




The Linear Funnel











A new model…





“Treat the buyer’s journey as a 
playground: people can enter and  
exit as they desire, they can go in  
any order, and they can engage  

with the content the “wrong” way.”

Ashley Faus, Marketer and Playground Enthusiast



WHY is this happening?



Trends Impacting the Journey

More Complex  
Buying Cycles

Declining 
Trust

Zero-Click  
Content

AI…  
Everything



Which means WE  
have to adapt…



What we say

Who says it

Where we say it

How we measure



What We Say:
Foundations of  
the Playground



A Complex Buying Cycle

Buying groups now include an average  
of 10-11 stakeholders

Buyers don’t engage until they’re  
69% through their journey

85% establish purchase requirements  
before contacting a seller

86% of enterprise buyers shortlist products  
they’ve heard of before starting research

Source: https://corporatevisions.com/blog/b2b-buying-behavior-statistics-trends/



Marketers can’t rely on  
a simple funnel 



Content Depths  
+  

Intent
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Conceptual
Theoretical and philosophical in 
nature, focus on the “what” and 
the “why” of the idea.

Content 
Depths

Strategic
Focus on the process, tools, and 
key knowledge components that 
must be included to make the 
conceptual ideas a reality.

Tactical
Prescriptive, step-by-step instructions, 
and specific exercises to help the 
audience implement the conceptual 
and strategic ideas.



Real-world Example:
Fitness



What does it mean to be healthy and fit?



Conceptual
High-protein diet

Big, strong muscles



Strategic
Good form when lifting

Different sources of protein



Tactical
10 Tips to Build Bigger Biceps

5 Chicken Dinners to Try this Week



Intent



Statements we’ve all made…

The product tour teaches people about our features,  
therefore, it’s educational.

This tutorial teaches people how to use a feature,  
therefore, it’s educational.  

This eBook teaches people about why our cloud products  
are more secure than on-premise products,  

therefore, it’s educational. 
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“Educational” content is NOT 
the “best” content



The best content meets the 
needs of the audience
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Trust or Affinity
Content that generally builds a sense of trust 
and affinity at a higher level. 

Intent 
+ 

Next Action

Buy
Any content that pushes the person to take 
action to purchase our products or services.

Use
Any content that pushes the person to take 
action in the product or engage in the services.  
 

Help or Remediation
Any content that enables the user to  
troubleshoot a problem. 

Learn
True learn-intent content only requires the 
consumer to think about what they’ve consumed.



You’re not tricking anyone  
into buying anything!



Explicit CTAs = Explicit Intent



My CTA to you:  
Stop using “Learn More”  



CTAs by Intent

Trust or Affinity
Read More 

Watch Video 
Share

Learn
Share 

Explore More Resources 
Download (free, un-gated)

Use
Log in 

Book Office Hours 
Install

Help or Remediation
File a Ticket 

Ask a Question 
Contact Account Manager

Buy
Sign Up 

Request a Proposal 
Contact Sales 



Real-world Example: 
Atlassian Team Playbook



Tactical 
Buy

Strategic 
Learn



Tactical 
Learn

Tactical 
Use



Tactical 
Use

Tactical 
Learn



Tactical 
Buy

Tactical 
Buy



Who Says It:
Building Trust in  
the Playground



People trust people like

themselves







People buy from  
people they trust





Showing the PEOPLE 
behind the ideas, assets, 
and offerings builds trust



But… how do we  
choose which people? 😅



Questions 
to Ask

Goals

What outcomes are you 
trying to drive? Which  
metrics will you measure?
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Questions 
to Ask

Goals

What outcomes are you 
trying to drive? Which  
metrics will you measure?

Audience
Who is your audience? Are 
they internal or external? 
What are their pain-points? 

Gaps
What gaps in content do you 
have? What capabilities do 
you have in-house?



Credibility Profile Prolific Depth of Ideas

Must cite source material 
to support claims

Unquestioned knowledge  
of source material

Expertise/authority treated 
as source/original material

No/limited reach of ideas, 
limited impact of work

Field-level, regional, or  
other peer recognition

Big company or title, 
“celebrity” in your topic area

No/few distribution channels, 
single type of content

Limited to a few channels 
and/or types of content

Long- and short-form content 
in multiple channels

New tactics, execution-
focused proof points

New strategies, structures, 
and/or processes

Pioneering new methods, 
and/or re-defining concepts

Assessment Pillars



Subject Matter Expert
SMEs help explain how to solve 
problems, troubleshoot, and 
educate on existing solutions. 

B2B  
Creators



Credibility Profile Prolific Depth of Ideas

Must cite source material 
to support claims

Unquestioned knowledge  
of source material

Expertise/authority treated 
as source/original material

No/limited reach of ideas, 
limited impact of work

Field-level, regional, or  
other peer recognition

Big company or title, 
“celebrity” in your topic area

No/few distribution channels, 
single type of content

Limited to a few channels 
and/or types of content

Long- and short-form content 
in multiple channels

New tactics, execution-
focused proof points

New strategies, structures, 
and/or processes

Pioneering new methods, 
and/or re-defining concepts

Assessment Pillars: Subject Matter Expert



Subject Matter Expert
SMEs help explain how to solve 
problems, troubleshoot, and 
educate on existing solutions. 

B2B  
Creators

Influencer
Influencers help you reach a new 
audience, focusing on existing 
solutions or incremental improvements. 



Credibility Profile Prolific Depth of Ideas

Must cite source material 
to support claims

Unquestioned knowledge  
of source material

Expertise/authority treated 
as source/original material

No/limited reach of ideas, 
limited impact of work

Field-level, regional, or  
other peer recognition

Big company or title, 
“celebrity” in your topic area

No/few distribution channels, 
single type of content

Limited to a few channels 
and/or types of content

Long- and short-form content 
in multiple channels

New tactics, execution-
focused proof points

New strategies, structures, 
and/or processes

Pioneering new methods, 
and/or re-defining concepts

Assessment Pillars: Influencer



Subject Matter Expert
SMEs help explain how to solve 
problems, troubleshoot, and 
educate on existing solutions. 

B2B  
Creators

Influencer
Influencers help you reach a new 
audience, focusing on existing 
solutions or incremental improvements. 

Thought Leader
Thought leaders focus on new ideas in 
the market, drive the conversation 
about what's next, and they help the 
audience think and act in a new way. 



Credibility Profile Prolific Depth of Ideas

Must cite source material 
to support claims

Unquestioned knowledge  
of source material

Expertise/authority treated 
as source/original material

No/limited reach of ideas, 
limited impact of work

Field-level, regional, or  
other peer recognition

Big company or title, 
“celebrity” in your topic area

No/few distribution channels, 
single type of content

Limited to a few channels 
and/or types of content

Long- and short-form content 
in multiple channels

New tactics, execution-
focused proof points
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Pioneering new methods, 
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Assessment Pillars: Realistic Thought Leader



Comparing B2B Creators
Creator Type Primary Audience Ideas Time HorizonMetrics

Subject Matter Expert 
(SME)

Influencer

Thought Leader

Internal or Users

External, Net-New

Internal and  
External

Existing problems  
and solutions

Existing solutions

New problems  
and solutions

Usage Medium- to 
long-term

Awareness  
and sales

Short-term and 
long-term

Long-termTrust and 
affinity



Common Pitfalls

Regurgitating 
Marketing Content



Ignoring Internal 
Influencers

Common Pitfalls

Regurgitating 
Marketing Content



Internal Influencer:  
Laura Erdem







Focusing Solely  
on Executives

Ignoring Internal 
Influencers

Common Pitfalls

Regurgitating 
Marketing Content





Where We Say It:
Expanding  

the Playground



There are literally 
THOUSANDS of options to 
distribute our message…



https://chiefmartec.com/wp-content/uploads/2025/05/martech-map-marketing-technology-landscape-2025-slide.png



https://chiefmartec.com/wp-content/uploads/2025/05/martech-map-marketing-technology-landscape-2025-slide.png

Community & Reviews

Events, Meetings, Webinars

Social Media Marketing & Monitoring



Marketers are competing  
for attention



Audiences want instant  
access to value



“Zero-Click content is content 
that offers valuable, standalone 

insights (or simply engaging 
material), with no need to click.”

Amanda Natividad, VP Marketing at SparkToro





Evolve how we show  
up on these platforms



Company

Followers

Communicate Conversation Community

Amplify Advocate Ambassador

Social Media Spectrum







184,245 followers



Measurement in  
the Playground





“AI Overviews are reshaping the search 
landscape in real time and marketers can no 
longer rely on rankings alone. Visibility now 
means earning a spot in the answer itself.  

 
To succeed, marketers will need to create 

content that works within the evolving 
complexities of AI search, and that gives  

users real value, no clicks required.”

Eli Goodman, CEO of Datos, a Semrush Company



Evolving Metrics



Holistic Approach
Leading and lagging indicators 
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Holistic Approach
Leading and lagging indicators 

Principles Tailor Your Metrics
Match the intent, format, and channel

Time Horizons
Trends, seasonality, and granularity



Metrics by Intent

Trust or Affinity
Shares 

Views or Impressions 
References and Backlinks

Learn
Monthly Organic Entrances 
Newsletter Subscriptions 

Follower Growth 

Use
Demo Views 

Office Hours Show Rate 
Net Promoter Score (NPS)

Help or Remediation
Entrances to Community Forums 
Reduced Support Ticket Quantity 

Customer Satisfaction (CSAT)

Buy
Meetings Booked 
Account Sign-Ups 

Upgrades



Real-world Example: 
Visit Vienna











The journey has changed



The tools have changed



But the people  
remain the same



Sooo…



Who’s ready to play?



Please Rate My Session 
We hope you enjoyed today’s session. 
Please head to the INBOUND mobile 

app to provide your feedback. 
Thank you!




