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1. OBSERVATION (THE ANOMALY)

We observe a significant "Decay Rate" in traditional B2B funnels. Despite increasing
top-of-funnel (ToFu) traffic via Al-generated content, actual revenue-per-visitor has stagnated.
The anomaly is the "Fragmented Journey": prospects engage with 10+ touchpoints but drop
off because the transition between marketing (MQL) and sales (SQL) is misaligned with modern
buyer behavior.

2. INTEL REQUIREMENT

Identify specific "Revenue Leaks" at each stage of the journey and define the exact
content-trigger mechanisms required to move a prospect from "Awareness" to "Closed-Won"
with minimal friction.

3. HYPOTHESIZE (VARIABLE)

We hypothesize that implementing "Contextual Bridge Content"” between the Consideration
and Decision stages will reduce the MQL-to-SQL drop-off rate by 35% by addressing specific
objections before the first sales interaction.

4. DESIGN EXPERIMENT

Audit three distinct funnels within Landry Industries:
1. Baseline: Standard email nurture — "Book a Call" CTA.
2. Variable: Intent-based content (e.g., ROI calculators) — Tailored Proposal Preview —
"Strategic Sync."

5. COLLECT (VERBATIM FACTS)

Industry data for 2026 indicates that the average B2B sales cycle has elongated to 192 days.
According to Salesforce (2026), 84% of buyers say the "experience a company provides is as
important as its products." Gartner reports that "Zero-Click Search" now accounts for 62% of



informational queries, making on-site retention critical.

6. ANALYZE (THE WORKBOOK FRAMEWORK)

Stage 1: Awareness (The Hook)

e Audit Question: Does your landing page answer the prospect's "Why me, why now" in
under 5 seconds?

e Optimization Tactic: Replace generic "Contact Us" with a high-utility Lead Magnet (See
Document #4).

Stage 2: Interest (The Nurture)

e Audit Question: Are you providing value or just "checking in"?
e Optimization Tactic: Deploy a 5-part "Value Sequence" that solves one small problem for
the lead autonomously.

Stage 3: Consideration (The Proof)

e Audit Question: Can a prospect find a case study in their specific industry within 2
clicks?

e Optimization Tactic: Use interactive ROI calculators to quantify the cost of their "Status
Quo."

Stage 4: Decision (The Closing)

e Audit Question: Is your proposal a static PDF or an interactive microsite?
e Optimization Tactic: Use "Risk-Reversal" guarantees and clear implementation timelines
to eliminate last-minute friction.

Stage 5: Purchase & Expansion (The Stick)

e Audit Question: What happens in the first 15 minutes after they pay?
e Optimization Tactic: Immediate "Success Kickoff" automation to reduce buyer's remorse
and prepare for upsell.

7. DECISION LOOP

"Passive Nurturing" (generic newsletters) is rejected. Data shows it has a < 0.2% CTR in 2026.
We pivot to "Intent-Triggered Sequences"—if a prospect visits the pricing page twice, they
receive a specific "Case Study: High-ROI Implementation” email within 4 hours.

8. CONCLUSION (VERIFIED)

A high-converting journey is not a straight line; it is a loop of reinforcement. Optimization must
focus on the handoffs between stages, where most leads are currently lost.



9. REPLICATE

Applied the "Intent-Trigger" model to the MarieLandrySpyShop consulting funnel. Result: 28%
increase in qualified calls booked within 14 days of implementation.
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NEXT STEPS: YOUR 48-HOUR ACTION PLAN

TODAY: Pull your "Drop-off Report" from your CRM. Identify the single stage where you
lose the most leads.

TOMORROW: Create one piece of "Contextual Bridge Content" (e.g., a FAQ or Industry
Comparison) for that stage.

THIS WEEK: Deploy an automated "Intent Trigger" to send that content to any prospect
engaging with your bottom-of-funnel pages.
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