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BUYER
Frustration - a buyer suffers a 

problem but doesn't determine it 
as a pain point. The difficulty of 
this stage for providers is that 
the buyers don't search for a 

solution. 

SELLER
Initiation - a seller begins the 
outreach to potential clients, 
vocalizing their problems and 

offering a solution.

BUYER
Emergence of a problem.

SELLER
A company studies the market, 
prepares buyer personas, plans 

and initiates sales and marketing 
activities that support a sales 
funnel. To have an effective 

sales funnel, the organization 
will have to implement most of 
the tasks of this stage at later 

phases of SF. 

BUYER
Analyzing the options - at this 

stage, a buyer has found several 
solutions to their problem, 
sometimes including the 

in-house activities.

SELLER
Studying buyer and persuasion 
- Seller discovers the specific 
needs of the buyer to generate 

the valuable customized 
solution.

ANALYSIS
Buyer Personas (ICP) and their pain 

points; unique sales position of a 
product or service; competitors. 
Creating environment: writing 

templates and planning 
conversations with buyers, training 

your sales staff.

THE NEGOTIATIONS
KEY TASKS

Gaining RFP, learning all of the 
decision-makers; discovering a pain 
point in great detail and providing 
valuable insights on its solution; 

sharing your experience in the field, 
price, and special offer discussion, 
proving your solution is the best; 

de-positioning competitors; crafting 
a solution for the buyer based on the 

accumulated data.

PROSPECTING
Outreach via email, phone calls, and social networking websites. 

KEY TASKS
Discover and Qualify the leads, pass to the sales team or make an 

appointment.

ADDITIONAL TASKS
Ask if a lead experiences a particular pain point, explain that many 
companies have similar issues, explain how to solve these problems.

STRENGTHS
You can initiate dialogue, ask as many questions as possible about the buyer, 
figure out and explain how your product or service can help; You can actively 
engage with the prospects you want; Human interaction - your sales reps can 

answer immediately and address all the concerns of your prospects. 

WEAKNESSES
You have limited time to attract the buyer's attention and stand out.

CONTENT
Blog posts, infographics, and charts; industry research; case 

studies; reviews buying guides; tutorials; demos; product and spec 
sheets; free trials. 

KEY TASKS OF THIS STAGES
1. educate buyers on how your product can solve their problem.

2. facilitate the buying decision.
3. demonstrate your company's expertise and experience in solving 

particular problems.
4. show the capabilities of your product/service.

BUYER
Acknowledgement and Search 

for solution - once buyers admit 
the pain point, they start looking 
for someone who can explain a 

solution.

SELLER
Education - Sellers should aim to 
show how much they know about 
the vendor's problems and how to 

tackle them.

Since buyers don't search for 
solution on the web, marketers 
can't reach them with classic 

marketing activities. There are, 
however, two options:
- professional forums;

- conferences. 

KEY TASKS
Speak about the pain point of your 
buyer persona and its solution in 
the professional environment of 

your potential customers.

CONTENT
Blog (including guest posting), 
newsletters, SMM (Facebook, 

Twitter, LinkedIn, Quora, YouTube), 
Whitepapers, Infographics, Press 

Releases. Webinars.

SEO. WEBSITE. KEY TASKS
Educate, track, score, pass to the 

sales team. Additional tasks: 
Support your sales team by 

providing as much information 
about the buyer's pain point as 
you can across all the possible 

channels; facilitate buyer's 
journey; speak of the solutions.

STRENGTHS
Since buyers found your content 
on the web on their own, they'll 

think they're in control; One 
prospect can reuse your content 

as many times as they want; 
Available at any time convenient to 

your prospect. 

WEAKNESSES
Your opportunities to initiate the 

dialogue with the buyer are 
limited; You can't engage with 
the prospect you want, instead 
you work with what you get via 
organic search, social media, 

ads, events.

BUYER
Considers the solution.

SELLER
Presents the solution and tries 
to persuade the buyer that it's 

the best option.

NEGOTIATION APOGEE
KEY TASKS

Present the customized solution. 
Finalize the negotiations. Provide 

all the papers for signing.

BUYER
Internally organizes around 

buying precendence and 
stakeholder involvement.

SELLER
Guides consensus using the 

experience of similar deal flow, 
buyer alignment, and 

coordination of stakeholders.

Seller performs the catalyst function 
that may not exist within the buying 

organization to move towards a 
purchase.

BUYER
Decision.

SELLER
Deal Won or Lost. The beginning 

of provider-client relations - 
Client onboarding. 

BUYER
Purchase experience - buyer 
obtains the solution from the 
seller and decides if they're 

satisfied, unsatisfied, or 
something in between.

SELLER
Credibility building - at this 
stage, the seller needs to 

establish partnership relations 
with the buyer. 

BUYER
Sharing experience - mostly 

online.

SELLER
Dealing with buyer reviews (both 

positive and negative).

RESELLING
Both buyer and seller have a history 
of cooperation which influences the 
process. If the service was good, the 
vendor has some kind of trust credit. 
Reselling begins in the middle of the 
funnel, because the buyer is already 
aware of the problem and even has 
experience in solving it with the help 

of the seller. The most probable 
stage is Consideration & Calibration 
or Discovery (when buyer tries to 

find new opportunities).

ACCOUNT EXPANSION
Both buyer and seller have a 
history of cooperation which 
influences the process. If the 

service was good, the vendor has 
some kind of trust credit. Account 
expansion might begin as early as 
Pre-Awareness stage. The Seller's 
task is to provide as much data 
about the other products of the 

company as possible.

SUSPENDED ACCOUNTS
Some clients can suspend the 

cooperation with your company 
for some time.

Personalized communication 
(along with marketing) - email 
to ask how the client is doing 

and if they're interested in 
beginning a new project with 
your company, send postcards 
on some important dates (such 
as national holidays) and events 
(e.g., PoC promoted, sponsoring 

a conference, etc.).

Personalized communication 
(along with marketing) - send 

an email once your PoC found a 
new job. Key task: congratulate 
on new job, learn about the new 
company of your PoC and their 

pain points, ask how your 
organization can help.

Kindly request the reason of 
the churn.

NEW OPPORTUNITIES
For PoCs who got a job in a new 
company (if that company fits 

your BP).

CHURN - INEVITABLE 
PROCESS

The seller's task is to identify its 
reasons: competitors (better 

products, better price, greater 
value), termination of company, 

in-house team (for service 
providers).

SUMMARY - KEY TASKS
1. Analyze. If your deal was closed.
2. Pass the client to Customer 

Success Manager.
3. Make sure all the documents 

are signed and available.
4. Celebrate!

COMMUNICATION COMMUNICATION

CONTENT
Personalized communication 

(along with sales), newsletters, 
blog, website.

KEY TASKS
"Lead" nurturing. Stay in touch, 

educate, and gently remind 
about your solutions.

Content and Key tasks should be 
in accordance with the stage at 

which the buyer begins the 
account expansion journey.

Content and Key tasks should be 
in accordance with the stage at 

which the buyer begins the 
reselling journey.

CONTENT
Personalized communication 

(along with sales), newsletters, 
blog, website.

KEY TASKS
"Lead" nurturing. Stay in touch, 
educate and gently remind about 

your solutions.

ANALYSIS
Segmentation. Buyer Personas (ICP) 
and their pain points; unique sales 

position; competitors.

CREATING ENVIRONMENT
Website & blog; SEO; design; 

content plan and its implementation; 
event plan; SMM.

CONTENT - BUYING 
CHECKLIST

Case Studies, Reviews, 
Testimonials—Perspectives from 

similar roles. 

KEY TASK OF THIS STAGE
1. Drive alignment across 

stakeholders who will naturally 
approach situations differently.

2. Eliminate obstacles tied to turf, 
politics, or lack of final 

decision-maker.
3. Educate buyers on how to 
successfully orchestrate their 
internal organization around 

vendor/supplier value.

CONTENT
Onboarding support materials, 

specifications, user guides, 
personalized communication (e.g., 

postcards), newsletters.

KEY TASK OF THIS STAGE
1. make the onboarding and client 
experience as pleasant as possible. 
2. continue nurturing your clients 

with valuable content with a view to 
account expansion and reselling.

3. create survey to measure which 
stages and activities of your sales 

funnel worked best and worst.

CONTENT
Onboarding support materials, 

specifications, user guides, 
personalized communication (e.g., 

postcards), newsletters.

KEY TASK OF THIS STAGE
1. make the onboarding and client 
experience as pleasant as possible. 
2. continue nurturing your clients 

with valuable content with a view to 
account expansion and reselling.

3. create survey to measure which 
stages and activities of your sales 

funnel worked best and worst.

CONTENT
Personalized communication. 

KEY TASKS:
1. create a case study on the client. 
2. request for referrals, ranking, and 

feedback.
3. place a client on your website.

RETENTION - KEY TASKS
Provide client-oriented service and support of your clients.

CIENCE - Purchase Funnel Model
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