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FUNNEL MAPPING BLUEPRINT 
 

The disconnect between content creation and revenue generation 
plagues many B2B organizations. You've likely experienced this 
frustration firsthand—creating blog posts, social media updates, 
and emails that exist but don't effectively convert strangers into 
customers. This gap occurs because most content creation lacks 
strategic intention. Random acts of marketing occasionally work 
through luck but never deliver sustainable results. 

A content funnel transforms disconnected marketing assets into a 
coherent journey that guides potential customers step-by-step 
toward a purchase decision. When built correctly, this framework 
doesn't just generate traffic or leads—it generates revenue by 
ensuring every piece of content serves a specific purpose in your 
conversion process. 

This guide will walk you through the step-by-step process of 
mapping your content funnel. You'll learn how to align specific 
content with each stage of your buyer's journey, identify and fill 
critical conversion gaps, and create a strategic roadmap that 
systematically moves prospects from awareness to purchase. 
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Understanding the Modern Content Funnel 
Today's B2B buyers spend most of their decision-making process 
in self-education. Research from Gartner and LinkedIn Business 
shows that B2B buyers spend only about 17% of their time 
meeting with potential suppliers, while up to 90% of their journey 
focuses on independent research and evaluation. 

This reality underscores why mapping your content funnel is 
essential—buyers are actively consuming content throughout 
their journey, either yours or your competitors'. Your job is to align 
each stage of this journey with content that meets buyers exactly 
where they are. 

What is a Content Funnel? 

A content funnel is a strategic framework that maps specific 
types of content to each stage of the buyer's journey, guiding 
prospects from initial awareness to final purchase decision. Think 
of it as a roadmap that delivers the right information at the right 
time, addressing evolving questions and concerns as buyers 
progress. 

The funnel consists of distinct stages that reflect the buyer's 
mindset: 

➔ Awareness TOFU: Prospects recognize they have a problem 
that needs solving 

➔ Interest/Consideration MOFU: Prospects explore possible 
solutions and compare specific options 
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➔ Decision BOFU: Prospects focus on justifying their choice 
and preparing to purchase 

Unlike random content creation, a well-designed content funnel 
ensures every asset serves a specific purpose in moving 
prospects closer to conversion. The result is a systematic 
process that transforms strangers into customers through 
deliberate content experiences. 

How Modern Buyers Move Through Funnels 

Today's buyers don't move linearly through your funnel. They hop 
stages, revisit content, and consume information across multiple 
channels simultaneously. The traditional funnel still provides 
structure, but we must interpret it through modern digital 
behavior. 
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Consider this example: A marketing director struggling with 
campaign management begins her journey when she reads a 
LinkedIn post about marketing inefficiencies (awareness). She 
clicks through to a blog about automation tools (interest), 
downloads a guide comparing platforms (consideration), and 
finally watches a product demo before purchasing (decision). 

This non-linear path creates predictable drop-off spots where 
prospects leak out: 

➔ Lack of clarity between stages 

➔ Missing information at critical moments 

➔ Failure to address evolving questions 

Your job is to fill these gaps with strategic content—and that 
begins with mapping your funnel. 
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Define Your Revenue Goals and Conversion 
Targets 
The most effective way to build your funnel is backward. Start 
with your revenue target, then reverse-engineer the content 
needed at each stage to get there. This approach ensures your 
funnel directly supports business outcomes rather than just 
generating activity metrics. 

Exercise: Set Your Revenue Foundation 

1. Identify your annual revenue target: $_______ 

2. Calculate your average deal size: $_______ 

3. Determine how many new customers you need: _______ 

4. Establish your typical conversion rate from lead to customer: 
_______% 

5. Calculate how many qualified leads you need: _______ 

This simple exercise creates the quantitative foundation for your 
funnel. By starting with revenue and working backward, you 
ensure your content strategy directly supports business 
objectives rather than vanity metrics. 

Map Your Customer Acquisition Funnel 

With your revenue targets established, map the typical 
conversion rates between funnel stages based on your historical 
data (or industry benchmarks if you're just starting). This step 
reveals where you need to focus most attention. 
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Sample Funnel Math: 

➔ Annual revenue target: $1,000,000 

➔ Average deal size: $25,000 

➔ Customers needed: 40 

➔ SQL to customer rate: 25% 

➔ SQLs needed: 160 

➔ MQL to SQL rate: 20% 

➔ MQLs needed: 800 

➔ Visitor to MQL rate: 3% 

➔ Visitors needed: 26,667 

Create your own funnel math by filling in these figures based on 
your business: 

➔ Annual revenue target: $_______ 

➔ Average deal size: $_______ 

➔ Customers needed: _______ 

➔ SQL to customer rate: _______% 

➔ SQLs needed: _______ 

➔ MQL to SQL rate: _______% 

➔ MQLs needed: _______ 

➔ Visitor to MQL rate: _______% 

➔ Visitors needed: _______ 
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This quantitative framework provides clear targets for each funnel 
stage, helping you allocate resources effectively and measure 
success appropriately. 
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Understand Your Ideal Buyer's Journey 
Before creating content, you must understand how your ideal 
buyers make purchase decisions. This step connects your funnel 
stages to the actual psychological journey your prospects 
experience. 

Map Your Buyer's Mindset at Each Stage 

For each funnel stage, document: 

1. The primary question buyers are asking 

2. Their emotional state 

3. What information they need to move forward 

Awareness Stage TOFU 

➔ Primary question: "Do I have a problem worth solving?" 

➔ Emotional state: Curious, uncertain, possibly frustrated 

➔ Information needed: Education about the problem, validation 
that others face it too 

Interest/Consideration Stage MOFU 

➔ Primary question: "What possible solutions exist, and which 
might work best?" 

➔ Emotional state: Evaluative, exploring, comparing 

➔ Information needed: Solution approaches, methodologies, 
comparison criteria 

Decision Stage BOFU 
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➔ Primary question: "How do I justify this purchase and ensure 
implementation success?" 

➔ Emotional state: Seeking confirmation, risk-averse, focused 
on value 

➔ Information needed: Proof points, implementation guidance, 
ROI justification 

Exercise: Document Your Buyer's Journey 

Create a simple table with these columns: 

1. Funnel Stage 

2. Buyer Question 

3. Buyer Emotion 

4. Information Needed 

5. Common Objections 

6. Metrics That Matter to Buyer 

Fill this out based on your customer research and sales team 
input. This becomes your roadmap for aligning content to genuine 
buyer needs rather than assumptions. 

Pro Tip: Interview 35 recent customers and ask: "What triggered 
your search for a solution like ours? What questions did you have 
at each stage? What almost stopped you from choosing us?" 
Their answers will reveal the actual journey far better than 
internal assumptions.  
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Align Content Objectives to Funnel Stages 
Content objectives transform as prospects move downward, from 
generating attention to driving specific actions. Each stage 
requires content with different purposes, formats, and success 
metrics. 

Create Your Stage-by-Stage Content Alignment 

Stage Buyer 
Question 

Content 
Objective 

Best Content 
Types Primary KPIs 

Awareness "Do I have a 
problem?" 

Educate on 
problem, build 
credibility 

Blog posts, 
social content, 
videos, 
podcasts 

Traffic, social 
engagement, 
time on page 

Interest 
"What 
solutions 
exist?" 

Present 
approaches, 
build trust 

Guides, 
newsletters, 
webinars, 
comparison 
articles 

Email 
sign-ups, 
content 
downloads, 
return visits 

Consideration 
"Which 
option is 
best?" 

Demonstrate 
superiority, 
overcome 
objections 

Case studies, 
detailed 
guides, 
product 
comparisons, 
testimonials 

MQLs, demo 
requests, free 
trial sign-ups 

Decision 
"How do I 
justify this 
purchase?" 

Remove risk, 
facilitate 
action 

Demos, ROI 
calculators, 
implementatio
n guides, 
testimonials 

SQLs, 
purchases, 
onboarding 
completion 
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Exercise: Map Content Types to Your Funnel 

For each funnel stage, list: 

1. 35 content formats that would work best for your audience 

2. Specific topics that would address their questions 

3. The call-to-action that would move them to the next stage 

4. How you'll measure success for each content piece 

For example, a B2B solar equipment provider might create: 

Consideration Stage: 

➔ Buyer Question: "Which solar solution will best meet my 
facility's needs?" 

➔ Content Format: Interactive calculator 

➔ Topic: Energy savings comparison across different panel 
configurations 

➔ CTA Request a personalized assessment 

➔ Success Metric: Calculator completions, assessment 
requests 

This exercise creates a practical content roadmap aligned with 
your funnel stages and buyer needs. 
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Audit Your Existing Content 
Before creating new assets, evaluate what you already have. This 
step prevents redundant work and identifies your most critical 
content gaps. 

Content Audit Process 

1. Inventory all existing content assets: List every blog post, 
guide, case study, video, and sales asset. 

2. Map each asset to a funnel stage: Based on its primary 
purpose and the buyer questions it addresses. 

3. Evaluate performance: How effectively does each asset fulfill 
its funnel purpose? 

4. Identify content gaps: Which buyer questions or stages lack 
sufficient content? 

Exercise: Conduct a Mini Content Audit 

Create a spreadsheet with these columns: 

1. Content Title 

2. Format (blog, video, guide, etc.) 

3. Funnel Stage TOFU, MOFU, BOFU 

4. Buyer Question Addressed 

5. Performance High, Medium, Low) 

6. Action Needed Keep, Update, Archive) 
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Review 1020 of your most important content assets using this 
framework. This quick audit will reveal patterns in your current 
content distribution and highlight obvious gaps. 

Common Content Imbalances 

Watch for these common patterns in your audit: 

"Traffic but no trust" - Strong TOFU content but weak MOFU 
assets. You attract visitors but fail to convert them to leads 
because you lack the deeper educational content they need to 
build trust. 

"Trust but no trigger" - Solid MOFU materials but weak BOFU 
content. Prospects understand your approach but don't take the 
final step because you haven't provided the proof points or 
conversion tools they need. 

"All blog, no conversion" - Heavy investment in awareness 
content but neglected decision-stage assets. You generate traffic 
but struggle to convert it into revenue. 

Identifying these imbalances helps prioritize your content 
development efforts where they'll have the most impact on 
revenue. 
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Identify and Prioritize Content Gaps 
With your audit complete, you can now identify and prioritize the 
specific content gaps in your funnel. 

Gap Analysis Framework 

For each funnel stage, answer these questions: 

1. What buyer questions go unanswered? 

2. What objections aren't addressed? 

3. What proof points are missing? 

4. What formats would better engage our audience? 

Exercise: Prioritize Your Content Gaps 

Create a simple prioritization matrix with these columns: 

1. Content Gap Description 

2. Funnel Stage 

3. Impact on Conversion 110 

4. Creation Difficulty 110 

5. Priority Score Impact ÷ Difficulty) 

For example: 

➔ Gap: No comparison guide showing our solution vs. 
competitors 

➔ Stage: Consideration MOFU 

➔ Impact: 8 
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➔ Difficulty: 4 

➔ Priority Score: 2.0 

➔ Gap: Lack of industry-specific case studies 

➔ Stage: Decision BOFU 

➔ Impact: 9 

➔ Difficulty: 7 

➔ Priority Score: 1.3 

This framework helps you focus on high-impact, relatively easy 
wins first—maximizing your return on content investment. 

Case Study: Gap Analysis in Action 

An online education company discovered through this process 
that while their blog attracted 50,000 monthly visitors, they 
lacked comparison guides showing their courses against 
competitors. After creating these assets, their free-trial 
conversion rate jumped from 2.3% to 3.8% within 90 days—a 
65% improvement. 

This example illustrates how targeted gap filling based on funnel 
analysis can deliver significant conversion improvements without 
requiring a complete content overhaul. 
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Design Your Content Creation Roadmap 
With gaps identified and prioritized, it's time to create a practical 
roadmap for filling them. This step transforms your analysis into 
an actionable content plan aligned with your funnel strategy. 

Content Roadmap Template 

Create a 90-day content roadmap with these elements: 

1. Week-by-week timeline: Realistic scheduling based on your 
resources 

2. Gap-priority alignment: Address highest-impact gaps first 

3. Resource allocation: Who will create each asset 

4. Success metrics: How you'll measure the impact of each 
new piece 

5. Distribution plan: How you'll ensure each asset reaches its 
intended audience 

Exercise: Draft Your 90-Day Content Roadmap 

Week Content Piece Funnel 
Stage Gap Addressed Owner Success 

Metric 

12 Content Title] Stage Gap Description] Name Metric 

34 Content Title] Stage Gap Description] Name Metric 

56 Content Title] Stage Gap Description] Name Metric 
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Week Content Piece Funnel 
Stage Gap Addressed Owner Success 

Metric 

... ... ... ... ... ... 

Complete this template for the next 90 days, focusing on your 
highest-priority gaps. This becomes your working document for 
content development, ensuring every new asset serves a specific 
funnel purpose. 

Creating Content Briefs That Drive Conversion 

For each content piece in your roadmap, create a detailed brief 
that includes: 

1. Funnel purpose: What stage this content serves and why 

2. Target persona: Who specifically needs this information 

3. Current mindset: What the prospect knows and believes at 
this point 

4. Key questions: What the content must answer 

5. Primary objections: What concerns it should address 

6. Next step: The specific action you want readers to take 

7. Success metrics: How you'll measure this content's 
performance 

This level of detail ensures each content asset fulfills its specific 
funnel purpose rather than just adding to your content volume. 
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Implement Measurement and Optimization 
Your funnel mapping is only valuable if you measure its 
performance and continuously optimize based on data. This step 
creates the feedback loop that improves your funnel over time. 

Essential Funnel Metrics by Stage 

For each funnel stage, establish: 

1. Success metric: The primary KPI indicating performance 

2. Conversion rate: The percentage moving to the next stage 

3. Time-in-stage: How long prospects typically spend here 

4. Leakage point: Where prospects most commonly drop off 

TOFU Metrics: 

➔ Traffic from target personas 

➔ Topic engagement (time on page, scroll depth) 

➔ Social sharing and amplification 

➔ Return visitor rate 

➔ TOFU-to-MOFU conversion rate 

MOFU Metrics: 

➔ Content download completion rates 

➔ Email nurture engagement 
➔ Webinar/event attendance 

➔ Return frequency 

My Favorite Lead Generator                   My Free Marketing Toolbox          19 
The Ancient Marketer.com 

https://leadsleap.com/?r=theancientmarketer
https://systeme.io?sa=sa00361217345f768c02c8422544b11e2060419616


Funnel Mapping Blueprint - A Richard Dunlop Publication 

➔ MOFU-to-BOFU conversion rate 

BOFU Metrics: 

➔ Demo/trial request rate 

➔ Sales call show rate 

➔ Proposal acceptance 

➔ Time to purchase 

➔ Win rate 

Exercise: Create Your Funnel Dashboard 

Design a simple dashboard that tracks: 

1. Total funnel performance (visitor to customer) 

2. Stage-by-stage conversion rates 

3. Content performance by funnel stage 

4. Time-in-stage compared to benchmarks 

Review this dashboard monthly to identify underperforming 
stages and content assets that need optimization. 

Continuous Optimization Framework 

Implement this 4-step optimization cycle: 

1. Analyze: Identify the weakest stage in your funnel based on 
conversion rates 

2. Hypothesize: Develop theories about why conversion drops 
at this stage 
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3. Test: Implement targeted changes to content or user 
experience 

4. Measure: Evaluate the impact and repeat the process 

For example, if you notice low conversion from MOFU to BOFU, 
you might hypothesize that prospects need more social proof 
before requesting a demo. You could test adding customer 
testimonials to your product pages, then measure the impact on 
demo request rates. 

This systematic approach ensures your funnel continuously 
improves based on actual performance data rather than 
assumptions. 
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Extend Your Funnel into a Revenue Flywheel 
The most sophisticated content funnels don't end at 
purchase—they extend into a complete revenue flywheel that 
includes onboarding, adoption, expansion, and advocacy. This 
extension creates a self-reinforcing system where successful 
customers feed new prospects into your funnel. 

Mapping the Post-Purchase Journey 

Extend your funnel map to include these post-purchase stages: 

Onboarding: 

➔ Content purpose: Ensure successful implementation 

➔ Content types: Setup guides, quick-start tutorials, 
configuration checklists 

➔ Success metrics: Implementation completion rate, time to first 
value 

Adoption: 

➔ Content purpose: Drive regular usage and value realization 

➔ Content types: Feature guides, best practice documents, 
training videos 

➔ Success metrics: Feature adoption rates, active usage metrics 

Expansion: 

➔ Content purpose: Identify and pursue growth opportunities 
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➔ Content types: Advanced use cases, ROI calculators, 
optimization guides 

➔ Success metrics: Expansion revenue, cross-sell/upsell rates 

Advocacy: 

➔ Content purpose: Transform customers into vocal supporters 

➔ Content types: Referral programs, case study opportunities, 
community platforms 

➔ Success metrics: Referral generation, testimonial production, 
NPS 

Exercise: Sketch Your Flywheel Content Plan 

For each post-purchase stage, identify: 

1. Key content needs based on customer feedback 

2. Existing assets that could be repurposed 

3. New content required to support customer success 

4. How successful customers can feed your acquisition funnel 

This extension transforms your linear funnel into a sustainable 
growth engine where customer success directly supports new 
customer acquisition. 
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Action Plan 
1. Today: Draft your funnel map with stages, buyer questions, 

and content types 

2. This week: Conduct a mini content audit of your 10 most 
important assets 

3. Next week: Identify your top 3 content gaps and create briefs 
to fill them 

4. Within 30 days: Build your measurement dashboard to track 
funnel performance 

5. Within 90 days: Complete your first optimization cycle based 
on performance data 

This structured approach transforms the sometimes 
overwhelming task of content strategy into manageable steps 
that systematically improve your conversion performance. 

The most successful B2B organizations don't just create 
content—they create conversion pathways that turn interest into 
revenue. Your funnel mapping is the blueprint for that 
transformation, guiding every content decision toward the 
ultimate goal of sustainable growth. 

Start today by drafting your initial funnel map. Even a simple 
one-page document outlining your stages, content types, and 
primary gaps will immediately sharpen your content strategy and 
focus your resources where they'll have the greatest impact. 

Remember: The difference between content that exists and 
content that converts lies in the strategic intention behind it. Your 
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funnel map is the tool that transforms random acts of marketing 
into a systematic revenue engine.  
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CONCLUSION 
____ 

Your content funnel is not a static document but a living strategy 
that evolves with your business, market, and customers. The 
mapping process outlined in this guide creates the foundation for 
a strategic approach to content that directly supports revenue 
generation. 

By aligning content with specific funnel stages, you transform 
random marketing activities into a coherent system that guides 
prospects from first touch to final purchase. This alignment 
ensures every content asset serves a clear purpose in your 
conversion process, maximizing the return on your content 
investment. 

Remember these key principles: 

1. Start with revenue goals and work backward 

2. Understand your buyer's actual journey, not your ideal path 

3. Align content objectives to funnel stages 

4. Audit existing content before creating new assets 

5. Prioritize gaps based on impact and feasibility 

6. Create a practical roadmap for implementation 

7. Measure and optimize continuously 

8. Extend into a complete revenue flywheel 
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Your content funnel becomes most valuable when it's actively 
used to guide content strategy, creation, and optimization. Make 
it a central reference document for your marketing team, updating 
it quarterly to reflect new insights and changing business 
priorities. 
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