconceptions might they have?

• What are they saying to others about their challenge or 
aspiration?

• What questions are they asking themselves  
and others?

2

Pain/Problem 
Aware

The prospect is feeling the  
pain and they may or may not 

know what’s causing it.

USEFUL 
MARKETING 
MATERIALS 
Anything educational 
or diagnostic like…

tipsheets  

guides

cheatsheets

roadmaps

assessments

Also, information that 
dispels myths, clears 
up confusions, and/
or answers common 
questions is valuable. 
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What they’re thinking/feeling: 
Hope, relief, insight, excitement, and/or confusion (if there are 
too many solutions)

What you can do for them: 
Emphasize your brand positioning. Highlight the unique value 
you bring to your customers by contrasting your solution to other 
options. Focus on benefits of your services or products and the 
long-term outcomes your customers experience. Showcase your 
expertise so the buyer comes to see they would be in good hands 
with you. 

For people in this stage who are hearing about you for the first 
time, you need to build up your know-like-and-trust factor 
with them. Don’t skip over the information and support you 
offer people in Stages 1 and 2.

Questions to guide content creation:
• Where are your potential customers going to learn more 

about possible solutions? What are they reading? Who are 
they talking to?

• How do they see the pros and cons of each solution? 

• What is most important to them when it comes to resolving 
their pain or achieving their goal?

• What questions are they asking you?

• What are their concerns?

3

Solution Aware
The prospect is looking  
for the fix and you may  

be one of several options  
being considered.

USEFUL 
MARKETING 
MATERIALS
Demonstrate of 
outcomes and 
distinctions of  
your solution…

articles

case studies

testimonials

reviews

comparison charts

customer-focused 
sales pages and one-
pagers

webinars

demos
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What they’re thinking/feeling: 
Excitement, relief, anxiousness, and/or determination

What you can do for them: 
Make it really, really clear what their next steps are, especially 
if what you offer is a complex program or service. They need 
to know they will be fully supported all the way through 
the purchase process and beyond. Answer any remaining 
questions. Address any concerns they raise. Set their 
expectations so they know exactly what they’re getting. You 
want the buyer to feel prepared for what’s going to happen 
after purchase, what’s expected of them, and what they can 
expect from you. If possible, give your potential customer 
a meaningful experience before they have to make a full 
commitment.

Questions to guide content creation:
• Is the buyer making this decision alone? If not, how familiar 

are others with what you offer? 

• What expectations does your potential customer have of 
you or your offer? 

• How much of your program/product/service will they get to 
experience before they have to commit to buy?

• What else does the customer need to do to prepare for 
getting the most out of what they purchase?

4

Most Aware
The prospect is ready to buy… 

but they haven’t bought yet.

USEFUL 
MARKETING 
MATERIALS
Anything that 
addresses remaining 
questions or 
concerns like… 

FAQs

process diagrams

roadmaps

checklists

welcome packets

orientation trainings

trial periods

samples

free consultations


