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CINDY

EXPECTATIONS

“I think this is what I’ve 
been looking for!”

OPPORTUNITIES
• Create more top-of-funnel content with teachers in mind

• Invest in SEO (paid and organic) and digital advertising to increase 
awareness

• Build out PR efforts to better position Lightspeed news and offerings in the 
press 

INTERNAL OWNERSHIP
•  Marketing Team:
      • Create buyer’s kit to help prospective buyers build their business cases
      • Build out post-sale content to increase customer engagement     
•  Web Team: Add functionality to allow Cindy to compare products

•  Customer Support Team: Ensure service-level agreements are met

“I love my kids, but I feel 
like I’m losing them.”

“I need to build a strong 
case for Lightspeed to 
convince administrators 
of its value.”

“ I belive the value of this 
technology is worth the 
cost. We can’t afford to 
let our students down.”

“Yes! The school 
purchased the 
system.”

“How can I get the most 
out of Lightspeed?”

“I’m thankful they’ve 
been quick to respond 
to my questions.”

Cindy teaches first grade at a public school in Corvallis, Oregon. With a decade 
of experience in the classroom, she’s considered passionate, proactive and 
engaged by her peers. Cindy is willing to go above and beyond to ensure her 
students’ success—even when it means she’ll need to take on extra work. 

SCENARIO: Class sizes are getting bigger each academic year at Cindy’s 
school. As her class roster grows, she is finding it difficult to keep her students’ 
attention and connect with each pupil. Inclined to embrace new technologies, 
Cindy hopes to identify new in-class audio solutions to address these barriers, 
as well as equip herself for future shifts in classroom formats (e.g., distance and 
hybrid). 

•  An easy-to-navigate online experience that clearly outlines 
the value of Lightspeed

•  A variety of up-to-date educational resources covering the 
company’s solutions

•  Convincing downloadable and shareable online materials 
that she can leverage while pitching Lightspeed to her 
school administrators

•  Evidence of a strong customer support team

•  Notices that some students are 
disengaged in learning

•  Detects a correlation between 
students’ ability to focus and their 
proximity to her

•  Believes that some of her students are 
having issues seeing and hearing her

•  Asks herself if there’s anything she 
can do to help her students who are 
struggling

•  Confirms other teachers are 
experiencing similar issues

•  Searches the web to identify potential 
classroom audio technology solutions

•  Finds the Lightspeed website and 
digs deeper into the company’s 
product offerings

•  Watches videos of previous 
Lightspeed webinars and registers for 
an upcoming session

•  Reads a case study and downloads 
the document to share with her team

•  Leverages buyer’s kit templates to 
build a strong business case for 
Lightspeed’s technologies

•  Outlines key benefits of Lightspeed in 
an email to the school administrator 
and technology director; requests 
in-person follow-up meeting

•  Presents her recommendation via an 
in-person pitch meeting, highlighting all 
of her takeaways—opportunities, 
questions and concerns

•  Attends Lightspeed's campus training 
for first time users

•  Watches webinar on different ways to 
make the classroom more interactive

•  Reaches out to Lightspeed support 
staff to troubleshoot issues; has 

   positive experience

•  Engages with Lightspeed's social 
content

•  Recommends Lightspeed to teachers 
at other schools

“Without additional 
support, I can’t do my 
job effectively as class 
sizes continue to grow.”
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