HOW TO BUILD AND OPTIMIZE YOUR
MARKETING FUNNEL

What is a Marketing Funnel?

A marketing funnel maps the customer journey from first discovering your product to
taking action. Understanding your funnel helps you identify where potential
customers drop off and where to focus your marketing efforts.

THE AIDA MARKETING FUNNEL

The AIDA framework breaks down the customer journey into four critical stages:
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The fundamental question: Start with the marketing funnel - are enough relevant
people even aware your product or company exists? If they are, then work through to
getting them to take action, and understand why they haven’t previously.




UNDERSTANDING EACH STAGE

AWARENESS
The Question: Do people know you exist?
What’s Happening:

e Potential customers discover your brand for the first time
e They learn that a solution to their problem exists

e They become aware of your product category
Key Metrics:

e |Impressions

® Reach

e Brand awareness surveys
e New visitors to website

¢ Social media followers

Common Issues:

e Not enough people seeing your marketing
* Wrong audience seeing your ads
e Weak brand presence in your market

e Poor SEO/discoverability

INTENTION
The Question: Are they considering you as an option?
What’s Happening:

e They’reinterested in learning more
e They’re comparing you to alternatives

e They’re evaluating if you can solve their problem



* They’re engaging with your content
Key Metrics:

e Website visits

e Timeon site

® Pages per session

e Content engagement
e Email signups

e Demo requests

Common Issues:

Value proposition unclear

Not enough information available

Competitors seem more appealing

Trust signals missing

DECISION

The Question: Have they decided to buy from you?
What’s Happening:

e They’ve chosen you over competitors
e They’re ready to commit
e They’re starting the purchase process

e They may be seeking final validation

Key Metrics:

Add to cart

Checkout initiated

Trial signups

Quote requests

Application starts



Common Issues:

* Price concerns

e lack of trust

e Too much friction in process

e Missing information at critical moment

e Better offer from competitor

ACTION

The Question: Did they complete the transaction?

What’s Happening:

They’re completing the purchase

They’re becoming a customer

Money is changing hands

Relationship is beginning
Key Metrics:

e Completed purchases
e Subscriptions activated

e Contracts signed

Payment processed

Conversion rate
Common Issues:

e Complicated checkout process
e Payment failures

e Last-minute doubts

e Technical problems

e Unexpected costs or requirements




DIAGNOSING YOUR FUNNEL

Step 1: Map Your Current Funnel

Calculate the numbers at each stage:

Stage Number of People
Awareness 100,000 saw your ads -
Intention 5,000 visited website 5%
Decision 500 added to cart 10%
Action 100 completed purchase 20%
Overall 100 from 100,000 0.1%

Step 2: Identify Your Biggest Problem
Ask these diagnostic questions:
If Awareness is weak:

e Areyou spending enough on marketing?
* Areyou targeting the right audience?
* |syour message reaching the right channels?

e Do people in your target market know you exist?
If Intention is weak:

e [syourvalue proposition clear?
e Areyou showing up in the right places?
* |syour content engaging and relevant?

* Areyou giving people reasons to learn more?
If Decision is weak:

e Do people trustyou?

Conversion to Next Stage



e [syour pricing competitive?
* Areyou addressing objections?

e Do you have strong social proof?
If Action is weak:

* |syour checkout/signup too complicated?
e Are there unexpected barriers?
* |sthe process mobile-friendly?

e Areyou losing people at the last step?

OPTIMIZATION STRATEGIES BY STAGE

AWARENESS — Get More People to Know You Exist
Tactics:

* Increase ad spend on working channels

Expand to new marketing channels

Improve SEO for organic discovery

Launch PR or influencer campaigns

Create shareable content

Attend or sponsor industry events

Goal: Reach more of your target audience

INTENTION — Get More People Interested
Tactics:

e Clarify your value proposition
e Create compelling content (blogs, videos, guides)
e Offer lead magnets (free resources, tools)

e Improve website user experience



e Add customer testimonials and case studies

e Make it easy to learn about you

Goal: Convert awareness into active consideration

DECISION — Help More People Choose You
Tactics:

e Add trust signals (reviews, ratings, badges)
e Offer free trials or demos

e Create comparison guides

¢ Implement retargeting campaigns

e Provide clear pricing information

e Address common objections proactively

e Offer guarantees or risk-free trials

Goal: Win the competitive evaluation

ACTION — Get More People to Complete
Tactics:

e Simplify the checkout/signup process

® Reduce form fields to minimum necessary
e Offer multiple payment options

e Add progress indicators

e Remove unexpected fees

e Provide live chat support

e Send cart abandonment emails

e Create urgency (limited time offers)

Goal: Minimize friction and maximize completion




THE 8%, RULE FOR FUNNEL OPTIMIZATION

Focus on the stage with:

1. The biggest drop-off percentage
2. The most people entering it

3. The clearest solution
Example:

e Awareness — Intention: 95% drop-off (5,000 from 100,000)
¢ Intention — Decision: 90% drop-off (500 from 5,000)
e Decision — Action: 80% drop-off (100 from 500)

Priority: Fix Awareness — Intention first (biggest leak with most people)

COMMON FUNNEL MISTAKES

Focusing Only on Top of Funnel More traffic doesn’t help if your conversion is
broken

Ignoring the Awareness Problem If people don’t know you exist, nothing else
matters

Not Measuring Each Stage You can’t optimize what you don’t measure
Trying to Fix Everything at Once Focus on one stage at a time for clearer results

Assuming All Stages Are Equal Different stages need different strategies and
content

Forgetting to Ask “Why Haven’t They?” Understanding barriers is key to
removing them




YOUR FUNNEL OPTIMIZATION WORKFLOW

Weekly Review

Check conversion rates at each AIDA stage
|dentify unusual drops or improvements

Verify if last week’s changes had impact

Monthly Deep Dive

Analyze worst-performing stage in detail
Run A/B tests on key pages/elements
Compare to previous month’s performance

Interview customers about their journey

Quarterly Strategy

Reassess entire funnel strategy
Test new channels or approaches
Update customer journey maps

Set new optimization priorities

QUICK WINS BY STAGE

AWARENESS

® Run retargeting campaigns to people who visited once
e Optimize your Google My Business listing

e Post consistently on social media

INTENTION

e Add exit-intent popups with valuable content



e Create a compelling “About Us” page

e Publish customer success stories
DECISION

e Add live chat to answer questions
e Display trust badges prominently

e Offer a money-back guarantee

ACTION

e Enable guest checkout
e Add cart abandonment email sequence

e Simplify your signup form

MEASURING SUCCESS

Key Funnel Metrics

Overall Conversion Rate (Actions — Awareness) X 100
Stage Conversion Rates (Next Stage — Current Stage) X 100
Cost Per Stage Marketing Spend = People Reaching Stage

Funnel Velocity Average time from Awareness to Action




EXAMPLE: E-COMMERCE FUNNEL

Stage Definition Metric Target
Awareness Saw your ad or heard about you Impressions 100,000
Intention Visited your website Website visits 5,000 (5%)
Decision Added item to cart Cart additions 750 (15%)
Action Completed purchase Orders 225 (30%)

Overall Conversion: 0.225% (225 orders from 100,000 impressions)

EXAMPLE: SaaS FUNNEL
Stage Definition Metric Target
Awareness Discovered your solution Ad clicks 10,000
Intention Explored your product Landing page visits 7,000 (70%)
Decision Signed up for trial Trial signups 700 (10%)
Action Became paying customer Paid subscriptions 140 (20%)

Overall Conversion: 1.4% (140 customers from 10,000 clicks)

KEY TAKEAWAY

Your marketing funnel shows you exactly where to focus. Start by asking: are
enough relevant people aware you exist? Then work through each stage,
understanding why people haven’t moved forward, and systematically remove
those barriers.

Small improvements at each stage compound into massive growth.

Based on principles from “Click Here” by Alex Schultz



