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Buyer Personas
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Priority 
Initiative

Success 
Factors

Perceived 
Barriers

Decision 
Criteria

Buyer’s 
Journey

Name

Roles

Education

Segment

Reports To

Age

MY RESPONSIBILITIES HOW I AM EVALUATED RESOURCES I TRUST

• Understand basic hardware 
and network configuration 
as it relates to PCs, mobile 
devices and printers

• Understand cloud 
computing at a technical 
level

• Reliable
• Hard Working
• Soft skills/Helpful
• Self directed

• Word of mouth (other co 
workers- boss)

• Industry resources 
(dice.com, ect) 

• Training centers 

Name

Entry Level - Desktop 
Support Specialist, 
Technical Support Rep 

Level of EducationHigh school, Associates 
degree, vocational training

Consumer; 
Career Starter 

IT Manager

18-28  

Frederick

Buyer Persona 
Profile
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Priority 
Initiative

Success 
Factors

Perceived 
Barriers

Decision 
Criteria

Buyer’s 
Journey

Buyer Persona 
Profile

What business conditions trigger this buyer’s decision to look for certifications?
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Priority 
Initiative

Success 
Factors

Perceived 
Barriers

Decision 
Criteria

Buyer’s 
Journey

Buyer Persona 
Profile

What business conditions trigger this buyer’s decision to look for certifications?

Am I on track for what I want to 
achieve?

My employer requires additional 
education to move up the next level.

I like working in IT and I like my job.  I want to 
earn more money and be the boss one day. What 
do I need to do to get to my dream job?

My employer wants to see my expand my 
technical knowledge and skills to get the next 
level.  I need a solution that will satisfy this 
requirement.
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Priority 
Initiative

Success 
Factors

Perceived 
Barriers

Decision 
Criteria

Buyer’s 
Journey

Buyer Persona 
Profile

What results or outcomes does this buyer expect from our certifications?

I need a solution that 
will make my resume 
stand out

I’m hoping to find a solution 
that will grab the attention of 
the hiring manager when they 
see my resume.

I need a solution that 
will help me learn new 
skills 

I want to learn new skills and 
increase my knowledge so I 
can open the door to more 
opportunities for my career.

I need a solution that 
will provide a good ROI 

I need a solution that can be 
completed in less time than it 
takes to earn a degree that 
doesn’t cost too much money.
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Priority 
Initiative

Success 
Factors

Perceived 
Barriers

Decision 
Criteria

Buyer’s 
Journey

Buyer Persona 
Profile

What attitudes or concerns prevent this buyer from investing in our certifications?

What if I fail?

What if the subject is too hard 
for me? Does that mean I will 
never grow in my career?

Time Constraints 

Who has time for school and 
work?

• I’m I going to be 
overwhelmed trying to train 
for a certification while 
working

• Will my employer be 
understanding and support 
my career goal?

Financial Implications 

Is it worth the money?

• Can I afford the training and 
cost?

• What if the certification 
doesn’t get me a new job or 
a raise? Will I have wasted 
my money? 
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Priority 
Initiative

Success 
Factors

Perceived 
Barriers

Decision 
Criteria

Buyer’s 
Journey

Buyer Persona 
Profile

Which features or benefits does this buyer evaluate?

If needed, how 
do I get 
education and 
training?

Is this affordable 
for me?

What are my 
training options?

How much does 
training cost?

How long does 
training take?

Does the 
certification 
cover the topics 
I want to learn 
about?

Are CompTIA 
certifications 
creditable?

Do employers care 
about this 
certification? 

How much does 
the certification 
cost?

How much will it 
cost to take my 
certification 
current?

What is the total 
investment?

Which certification 
covers topics I’m 
interested  in?

Are multiple 
certifications 
needed to achieve 
my end goal?
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Dynamic Customer Journey

11

DISCOVER

EXPLORE

BUY

USE

ENGAGE

Prospects are 
exposed to an 
initial trigger.

Research our 
brand, products, 
and offers.

Customers share 
experiences, engage, 
and advocate.

Customers use 
our training and 
exams.

Customers complete purchase. 
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2015 Marketing Priorities 

Most companies say improving the customer journey is a top priority for 2015

12

78%

of companies are attempting 
to differentiate through 

customer journey

Of companies will attempt 
to differentiate on price 

ONLY

5%

*Source: Adobe Digital Trends Report 
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Joh
n

IT job no experience

Submits 
email on 
Marketo 

“Interested 
in Training” 

Lead 
Capture 
Landing 

Page

Omnichannel User Experience 

?

DISCOVERY EXPLORE

Value of 
Certification

5 Reasons 
Why 

Employers 
Like IT 

Certifications



Remarketing 
display ad 
campaign



A+ Auto Email 
Campaign

Q. “What Type 
Of Training Is 
Right For 
You”

A. self-study



GBB Bundle 
Learner 

Conversion 
Campaign

 = Enters into automated 
campaign

BUY



Abandoned 
Cart & 

Remarketing 
Display Ad 
Campaign



CertMaster 
journey auto 

campaign



Register for 
the exam 

auto 
campaign



Post-
Registration 

Pre-Exam 
Auto 

Campaign



Alumni 
Welcome 

Series

About You
(Preferences 

& Interests) 
Marketo 
Landing 

Page

BUYUSE & ASKENGAGE & ADVOCATE



Alumni Upsell 
Campaigns



Alumni 
Engagement 
Campaigns

Marketing automations tool
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Content is king

14

90% organizations 
use content as part 
of their marketing 

strategy
59% of companies plan to 
increase content creation 

budget 

72% of companies are 
producing more content than 

they did a year ago

*Source: Adobe Digital Trends Report 
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How does your spend compare?

15

0% 5% 10% 15% 20% 25% 30%

Other

Marketing Software & Tools

Events

Content Creation

Digital Media

Average Percent of Budget Spend By Category

*Source: Spiceworks: How to win friends 
and influence IT pros 
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Content Creation 

What did we change?

– Increased visual posts

– Incorporated pop culture

– Recycled content into new forms 

18
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A Case Study

19

Tell        v. Show

174 percent increase
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How we’re driving engagement

• Asking for and leveraging 
user-generated content

20
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How we’re driving engagement

• Creating visuals and seizing opportunities for 
graphic creativity

21
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Content Creation 

Content Created in 2015
– Useful Career Information 

– Holidays

– Testimonials 

– Movies

22
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Results: Engagement

• Facebook Likes increased 28 percent 

• Total Organic Reach is up 140 percent

23
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Recycling Content 

24
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Recycling 
Content 
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IT Careers Newsletter

Almost 15% of 
total email 
campaign 

traffic
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IT Pro Webinar Series

 October 23rd, 
2014: Mission 
Possible: The 
Future of IT 
Support

 January 22, 
2015: Building 
a Secure 
Framework

 April 29, 2015: 
The Internet of 
Things and the 
IT Pro

27
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IT Pro Webinar Registration/Attendance Trends



Resources 
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Continuing Education Credits Earned 
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CompTIA
Certified 
Team

30http://certification.comptia.org/ExploreCareers/EmployCertifiedPros/comptia-certified-team
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Up Next

• 4:15 pm – Lightning Round Tech Update

• 5:15 pm – Welcome Reception

Saturday, August 1

• 8:00 am – Conference Breakfast and Partner Expo

• 9:00 am – Building Successful Training Solutions 

31



Thank you! 
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