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83% of CEOs look to 
marketing as a growth 
engine for the business.  
McKinsey

Today, brands have an overwhelming 
number of channels—and tools—to 
manage customer engagement. It 
comes down to this: Great marketers 
are goal-oriented. 

The more clearly you can define what you’re 
trying to do, the more focused your efforts will 
be, and the more likely it is that you’ll succeed.

The first step? Understanding the marketing funnel 
and deciding where to focus your efforts. You’ve 
probably heard of “the marketing funnel,” but do 
you know how to put it into practice? 

Some marketers say the funnel is “old-school” or 
“outdated” and it’s true that it’s used differently 
than it was—even 5 or 10 years ago. The fact is: 
Marketing basics still apply (even in a modern 
context), especially when it comes to setting—and 
sticking to—your marketing goals.
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Heard of the marketing funnel, but aren’t sure how to 
put it into practice? Here’s a quick primer:
ToFu: “Top of Funnel” 

Where you bring new people into 
a relationship with your brand (aka 
“Awareness”)

Try using a quiz to entertain and engage your 
audience. For example, if you’re selling ice 
cream, you could ask: “What flavor of gelato 
are you?” Keep it fun to make your brand 
memorable—and exchange information along 
the way.

It’s important to excite, provoke, and/or 
intrigue your audience at this stage, whether 
it’s playing out on social, community forums…
or anywhere else. What can you share that’s 
new, exciting, or even controversial? It’s all 
about getting their attention (and getting 
them to remember your name).

MoFu: “Middle of Funnel”

Where you’ve established that you 
have something they could use (aka 
“Interest”)

Give them something they can take away—
like an eBook or guide that they can 
download. Unlike in the past, think carefully 
before requiring customers to submit their 
emails to access that piece of content (aka 
“gating”). Being generous here will pay off 
later. This doesn’t necessarily mean never 
asking for emails. It does mean that you need 
to think carefully about what you’re giving 
your audience in exchange—and to make sure 
that’s something they want and need.

This stage is often about educating your 
customers around what you do really well. 
Get really clear on what that is! Knowing your 
value goes a long way to sharing it.

BoFu: “Bottom of Funnel”

Where someone is really close to 
buying and/or using your product 
(aka “Consideration”)

Offer potential customers a webinar sign-up 
form or some interactive content that will 
convince them that you’re the best fit. 

Get into the details of the benefit of your 
product and how it compares to others. Be 
specific—if a customer is primed to purchase 
what you have to offer, specifics are what 
they want at this stage.
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The future of “The Funnel”
Not everyone loves the “marketing funnel” (a quick web 
search shows that lots of marketers question whether it still 
matters in modern-day marketing). Google tells us that many 
marketers have declared the funnel “a relic.” “Is it a thing 
from the past?!” they ask.

Sure, the way we think about the funnel has changed as we 
integrate new tools and tactics into digital marketing. But one 
thing has stayed the same: 

It’s always, always valuable to understand your 
goals before you make any marketing materials. 
And it’s always important to keep what your 
customers want—and need—in mind.
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The marketing funnel is a “classic” for a 
reason: It keeps you (and your customers) 
moving toward a defined goal.
Thinking about how to put pieces of The 
Funnel into practice? Check out some of 
our popular templates below.

Read 

Building a Superhuman 
growth funnel to find 
product-market fit

Watch

Video Funnels (with 
VideoAsk)

Explore templates

Lead Generation Form

Customer Needs 
Survey

Demo Feedback Form 

Download

PDF Section 1 
of the ebook
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   Bring them  
in, bring  
them along 
 
Understanding lead generation  
vs. demand generation

2
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61% of marketers rank  
lead generation as their 
top challenge.  
Hubspot

Once you know what your goals are and 
who you’re going to target, think about 
how to build a stronger relationship 
with the audience. 

Marketers talk about lead generation and lead 
qualification a lot, and with good reason: Having a 
“calling card” for your customers is key. 

But effective marketing is more than just leads. 
Having a collection of emails for people who 
aren’t ultimately going to purchase your product, 
service, or brand doesn’t do any good. You must 
be able to identify customers who are both a 
good fit for your product or service and ready to 
take the next step. That’s where understanding 
how to qualify and segment leads comes in.
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Generating and maintaining interest is what demand is all about. 
Like any relationship, you want others to see the value in what 
you have to offer. Increasingly, marketers believe that generating 
demand (and not just leads) is the best way to build a long-lasting 
relationship with customers based on trust and mutual benefit.

Demand generation means building  
real, genuine interest. This comes to life  
in two ways:

The importance of  
driving demand Creating demand:  

Are you an expert on a certain 
topic? Awesome! Creating demand 
means giving your expertise away 
for “free,” without gating or asking 
for emails in exchange. And if you 
do request contact information 
from your audience, make sure you 
have something valuable to give 
them in return. 

This can be counterintuitive, 
but with a little patience and 
generosity, you can connect with an 
audience that’s expressed interest 
in you, and make sure you’re talking 
to people who are ready to listen…
and talk back.

Capturing demand:  
Once you’ve built interest in your 
brand, product, or service, it’s 
time to capture that demand
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A traditional lead generation 
process goes like this:

Strangers from the internet find 
your website through content 
marketing, social media, a 
Google search, or through word 
of mouth. 

Then, as they begin to interact with 
your website, they may fill out a lead 
generation form and answer a series 
of qualifying questions. 

After visitors give you some 
information like their email, they 
become a lead. 

Leads can then be scored and 
segmented based on their level of 
interest, region, or other factors that 
matter to your sales team. 

Finally, leads become customers 
and ultimately promoters of your 
company or brand.

1 2 3

4 5

Lead generation for a 
new era of marketers
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During this process, you can segment your leads to create targeted 
streams and hand them off to the appropriate sales rep when the 
time is right. The tools you use to qualify leads will depend on the 
next step you’d like them to take.

Marketing  
Qualified Lead:  
A lead who is more likely than 
others to become a customer.  

Product  
Qualified Lead:  
A user of a free product or tool 
whose actions indicate that they 
are a good fit as a customer or user 
of a paid product.   

Some common qualified leads are: 

 

Sales  
Qualified Lead:  
A lead who sales has determined is 
appropriate for a sales follow-up. 
 

Service  
Qualified Lead:  
A customer who has raised their 
hand and expressed interest in 
new products or services from 
your brand. 
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Having a long list of unqualified prospects doesn’t 
help your company. (And if you’re working with a 
sales team, you don’t make friends by filling their 
pipeline with contacts who are unlikely to convert.)

There are two things to keep in mind:
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Spend time learning your customers’ wants, needs, and interests. 
It will strengthen your relationship with customers, drive product 
development, and position your brand for greater success overall.

But how do you build demand?

Step one: Identify the 
customer(s) you’re trying 
to reach.

Have you defined your target 
audience(s) and figured out the 
best way to reach them? (If not: 
We have more details on how to 
do this in the next module.)

Step two: Define what you 
have that those customers 
want or need.

What is the problem your customers 
are trying to solve? Where do 
they lack information or insight 
that your company can provide? 
Understanding their obstacles—and 
giving them the tools to overcome 
them—will drive demand for what 
you offer. Substantive, high-touch 
efforts—like content marketing—are 
great ways to share your expertise.

Step three: Stay in touch.

Once you have an active, engaged 
audience, keep the conversation 
going. Continue to make yourself 
useful to stay top-of-mind.

Start by building demand.
1
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Don’t just generate leads,  
qualify them.
Once you have a basic “lead generation” underway (and have your 
customers’ contact information to show for it), concentrate your efforts 
on determining which of those customers are most likely to actually pay 
for your company’s product or service. 

This is called “lead qualification,” and it helps you identify which of 
those contacts are most likely to become customers. (Useful to know 
before you invest more resources to create a relationship with them!)

Read 

Lead Generation: 
nearly everything you 
need to know 

Watch

Collecting and 
qualifying leads with 
Typeform

Explore templates

Online Quote Form

Digital Marketing 
Quiz 

Product 
Recommendation 
Quiz 

Download

PDF Section 2 
of the ebook

2
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   Reaching  
an audience  
that’s right  
for you 
 
The importance of  
customer personas
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No one can make 
something for everyone.
 
—Seth Godin,  
Author of “This is Marketing”

Building buyer personas can help you 
target your message to the people 
you want to reach. But there’s a 
difference between a persona, and 
having a persona that works. 

Most companies have a few personas that they 
know well—but nearly 80% of customers say 
that companies don’t understand them (IBM). 

As SparkToro’s Rand Fishkin notes, 
“Marketing personas are almost always a 
boondoggle, but they don’t have to be.”

Here are some tips to help you know your 
ideal audience better.
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Once you’ve gathered this key 
information, segment your audience 
to better understand how to reach 
different customers in the right way.

Some key factors to consider 
when you’re creating your 
audience persona(s):

What is their title/job role? 

What industry do they work in?

Who do they report to?

Who reports to them?

How do they measure their success?
Often called KPIs or “key performance indicators,” this could  
include things like revenue generation, team productivity, etc.

What types of tools do they use to help them?
i.e., CRM (customer relationship management) tools,  
organizational tools, etc.

1.

2.

3.

4.

5.

6.
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Demographic data or region:  
If your sales team is separated by 
region or your product/service is 
specific to customers based on  
age, location, or industry, use 
standard demographic data to 
segment your lists.  

Audience 
segmentation 
considerations:                                     

Product knowledge or 
expertise:  
Ask questions about product 
familiarity, skills, degrees, or titles. 
This helps group customers based 
on their role or level.   

Expected ROI:  
By determining a project or 
customer’s budget, timeline, and 
goals, you can map out a predicted 
ROI. Quizzes can help you by 
offering simple drop-down answers 
for budget ranges. Ask questions 
with answer choices presented on a 
scale, like “How interested are you 
in choosing a vendor this month?” 
 

Self-selected product or 
service interests:  
Ask questions about product 
functionality or services. Find out 
what your visitors are using, not 
using, or wish they were using. If you 
have a freemium product, leverage 
your user data to further segment 
and target leads with nurturing and 
additional products or services. 

Customer persona surveys:  
Seek out creative ways to ask existing 
customers for more information 
about themselves. This data can help 
you identify patterns or additional 
segments for you to focus on in your 
lead population.

Behavioral segmentation:  
Behavioral segments are grouped 
based on the actions of potential 
customers or leads. For example, try 
grouping all those who completed 
the quiz into one segment, then 
follow up by sharing their results or 
more quizzes. 

Psychographic segmentation:  
This category taps into lifestyle, 
psyche, and emotional choices 
made by your audience. Think 
“adventurers,” “families,” or  
“trendy millennials.” Psychographics 
are often complex. For more  
focused results, try breaking them 
down into subcategories.
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If you don’t know 
this about your 
audience—just ask! 
Focusing your outreach and making it 
engaging will get you the answers you’re 
looking for. (Full disclosure: We think 
our templates do a pretty good job 
keeping folks engaged.) 
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Persona work pays off. To 
get started on building buyer 
personas for your company, 
send out a Market Research 
Survey or run a Persona Survey.

Read 

Learn what we know 
about market research 
at Typeform

Watch

Placeholder need 
video from Typeform

Explore templates

Market 
Segmentation 
Survey

User Persona 
Survey

Product Research 
Survey

Download

PDF Section 3 
of the ebook
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   It pays to  
be generous
 
Good relationships require 
great communication. Learn 
how to talk to your audience 
so they’ll talk back.

4
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72% of business leaders expect 
the shift to digital will create closer 
relationships with customers.  
HBR

Just because business leaders expect 
something doesn’t mean it will 
automatically happen. 

32% of all customers would stop doing business 
with a brand they loved after one bad experience 
(PwC). When you’re talking to your audience—at 
any stage of the funnel—it’s always important to 
meet them where they are in a way that makes 
them feel seen, heard, and understood. And 
remember: The relationship should be two-way. 
This doesn’t just happen spontaneously; you have 
to plan for and cultivate a “connection” with your 
customers. 

This isn’t just about giving away ideas, insights, 
and information—although that’s part of it. 
Traditional marketing logic was built around the 
concept of gating everything…but that’s shifted. 
Today, marketers understand you must give in 
order to receive. Truly successful brands know 
they need to give their customers something 
valuable for brand loyalty to take root. So, ask 
yourself this: What valuable content are you 
offering your customers?

And beyond that, ask yourself: What valuable 
exchanges are you having with your customers? 
Being generous isn’t just about giving things 
away, it’s also about valuing their time so that 
each and every interaction is “worth it” to 
them…and to you.
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Order form

Use it for: Promoting sales or 
offers on your product 
Funnel stage: BoFu 
Ease: 6/10, you’ll need to put a 
bit of time into this one to see 
the results

Newsletter sign-up form

Use it for: Building up your 
mailing list 
Funnel stage: ToFu / MoFu 
Ease: 10/10

Lead generation form

Use it for: Segmenting users, 
so you can give them the right 
service or product 
Funnel stage: MoFu/BoFu 
Ease to make: 7/10, use Logic 
Jumps here to point customers 
in the right direction

Registration sign-up form

Use it for: Filling up the guestlist 
for your webinar or event 
Funnel stage: BoFu 
Ease: 10/10

Sign-up form

Use it for: Newsletter sign-ups, 
event sign-ups, to collect interest 
Funnel stage: ToFu 
Ease: 10/10, don’t forget your 
email field here!

Social form

Use it for: Engaging your 
audience on social media—great 
for social ad campaigns  
Funnel stage: ToFu 
Ease: 6/10, you’ll need to put 
some thought into your quiz 
questions for your engagement 
rates to soar

Trivia form

Use it for: Putting a smile on 
someone’s face and helping 
them remember your brand 
Funnel stage: ToFu 
Ease to make: 6/10, just capture 
emails to make sure you can give 
people their score at the end

When you’ve established a 
relationship where you give, you’re 
much more likely to receive. This 
means picking the right format 
for engaging with your audience 
once you do need something from 
them. Speak to customers in a 
way that brings them in instead 
of turning them away, across your 
whole funnel.
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1 2 3

4 5

Here are some suggestions to help you 
make the most of your Typeforms, so 
you’re engaging folks all the way through:

Ask for email addresses toward 
the end of your Typeform—it 
feels smoother than putting it 
as the first question.

Use “and” before you ask personal 
questions. For example: “And 
what’s your age, Alex?” You’ll find 
people are more likely to reply.

Use multiple-choice questions 
to showcase the best options. 
Put the option you think people 
would prefer at the top of the 
list, such as “Sign up for our 
newsletter to get a promo code.”

Nudge people to the finish line by 
using statement questions that tell 
them how much longer they have 
left: “You’re almost there. Just two 
more questions!”

Tell users what will happen next—
whether someone is going to get in 
touch with them or if they’re now 
on your mailing list.
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A note on integrations:
We know all of this sounds a little difficult. After 
all: You already have entire ecosystems in place to 
help you. That’s why integrating with that existing 
infrastructure matters so much. Below is a list of 
key Typeform integrations that can help you make 
even more of the tools you’ve already invested in.

Airtable
Automate.io
Facebook Pixel
HubSpot
Salesforce
Shopify
Stripe
Targeto
Zendesk Sell
And more 

(You can find a full list of Typeform integrations 
here, if you’re interested.)
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Build better forms by talking to 
your customers like the unique 
humans they are. They’ll talk 
back to you in kind.

Read 

Creating content for 
humans: an interview 
with Mailchimp’s  
Erin Crews

Watch

How to turn  
marketing into a 
meaningful product

Explore templates

Free Giveaway 
Form 

Newsletter Sign-up 
Form 

Social Quiz  

Download

PDF Section 4 
of the ebook
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   Play the  
long game
 
Don’t just nudge, nurture

5
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Think about how you will develop your 
audience’s relationship with your brand 
over time. It’s not just a single moment 
you need to make the most of—it’s a 
series of moments. 

As you continue building this foundation from 
the ground up, the brand-customer relationship 
becomes more dynamic, personal, and 
ultimately more memorable. 

In order to do it better, 
you need to first change 
the way that you think 
about marketing.
–Chris Walker, CEO, Refine Labs
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Let your audience know what you 
expect from them.  
In ad copy and product or service 
descriptions, use language that inspires 
action. What does the product do?  
How can a customer engage with it?

Evolving your strategy.  
When strategy can easily respond 
to the demands of the day, you’re 
always positioned for success 
and advancement. Look at the 
structure of your brand. How 
ready is it for change?

For more action,  
offer clearer expectations. 
Consider new ways to present your 
product or service. Leave no room 
for guessing or uncertainty on your 
customers’ end.

Revisit your strategy to stay in  
the game for the long term.  
Marketing in today’s digital retail 
landscape demands constant 
flexibility. Is your brand ready to 
adapt? How can you instill this 
mindset into the fabric of the brand?

Build a stronger brand presence. 
Ask your team what building a better 
brand presence really means, then 
execute on this precise vision. What 
are the end goals? How will this 
brand vision impact customers?

No one brand touchpoint matters;  
it’s all of them.  
Relying on one channel or platform 
over another won’t drive a brand’s 
success. Keep them engaging for 
customers—through content, product, 
and general brand awareness.

Here are a few suggestions for 
nurturing the qualified leads 
you’ve brought into your funnel.
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Marketing isn’t monolithic. 
Tips, tricks, and best practices 
shift as often as the marketing 
landscape does. 
The topics we presented here are proven strategies for brand 
advancement and innovation. We hope they’ve inspired new strategies for 
you as you look toward the future.

Thanks again for joining us on this journey. Let us know how it went for 
you by filling out the feedback form below. And stay tuned for more 
marketing mastery to come! 

Personalization Pays Off 
Learn how one marketing agency saved time—without sacrificing 
customer relationships—with personalized chatbots.

Read 

How marketing agency 
Hint scales personal 
conversations with 
beautiful chatbots

Explore templates

Membership 
Application Form

Contact Form 

Download

PDF Section 5  
of the ebook

PDF Entire ebook

 
Feedback

Typeform embed

Article
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