ARCHITECT

REPUTATION

sub-contractor
influence

end user influence

colleague or peer
influence

previously specified

REACH

Print publications -
CPA (construction
products association)
Online Publications
Events exhibitions
sponsorship

advertising

NBS (Product
Selector)

ESI (Environmental
Sensitivity Index)

TV shows - Grand
Designs

Membership
Organisations

Directories
Forums

Manufacturers
website

—

CAMPAIGNS

LEAD ACQUISITION

Paid
Industry trends

Government
Regulation Chnages

Earned
Pay Per Click
Blog
Remarketing
Search
Email
Co-branded email
online ads/banners
landing pages

social adverts

4 Glenigan leads )
Barbour ABI
Leading Edge

Active Planning
Leads

social media

—

ROUTE TO MARKET

—

RACE

ACT

visit Website

CONVERT

Sales call/meeting
CPD
Factory tour

Technical
call/meeting

read Blog
read Case Studies
BIM Objects
CAD Drawings
Spec tools
product selector
product comparison
design consideration
colour fflexibility
Calculators
Performance data

product certification
(BBA, CE etc)

Building Regulations
(BS, BES)

Technical data

ENGAGE

i

Testimonial

Case Study
White paper
Lead nurturing
Members area
social media

lead automation
(infusionsoft)

Email
Events - road shows
ebooks
video case studies
remarketing
product launches
data sheets

online tools

—

—

THROUGHOUT THE PROCESS A CRM WILL KEEP TRACK OF CUSTOMER INTERACTIONS - SALESFORCE

VISITOR BEHAVIOUR TRACKING AND CAMPAIGN MEASUREMENT - GOOGLE ANALYTICS

This shows the journey that a product manufacturer wants to take a Architect or specifier on. Product manufacturers REACH out using many varied methods
in order to get their product known to those that specify in construction. This then requires the Specifier to ACT by visiting the website. Specifiers will then

CONVERT by carrying out one of many actions on the website. This could be the point of sale. Product Manufacturers then need to ENGAGE with the
specifier to keep them coming back.
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