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Customer Journey Analysis
Build & test custom, personalized, 
cross-channel communications to 
facilitate pathway to purchase
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01    Objectives and Methodology

02    Research and Discovery

- Platform Analysis
- Competitor Analysis
- Customer Perspective

03    Our Recommendations

- Awareness 
- Consideration
- Decision

The Agenda

C
u

st
om

er
 J

ou
rn

ey
 A

n
al

ys
is



3

Objectives and Methodology
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Customer Journey 
Objectives

1. Outline the most common 
customer lifecycle journeys from 
awareness to decision;

2. Identify at what points in the 
lifecycle journey customers and 
prospects exit;

3. Gain sufficient understanding of 
the comparative value of 
customers across primary 
acquisition sources; and

4. Identify if stages of Client’s 
lifecycle customer journey do not 
meet industry best standards and 
if stages are missing.
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We reviewed every stage of your customer journey 
across digital channels

Acquisition

Optimize First Touch 
Messaging To Build 

Audience Relationships 

Consideration

Facilitate Engagement 
& Reduce Friction 

Points

Decision

Optimize Pathways 
to Purchase

Loyalty

Deepen Brand 
Affinity & 
Maximize 

Lifetime Value
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Our Methodology

Website
✔ Reviewed Google Analytics data
✔ Performed Client stakeholder interviews
✔ Performed a site competitor analysis 
✔ Consulted industry case studies and best practices
✔ Pulled insights from past A/B tests

Paid Media
✔ Reviewed Client paid digital media across key 

channels
✔ Performed keyword analysis research on key terms 

associated with Client’s product offering using a 
third party tool

✔ Researched competitors paid digital media

Lifecycle Marketing
✔ Reviewed email experience from customer POV and 

backend HubSpot
✔ Leveraged stakeholder interview data to inform 

recommendations  
✔ Consulted industry best practices and case studies 

to inform analysisC
u

st
om

er
 J

ou
rn

ey
 A

n
al

ys
is



7

Research and Discovery
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Leads are Primarily 
Coming From Paid 
Social and Paid 
Search*
- Paid social and paid search account for 

nearly 50% of all leads

- Paid social accounts for 38% of lead 
acquisition with the majority coming from 
Facebook ads

- Imports and integrations with little to no 
source data account for 45.5% of leads

- Opportunity to create a consistent UTM 
tagging structure to eliminate 
inconsistencies and allow for easier lead 
tracking
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Offline Sources Make 
Up Majority of 
Member Source 
Breakdown
- Based on stakeholder interviews many new 

members come from referrals

- Referrals are happening over email and 
phone

- Opportunity to utilize HubSpot Inbox and 
phone integrations to track referrals more 
clearly

- Alternatively, review integrations and append 
data with missing information
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Organic Leads Land on Guides and Blog While Ads 
Drive to Tax Calculator

10
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Interviews Uncover 
Need to Enhance 
Lead Quality & 
Invest in Full-Funnel 
Nurture

“Marketing’s big task is to mitigate the amount of ‘bad 
fits’ going through the calculator to our funnel, 

optimizing for sales ready calls.” 

“People really enjoy the beginning stages of their 
time with Client during high touch periods. Value is 

clear to them at this time point.”

“Everything is really siloed. We look at lifecycle as 
email but universally lifecycle is all of the channels that 

you use.”

“We’re not looking at it as a true journey. There are 
little stops with no road that connect to get [leads] to 

the end.”

“The value from S-Corp makes them feel like they 
have “leveled up” their business and feel like a 
CEO/Founder. It’s an aspirational achievement.”
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All Roads Lead to the Tax Calculator Centering on 
Decision Stage Leads
“Everything leads back to the tax calculator. There isn’t anything else to submit to.”
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New and Returning 
Users Interested in 
Learning About S 
Corps and LLCs 
The majority of new users coming from organic 
search end up on one of the top four blog posts:

- S corp vs llc

- Llc vs s corp: which is the best for freelancers

- How to get a florida business license

- The ultimate guide to naming an llc

ADD LEAD 
GEN OPP 

HERE

- Leads seek the basics about solopreneur business 
operations

- Opportunity to capture leads via ebook and guide 
downloads on blog pages

- Opportunity to create email and paid landing pages 
to capture leads within a seamless, personalized 
experience across channels
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Member 
Communications 
Include Educational 
Content Useful to 
Decision-Stage 
Leads
- Opportunity to set expectations and answer 

frequently asked questions earlier in the 
funnel to prime decision-stage leads for 
conversion

- Opportunity to highlight new states and 
Member Success Manager to set 
expectations for high intent leads
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Lifecycle User Journey 
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16

Lifecycle User Journey 
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MEMBER 
EXIT

NEW MEMBER JOURNEY

LEAD JOURNEY

CURRENT MEMBER 
JOURNEY



17

17

Lifecycle User Journey 
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Lifecycle User Journey 
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NEW MEMBER 
JOURNEY

CURRENT MEMBER 
JOURNEY

MEMBER EXIT

LEAD JOURNEY
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Competitor Analysis
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Client’s Competitive 
Advantages

Client’s Competitive 
Disadvantages

✔ Don’t charge by the hour like CPAs therefore 
pricing is lower

✔ Treat members equally whether they make $80K 
or $800K

✔ Local CPAs focus on their top top earners not 
small biz

✔ Members get referral cash outs

✔ Offer a community of people who are all 
experiencing being a solo-entrepreneur at the 
same time.

➖ CPAs are local

➖ Can’t handle every profession

➖ Can’t handle C-corp or multi-member LLC

➖ Lack of consistent nurture through each stage of 
the customer journey

➖ No sales outreach like seen from Bench
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Competitor 2 shares the most similar navigation to 
Client
Product/Solution Page Features Client Competitor 1 Competitor 2 Competitor 3 Competitor 4

Header CTA Schedule Call Start Free Trial Schedule Call Get Started Hire a CPA

How it Works X X

Pricing X X X

Testimonials X X

About Us X X X

FAQ X X

Blog X X

Guides/ Resources X X

Careers X

Login X X

Partnerships X

Services / Capabilities X X X X

Community X

Home X

Our Freelancers X

Your Benefits X

Why 2% X
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Home Page Content Diversity Differs

Lead Gen CTAs

Social Proof

Blog Content

Resources (Pricing, case 
studies, tax calc, etc..)

Video Content

Links to solutions or 
products
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Opportunity to Expand Home Page Features

Product/Solution Page Features Client Competitor 1 Competitor 2 Competitor 3

Hero Image Text and gif Nondescript product shot CPA gif Nondescript product shot

Primary Call To Action Schedule your call Start a Free Trial Schedule My Free Call Get Started - Find Your CPA 
for Free

Secondary Call To Action Get started See How Bench Works See Pricing Get my Free Quotes

Case Studies on Page No Yes No No

Video Content on Page No No No No

Blog Content on Page No Yes Yes No

Additional Resources On Page Yes Yes Yes Yes

Links to Individual Products on Page No Yes Yes No

Social Proof On Page Yes Yes Yes Yes

Integrations on Page No Yes No No
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Competitor 2 Uses 
Video and 
Entrepreneur 
Partnerships to 
Drive Engagement
- Competitor 2 uses paid partnerships to drive 

engagement and conversions

- Highlights value prop of their offering 
over a CPA

- UGC drives trust in brand

- Opportunity to invest more in UGC to meet 
leads where they are in the funnel

- Opportunity to test into video ads and 
partnerships on Facebook and Instagram
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Organic + Paid Media Discovery
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Top Organic 
Keywords Highlight 
Need for Lead 
Education
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Opportunity to 
Expand Reach 
Across “S corp vs 
llc” Broad Match 
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Geotargeting Ads 
Focus on Tax 
Savings
Ad creative:

- Leverages tax savings as primary 
engagement driver

- Opens opportunity to test into additional 
value propositions

- Speaks directly to different customer 
demographics through geo-specific ads
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Opportunity to Prime Leads for Sales Readiness
Channels and strategy:

- Regardless of touch point all ads in funnel direct leads to tax calculator form

- Opportunity to use a multi-campaign, full-funnel strategy, consistent with our recommended approach and best 
practices.
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Our Recommendations
Awareness
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Solicit Positive Reviews 
and Customer 
Testimonials for Key 
Review Sites
Details
Client lacks in quality and quantity of reviews for 
some key review sites. Ensure all business lines are 
represented on each review site. Client is only 
represented on Trustpilot.

⁃ Trustpilot: 8 Reviews at a 2.3 star rating
⁃ G2: Unavailable
⁃ Capterra: Unavailable
⁃

Website
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Optimize Site for Email 
Collection Rates
Details
Test into the best way to collect additional email. 
Leverage site content & webinars, re-designed 
email forms and the onsite chat to increase the 
email capture rate of users within the consideration 
phase. This will provide a larger reach for email 
marketing.

Metrics
Email Capture Rate

Website

Test into email form UX

Test an email only lead form for onsite content 

Download Guide
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Test into Video in Ads 
to Increase Awareness 
Stage Lead Acquisition
Details
Test into short-form video content on social. 
Leverage webinar content, blog posts, and guides 
to inform leads in awareness stage.

Metrics
Click-through rate

Paid Media
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Set Expectations with 
Language Around User 
Income Requirements
Details
Increase lead quality and conversion rate with clear 
expectations around $80K+ income requirement 
for members.

Metrics
SQL Form Conversions

Meetings Booked

Integrated
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Our Recommendations
Consideration
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Invest in Relationship 
Building and Capture 
TOFU Leads
Current social creative centers on mid- 
to bottom of funnel.
There is an opportunity to relationship build ahead 
of asking for an action like a tax calculator or 
meeting schedule.

Value-based content, such as guides or resource 
downloads, can support audiences building brand 
trust.

A full funneled strategy is recommended on social, 
including introductory brand content, a 
value-based resource and then requesting an 
action.

Paid Media
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Educate Awareness and Consideration Stage Leads with 
Educational Nurture Series
Increase tax calculator conversions through a consistent, personalized series underlining solutions and the problems it solves 
for specific customer personas. 

Email

Email 1:
Immediate upon form fill

Email 2:
Day 3

Email 6:
Day 11

Set expectations + and 
guide download

Social proof and highlight 
reviews

Soft Meeting Ask

Pricing and value prop.  
Soft Meeting Ask

Test into personalized content 
based on form fill and initial 

behavior data. 

Primary CTA: Related educational 
content

Highlight value and relevant 
statistics for an informed decision

Primary CTA: Meeting request

Define and compare problems + 
product solutions. 

Primary CTA: Case Study

Email 8:
Day 16

What to expect in 
onboarding + Meeting Ask

Direct meeting ask. Test into 
integrating sales 1:1 vs 

marketing email

Primary CTA: Meeting request

*Continue to value proposition series for those who don’t convert
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Build Trust by 
Increasing the 
Presence of Social 
Proof in Email
Details
Leverage reviews, customer testimonies and 
awards to build trust with potential customers. 

Personalize testimonials based on lead industry / 
services

Metrics
Click-through rate

Conversion rate

Additional Opportunity
Test into from names to increase trust and buy-in

Email

v1

As seen in:

v2
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Test Into Value 
Proposition and Key 
Competitive 
Differentiators
Details
Business formation jargon may make it hard for 
leads to know what benefits are. Test into the most 
powerful value props and best locations to 
highlight them.

Tax savings, Bookkeeping

Community of Solopreneurs 

Becoming your own CEO / legitimizing services 
with S corp 

Designated Member Success Manager

Paid Media

control v1
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Become your own CEO
 
Join Solopreneur 
Community

Get a Team of Tax experts



40

Test into Lead Scoring 
to Identify Highly 
Engaged Sales- 
Qualified Leads 
Details
Determine the priority of your leads and when they 
are ready to engage with the sales team. Segment 
MQLs and SQLs by lead score to further 
understand persona behavior and needs.

Integrated

+15 pts: downloads guide

Sample Point 
Attributes

Sample Point 
Attributes

Sample Point 
Attributes

Tier 3: 0-30 points Tier 2: 31-60 points Tier 1: 61+ points

+5 pts: clicks email link +20 pts: attends webinar

+15 pts: signs up for 
webinar+5 pts: views blog post

+25 pts: schedules 
meeting
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Our Recommendations
Decision
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Assist Users in 
Self-Identifying Needs 
and Leverage that for 
Personalization
Details
Test into the best way to assist users in telling us 
what they need. This is one of the first steps in 
identifying what solution is right for the customer. 
By testing into the correct way to extract this 
information from the customer, it can then be used 
to nurture the prospect. 

Metrics
Email submissions

Content downloads

Website
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Ensure the User has 
Quick Access to the 
Sales Team 
Details
Expand chat to interface with leads. Due to the 
nature of users further in the evaluation process, 
providing them easy access to sales and more 
detailed on site content is key. 

Metrics
Meetings booked

Conversions

Additional Consideration
QA chat flows to ensure accurate personalization 
and response time

Website
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Create a Personalized 
1-to-1 Experience for 
SQLs with Sales 
Sequencing
Details
Investing in automated 1:1 sales sequencing that is 
consistent, helpful, informed by marketing testing, 
and enhanced by lead data will increase conversion 
rates. Additionally saving sales reps critical time for 
high-intent SQLs creates an optimal sales process 
and more closed deals, faster.

Metrics
Time to deal close

Conversion rate

Email
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Generate Leads 
In-channel to Increase 
Conversion
Existing bottom-of-funnel ads link to 
the website and could benefit from 
in-channel lead forms.
In-channel lead forms allow audiences to request a 
meeting or more information within LinkedIn.

Conversion rates are often higher on in-channel 
lead forms than BOFU conversion ads because 
target audiences are not asked to leave the 
channel in which they already chose to spend their 
time.

As a result, most brands also see cost efficiencies 
when using in-channel lead gen.

Organic
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Holistic Approach
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Cross Channel Recommendations for Each Stage of 
the Customer Lifecycle

Crawl (0-3 Months) Walk (3-6 Months) Run (6-12 Months)

- Combine CRO + lifecycle strategy to test into 
email form input fields, messaging, and 
placement on site

- Define lead scoring to identify high-intent leads 
and learn about their behaviors and needs

- Utilize buyer personas to identify common 
traits among leads and allow for better 
segmentation 

- Revamp the welcome series to familiarize leads 
with and differentiate between offerings. Learn 
how primed they are to buy.

- Test into content and invites (webinar vs 
recording) in ad hoc campaigns to learn more 
on lead and customer preferences

- Develop a quality assurance process to ensure 
error-free messages

- Develop an educational nurture series for each 
problem solves to educate leads on offerings to 
nurture them toward an informed decision

- Utilize lead behavioral data, lead score, and 
personas to inform nurture series strategy 
including series triggers and conditionals

- Test into value proposition by leveraging 
popular site content, sales calls, and lead 
behavior

- Develop sales playbooks to insure a consistent 
positive experience across product lines

- Combine lifecycle + paid strategy to retarget 
leads at each stage on paid channels. Ensure 
consistency across touchpoints to provide the 
lead with an easy-to-follow full-funnel  journey

- Revisit lead scoring: Analyze CVR of SQLs 
handed off to sales. Are they sending leads 
back to marketing? How can we optimize?

- Prioritize automated sales 1:1 messaging for 
lower quality SQLs to open up time for sales 
reps to prioritize target accounts and highly 
engaged leads

- Begin testing into nurture series length and 
cadence to align with optimal time-to-close 
and highest CVR

- Create additional nurture journeys for each 
decision stage. Personalize based on persona 
and product interest

- Invest in development of nurture series 
centered on specific topics, asset offers, 
engagement, re-engagement, and 
post-purchase engagement

- Test into SMS to determine optimal message 
delivery
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Cross Channel Recommendations for Each Stage of 
the Customer Lifecycle

Awareness Consideration Decision

Website

Assist paid media and Email 
campaigns with landing page 
experiences

Optimize for email collection rates

Ramp up content utilization in the form of blog posts, guides, and toolkits 
to be used as lead magnets. 

Optimize for meeting requests and contact form submissions

Highlight value propositions and key differentiators throughout the site.

Test into solution focused messaging

Assist paid media and Email campaigns with landing page experiences

Ramp up content utilization in the form of blog 
posts, guides, and toolkits to be used as lead 
magnets. 

Optimize for meeting requests and contact form 
submissions

Highlight value propositions and key differentiators 
throughout the site.

Test into solution focused messaging

Assist paid media and Email campaigns with 
landing page experiences

Paid Media

Diversify keyword bidding on Paid 
Search. Leverage non-brand keywords 
for prospecting to support customer 
growth.

Invest in developing content and campaigns to enable full-funnel 
advertising strategies on Paid Social across key target target audience.

Build trust by increasing the presence of user-generated content

Test into in-platform lead form ads and compare 
results value to traditional BOFU conversion ads.

Leverage learnings to optimize full-funnel strategy 

Lifecycle

Invest in automated lead nurture taking product interest, persona, and 
lifecycle stage into consideration: 
Welcome series
Educational product series
Topic series

Build trust by increasing the presence of social proof in email

Test into value proposition, content, segmentation, personalization, and 
cadence to increase engagement and conversion

Utilize personas and lead scoring to further segment and personalize the 
customer journey based on source of entry, demographics and behaviors

Invest in automated lead nurture taking product 
interest, persona, and lifecycle stage into 
consideration: 
Engagement series
Post-meeting series

Develop a standard sales playbook for reps to follow

Utilize automated sales 1:1 where applicable

Continue nurture after conversion to ensure positive 
onboarding experience and open opportunity for 
upsell
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Path to Optimizing the Customer Journey

Q1 Q2 Q3 Q4

M1 M2 M3 M1 M2 M3 M1 M2 M3 M1 M2 M3

Develop educational nurture series for each solution 
offers

Test into email capture on site and 
in social channels

Create content audit and strategy

Segment  leads by persona and additional source data

A/B test into ad hoc campaigns and paid ads

Revamp welcome series

A/B test into content personalization based on user needs and value prop

Define lead scoring criteria and scale

Develop additional nurture series across lifecycle stages and key personas

Develop sales playbook for each stage of the buyer’s 
journey

A/B test into series length and cadence

Invest in automated sales 1:1 nurture

Test into SMSDevelop a quality assurance process
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Thank you!
Any Questions?
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