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Agenda

Velkommen

Social selling introduktion

Social selling: TIA case

Social selling: Roche case

Værktøjer og platforme til social prospecting og social selling

16.00 Pause

Social prospecting, selling og lead generation

Customer journey og social engagement

Q&A

OBS!

▪ Præsentationen bliver delt
▪ Slides på engelsk
▪ Pit stops & feedback
▪ Q&A løbende
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Morten Kornerup Hans Christian Bothmann

Partner at Blue Business. 20+ years client 
side IT and software marketing at 
Secunia, Microsoft, SAS, Accenture, 
Infor. European, global marketing and 
alliances roles. 

Founder & Partner of Blue Business.
30+ years experience in international 
B2B marketing. Lived in UK and 
Switzerland. Key client industries: IT, 
Life Science, Manufacturing, Service. 

Who we are…
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Consulting

Marketing 
Automation

Strategy & 
Creativity

Content
Marketing

Account Based 
Marketing

Digital Lead 
Generation

Blue Business

Lead Generation and Account Based Marketing
Generating, qualifying and nurturing accounts and leads to increase sales 

and marketing effectiveness

Partner
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Some of our customers using marketing automation to drive new leads
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Relevant content marketing across the customer journey
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Shifting buyer concerns throughout the customer journey

Stage I:
Determine Needs

Stage II:
Evaluate Alternatives

Stage III:
Evaluate risk

Risk

Cost

Solution

Need

Buying Phases

Time

Fo
cu

s

• Strategy

• Projects

• Challenges

• Priorities

• Budgets
Risk

Cost

Solution

Need

Stage 0:
Pain Discovery
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Your content must match the customer journey and the 
personas

Business Decision
Maker (BDM)

Technical Decision
Maker (TDM)

Buying Phases

Stage 0-I:
Pain/Need

Stage II:
Evaluation

Stage III:
Decision

Research/painContent objective Inform/differentiate Motivate

• White papers
• Articles
• Strategy sessions

• Scientific papers
• Research

• Product brochure
• Fact sheets
• Solution WP

• Demo videos
• Technical WP
• Ask the experts

• Business case WP
• Workshops
• ROI calculator

• Testimonials
• Customer videos
• Customized demos
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Are you talking to the real decision makers?

USERS

GATE KEEPER EXPERTS

USERS

FINANCE

CEO

PROCUREMENT

CIO

How many people have you met?

How many people know of you?

How many people believe you are the best?

TECH DECISION 

MAKER
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Online Sales in B2B: inspiration 
from Implement Consulting 
Group
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Implement webinar on Online Sales
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Implement webinar on Online Sales
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Social engagement is relevant across the customer journey

Social prospecting

Social selling
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Welcome to the power of 
LinkedIn
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A few stats about LinkedIn

675 million LinkedIn users, spread over 200 countries, 
March 2020 (up by 15 million since Nov, 2019)

US is the biggest market (167 million users), followed by 
India (62 million), and China (48 million)

In 2019, 90 million LinkedIn users were senior-level 
influencers, and 63 million were in decision-making 
positions

LinkedIn users spend an average of 10:20 minutes on the 
site daily, visiting 8.5 pages9 billion content impressions take 
place on LinkedIn weekly

130,000 articles are published on LinkedIn weekly

80% of B2B leads come through LinkedIn

20 million jobs listed on LinkedIn 

Source: https://www.businessofapps.com/data/linkedin-statistics/ + 
https://www.omnicoreagency.com/linkedin-statistics/

https://www.businessofapps.com/data/linkedin-statistics/
https://www.omnicoreagency.com/linkedin-statistics/
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Social engagement on LinkedIn = Business

Source: Business Insider Intelligence
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Social engagement on LinkedIn = Business

Source: Business Insider Intelligence

Seniority

Social traffic 

Active
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LinkedIn Pros & Cons

Pros Cons

Up to date B2B data (self selected)
Expensive if not done right ($6 - $9 per 

click)

Robust targeting No dayparting

Users have a business mindset No device level bidding

No gatekeeper, speak directly to 
executives

No exposed relevancy score



Social selling

Find the right prospects

Build trusted relationships

Achieve your sales goals.
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Consider your own profile: 14 tips for the perfect LinkedIn profile

Tips 1-7: What to say

1. Describe what makes you tick

2. Explain your present role

3. Frame your past

4. Highlight your successes

5. Reveal your character

6. Show life outside of work.

7. Add rich media

Tips 8-14: How to say it

8. Make your first sentence count

9. Pump the keywords

10. Cut the jargon

11. Write how you speak

12. Tell stories

13. Create white space

14. Ask for what you want

Source: https://business.linkedin.com/talent-solutions/blog/linkedin-best-practices/2016/7-linkedin-profile-summaries-that-we-
love-and-how-to-boost-your-own#james

https://business.linkedin.com/talent-solutions/blog/linkedin-best-practices/2016/7-linkedin-profile-summaries-that-we-love-and-how-to-boost-your-own#whattosay
https://business.linkedin.com/talent-solutions/blog/linkedin-best-practices/2016/7-linkedin-profile-summaries-that-we-love-and-how-to-boost-your-own#whattosay
https://business.linkedin.com/talent-solutions/blog/linkedin-best-practices/2016/7-linkedin-profile-summaries-that-we-love-and-how-to-boost-your-own#james
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Some examples
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Pitstop
5 min. brainstorm, dialog og inspiration
Er online salg en velsignelse eller 
forbandelse?
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How can you ensure success?

Always-on, agile improvement

Our dedicated team optimizes 

every campaign and audience 

segment throughout acquisition 

phases to ensure your budget goes 

further.

Multiple paths

Your audiences have diverse online 

behaviours and preferences. We cover 

all major routes through the platform 

to ensure full coverage and optimal 

budget distribution.

Segmentation, personalization and 

variation

We segment your audiences by 

multiple demographic parameters 

(Geo, Seniority, Industry, Function, 

Role, tenure, skills, interests) to serve 

the right messaging at the right time.
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BUSINESS 

DECISION MAKER

GATE KEEPER INLUENCERS: 

ENVIRONMENT/CSR

OPERATIONS

FINANCE

Management

PROCUREMENT

Finance

How many people have you met?

How many people know of you?

How many people believe you are the best?

TECH DECISION 

MAKER

Carl Rosen
Production 

Manater

Catherine Wenner
Procurement 

specialist.

Martin Ruepp
Reg. Business 

SolutinsMarco Toppano
Head of 

productiion

Alessandro Monica
Technical Manager

Bernie Stefan
VP Regional 

Management

Allan Sebbag
VP Finance

Sinan Shahzad
Finance Manager

A ‘heatmap’ of the Decision-Making unit at Nestlé
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Using Sales Navigator to identify your leads. 
Example: Nestlé and Danone

Persons with the title “Production” inside Nestle in major regions alone represents an audience of 599 persons

If you add Danone to the list, you have an audience of 715 persons for production managers alone

Adding “procurement” related job titles  the audience is more than 1,000 persons
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Case: Roche Diagnostics

Account Based Social Prospecting
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SOCIAL PROSPECTING

2 DAYS 2 DAYS 2 DAYS

2 DAYS

5 DAYS3 MIN
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LinkedIn automation tools

There are a number of tools available that can automate some of the lead generation tasks:
Expansion of number of contacts
Auto-mailing contacts (1st level)
Send messages to LI groups

Take a look at

Sales Navigator

LinkedInhelper.com

Dux-Soup

One-2-Lead
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LinkedIn Content Sharing
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Targeting Specific Prospect using personalised  
‘SHARED’ LinkedIn Content

Giving us the ability to ‘share’ targeted content with specific segments within the target audience 

When received the 
prospect gets an email, 
LinkedIn alert and it goes 
to all mobile devices 

Case references include:

DirectionsEMEA
DirectionsASIA
Lenovo EMEA
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LI Content Sharing is not InMail and not Sponsored feed
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How LinkedIn Content Sharing is executed
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ABSA: Account Based Social 
Advertising 
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Take the best from two worlds

But first, its all about the data, for precision account based social marketing!
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GDPR compliant account based targeting strategies 

Facebook 
custom audience

Facebook retargeting 
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Examples of premium websites ads will be served on
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Extended social media reach using LinkedIn

Covering the whole customer journey

Persona relevant communication

From Awareness to named leads

Agile creative approach

Multi language 

Guaranteed number of leads



T H E  B 2 B  L E A D  A G E N C Y

1. Display Network Advertising

Paid Social Media Tactics

● Great top of funnel tactic: Widest reach with B2B LinkedIn targeting

● Reach LinkedIn members wherever they browse

● Focused advertising types: still images and text

● Account-based impressions and engagement reported

● Highest Lead Conversion Rate (LCR) 

● All interactions segmented according to account and persona

● Targets most engaged personas and decision-makers

● Produces leads ready for outreach and follow-up

Agile Overview: 
each channel, ad creative/copy, format will be tested against the other/s to 
optimise and isolate the best ROI on ad spend.

All channels optimised for each client

2. LinkedIn Lead Generation Forms

● High conversion rates with a frictionless form-fill experience

● Lower acquisition costs than traffic ad campaigns

● Affirmative checkbox opt-in to communications and privacy policy.

● Direct integration with marketing automation and CRM uploads

● Request any up to 5 custom questions and up to 20 fields

3. LinkedIn Social Selling & Direct Mail

These tactics follow:

Awareness

Consideration

Decision
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Case: TIA Technology 

Account Based Social Advertising
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Challenge

• Few large accounts

• Long complex buying process 

• Several decision makers and 
influencers
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Awareness: ”To drive highly qualified

enquiries for the TIA solution, 

aimed at the targeted accounts”

ABM Objectives

Save time for Sales:

1. Create a target list of ultra-relevant 
prospects

2. Convert min. 40 accounts to hot leads 
giving sales new opportunities

3. Learn ABM – tracking each stage of 
sales cycle gives opportunity for 
improvement through optimization of 
channel and stage process
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Awareness

Stage

Consideration

Stage

Decision

Stage

● We will use the Digitization, 7 Ways, 
and PAC Innovative Insurer Report 
eBooks here

● We will use persuasive language to 
strongly encourage interaction, and 
content that relates directly to the 
product, i.e. the Implementation 
eBook.

● We will offer the users longer form, in 
depth content to hold their interest 
for longer - specifically the Business 
Value eBook

Content / Messaging Flow

Ad Formats

● Facebook Website Click Ads -
single image and carousel ads

● Facebook Lead Generation Ads to generate leads -

Give users the opportunity to download the 

resources directly to their devices through 

Facebook, once they have submitted their details.

● Facebook Lead Generation Ads to 
generate leads

Campaign Flow
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Example of lead gen ads

Lead Gen Ad - A Proven Methodology - Informative
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Ad that Produced Most 
Landing Page Views and Clicks

Banners driving traffic to landing page
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LinkedIn Sharing provides names for 
the sales team

More than 9,000 Shares were done resulting in 350 clicks (3.8% CTR)

The Shares generated 58 Likes and 9 positive comments (engagement rate of 0.7%)
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Main findings and conclusions
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Campaign conclusion

The combination of Facebook, LinkedIn and an agile creative approach ensured that the campaign 
delivered more than 100 named leads for Sales to work with

High quality content drives engagement

Senior decision makers can be targeted on Facebook and mobile is their preferred device

The 38 leads delivered are high quality: from the right companies and with the right job titles

The 67 named Likes and the positive comments from the LinkedIn Sharing activity is a huge opportunity

Nine accounts have delivered more than 1 lead:

Generali
AXA
Swedbank
Gjensidige
Allianz
Trygg-Hansa
Folksam
If P&C Insurance
Länsförsäkringar
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LinkedIn community building: 
case from Microsoft Dynamics
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Why communities?

Number of Groups on LI: 2.1 million

Percentage of LI users that consider posting and/or participating in Group discussions helpful: 42%

Most Groups on LI are broadcast (one way communication) and limited engagement

Fully GDPR compliant and allows one-on-one communication so counters the decline in email 
marketing database 

When you build a tribe that we educate, nurture and help become more successful they 
become open to sales & marketing
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Positioning/ 
Theme

Member 
Growth

Content and
Engagement

Proactive 
Community

Management

ROIVisitor & 
Attendee 
Marketing

Lead generation 
& social selling

1

2
3

4

Four critical success factors to achieve ROI Goals from a LinkedIn 
Group 
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Our approach
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The process

Community 
positioning

•Based on the deep needs of the members

•Must give the target audience a reason to join

•In line with Microsoft branding guidelines

Validation of 
positioning

•400 CPA’s surveyed

•Topics: what keeps them up at night + technology

•Goals and aspirations, heroes, conference preferences

Content 
strategy

•What Microsoft content is relevant and available?

•Need for new content

•3 – 6 month content calendar 

Community 
growth

•Overall target group assessment (Tier 1, Tier 2, Tier 3)

•Identifying the right members to invite first

•Growth targets

Project 
management

•Tracking of audiences

•Bi-weekly agency meetings (online)

•Monthly client meetings (online)
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Results after 14 months: more than 11,000 members

US: 7,249 members

Canada: 3,520 members

UK: 732 members 

Other markets are planned to go live 
during 2020

Engagement in terms of discussions, 
postings and use and relevance of 
content is being measured

Social selling via landing pages built in 
Act-On
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10 min.
break
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Social prospecting, selling 
and lead generation

Bringing tangible value to your business
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Social engagement is relevant across the customer journey

Social prospecting

Social selling

Nurture

Accelerate
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Lead to revenue 
management EXPAND

CONVERT

NURTURE

CAPTURE

ATTRACT

Capture: Turn Awareness into Contacts

Nurture: Turn Contacts into Leads

Convert: Turn Leads into Customers

Attract: Generate Awareness

Expand: Turn Customers into advocates

Customers

Revenue



T H E  B 2 B  L E A D  A G E N C Y

Lead to revenue 
management EXPAND

CONVERT

NURTURE

CAPTURE

ATTRACT

Capture: Turn Awareness into Contacts

Nurture: Turn Contacts into Leads

Convert: Turn Leads into Customers

Attract: Generate Awareness

Expand: Turn Customers into advocates

Customers

Revenue
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The customer journey has been digitally transformed

Attract

Capture

Nurture

Expand

Convert

WebCompany WebsiteEvents Sales Social Email Content

BEN BETH

Web search

Product pages

Attends 

Tradeshow

Downloads 

Whitepaper

Sales Call #1

Meeting Occurs

Registers for 

webinar

Downloads 

Case Study

Downloads 

eBook

Sales Call #2  

Meeting Occurs Connects with 

other customers

Follow-Up 

Email

Sales Call #1

Meeting Occurs

Downloads

Case Study

Confers with 

peers on LinkedIn

Looks at Company 

LinkedIn
Product 

Pages

Attends virtual 

Event
Downloads 

Whitepaper

Sales Call #2

Meeting Occurs

Follow-Up 

Email

Sales Call #3

Becomes Customer

Subscribes to  customer 

newsletter 

Downloads 

Datasheet

Attends User 

Group

Pricing pages

Sales Call #3 

Becomes Customer

New customer 

welcome email
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4 pillars of strong B2B sales and marketing teams

Aligned

sales and 

marketing

Digital 

behavior

insight and 

data driven

Customer 

journey

focused

Balanced

inbound and 

outbound

marketing

Marketing automation + Customer Relationship Management

1 2

3 4
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THE SALES AND MARKETING 
DIVIDE

What will it take to bridge the gap? 

Marketing

Sales
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The sales and marketing divide
What will it take to bridge the gap?

focus

✓ Engage and convert

Motivation:

✓ Leads

✓ Great brand

✓ Attribution

Problems with sales:

✓ Un-touched leads

✓ No follow up

Marketing

✓ Always be closing

Motivation:

✓ Meetings

✓ Pipeline

✓ Deals

Problems with marketing:

✓ Unqualified leads

✓ Seniority of leads

Sales 

focus
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Marketing

Sales

The sales and marketing divide
Key questions to bridge the gap

focus

✓ Engage and convert

Motivation:

✓ Leads

✓ Great brand

✓ Attribution

Problems with sales:

✓ Un-touched leads

✓ No follow up

Marketing

✓ Always be closing

Motivation:

✓ Meetings

✓ Pipeline

✓ Deals

Problems with marketing:

✓ Unqualified leads

✓ Seniority of leads

Sales 

focus
Ask… how can we…

✓ Win as a team?

✓ Identify joint goals?

✓ Agree on terms?

✓ Meet more often?
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Best practice:

• Meet weekly or fortnightly

• Align tightly on processes

• Discuss lead scoring

• Agree on priorities

• Senior leadership drives 
relationships culture

• Understand account plans

Align sales and marketing 

like a leader

Alignment leaders

“The Leaders among both sales and 
marketing executives also reported better 
relationships with their counterparts”

“Additionally, while the research shows 
that sales and marketing teams are simply 
not meeting often enough, a higher 
percentage of sales leaders conduct 
weekly meetings with the marketing team”

Aberdeen Group
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Pitstop
5 min. brainstorm og dialog.
Hvad er det perfekte lead?
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CEO

CMO COO

VP Sales

Acct. Director

CFO

Partner

Top 3 common characteristics of 
a good lead

Well qualified

Insight to behavior

Drives new revenue



T H E  B 2 B  L E A D  A G E N C Y

Sample: Define leads

CEO

CMO COO

VP Sales

Acct. Director

CFO

Partner

CONVERT: Align marketing and sales
Use best practice to agree on lead definitions and lead score
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Sent an 
email

Opened an 
email

Clicked on 
the email

Visited a 
landing page

Presented 
with a form

Abandoned 
research

0 0 + 1 = 1 1 + 5 = 6
6 + 10 = 

16
16 + 5 = 

21
Final 

score = 21

Non-
MQL

Lead Score

Sample: Lead scoring modelNurture: Lead scoring
Sample lead scoring model

0 0 + 1 = 1 1 + 5 = 6
6 + 10 = 

16
16 + 5 = 

21
21 + 10 = 

31
31 + 8 = 

39
39 + 8 = 

47
Final 

score = 47

Sent an 
email

Opened an 
email

Clicked on 
the email

Visited a 
landing page

Presented 
with a form

Submitted 
the form

Returned to 
home page

Goes to 
contact page

Stopped 
research

MQL

Lead Score

Marketing funnel stage Lead Score
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Nurture: Listen and engage
Keeping your prospects top of mind during their buyer journey
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Sample: Nurture campaignsNurture: 
Keeping you top of mind during the buyer’s journey

Top of funnel: Attract and capture. 
Lead score: 0-10
Flow: 3-5 messages w/tips, ways to 
improve, 32% of CEOs say etc.

Middle of funnel: Research, nurture 
Lead score: 11-29
Flow: 3 messages w/research, solutions to 
pain, You have ABC problem, we have XYZ 
solution 
.

Bottom of funnel: Nurture, decision support
Lead score: 30-39
Flow: 3+ messages. Why choose us, demo 
request, appointment request etc.

Nurture

Nurture

Nurture
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Social engagement is relevant across the customer journey

Social prospecting

Social selling

Nurture

Accelerate
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Attract: Arm you sales efforts with insight
Benefit your dialog and sales efforts with insight that matters

New leads signals 
from social?

What social content 
drives best engagement?

Who visited our
pricing page from social?

What social channels   
are most active?

Contact 1 Contact 2 Contact 3
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Without Marketing 
Automation, CRM 
is only half the 
solution
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Leads (cold)

Customer

s

Leads (warm)

Pipeline (forecast) 

Pipeline (commit)

Leads (hot)

Pipeline

CONVERT: The real value from visitor to the bottom line

Marketing Automation + CRM
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Attract: Arm you sales efforts with insight
Benefit your dialog and sales efforts with insight that matters
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Jarek is a production Process 

Specialist at Nestlé in Poland. 

Nestle certified white belt. 

Adjusting weekly production 

plans for maximum efficiency 

and low planned stops. Control 

of production losses (rising 

projects for reduction if 

necessary)

New line start up leader. 

management)

ABA Programmatic

Jarek is targeted at his  

office through his IP 

address.

He is served a GEA Ad that 

links to the GEA Landing 

Page

Google Search

Jarek searches online for a solution to 

eliminate production capacity for milk 

powder

He types: “lechitination process” and is 

served a GEA ad.

While on the site, he signs up for the 

GEA online newsletter.

FB Ad Retargeting 

off the website visit

Serving a Nestlé Americas 

case story.

He  likes the Facebook Page, 

starts seeing GEA content in 

his newsfeed 

Jarek is invited to the GEA 

Powder  LI Group

“The Powder Community”

Here he engages with his peers, discusses issues powder 

production and related professions and the latest GEA 

content 

Throughout his Customer 

Journey, Jarek’s engagement 

with GEA is monitored and 

reported on through the use 

of a marketing automation 

platform, Google Analytics 

and Account Tracker. These 

insights are folded back into 

the campaigns directed at 

Jarek. 

Event: Vitafoods, Geneva, Sept, 2020

Jarek is invited to the event through the group and LI 

Share Messages and made aware of the event through 

various online Ads.

He is prompted through these mediums to book a 

meeting with the GEA Sales Team at the event.

Marketing Automation

The GEA Newsletter signup 

brings Jarek into the 

Marketing Automation flow

Jarek is served content based 

on his prospect profile

FB Event

GEA creates a Facebook Event Page for their 

presence at Vitafoods (or becomes a co-host of 

Vitafoods own Facebook Event) 

This event is promoted through email and the 

Facebook Page, and Jarek (A GEA Facebook Fan) 

clicks on ‘Interested’ for the event. 

His friends see his interest and become aware of 

the event when they visit ‘Event’ on Facebook.

AWARENESS

CONSIDERATION

CONSIDERATION

DECISION

AWARENESS

ENGAGEMENT

AMPLIFICATION

The ideal Customer Journey: meet Jarik
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Sponsored 
social

Increasing 
reach and 
engagement

Social 
advertising
Integrate & 
track online 
advertising

Social content Social sharing
Blogs
Videos
White papers
Infographics

Publish 
Listen
Join conversations

Convert: Back your social selling with social prospecting
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Reporting 
marketing and 
sales performance 

New leads

Funnel conversion

Leads by name

Leads by source



T H E  B 2 B  L E A D  A G E N C Y

3 June 2020

WelcomeSocial prospecting and selling

A key sales channel that complements

In-person 
Relationships

Events
Website

Email
Content

Advertising

…across the customer journey



T H E  B 2 B  L E A D  A G E N C Y

Tak for idag!

Morten Kornerup: +45 2085 3377

mk@bluebusiness.com

Hans Christian Bothmann: +45 4027 9560

hcb@bluebusiness.com

www.bluebusiness.com

Feedback
Hvad fungerer og hvad

kan vi gøre bedre eller

anderledes?


