TAK FOR DIN DELTAGELSE

Tak fordi du deltog p& webinaret ©)
Det betyder meget for os i Blue Business teamet at du tog dig tid til deltage og hgre om perspektiverne og
synergien mellem de digitale discipliner vi var inde pa - email, social selling, marketing automation (flows,
lead scoring mv.) og ikke mindst Account Based Marketing (ABM).

Nar vi sender dig vores slides er det dels for at du kan gennemse dem i ro og mag og dels for at du
forhdbentlig kan blive lidt inspireret til nye tiltag i dit daglige virke.

Vi hdber naturligvis ogsa at det giver anledning til yderligere dialog. Sa reek endelig ud til os -
vi har maske lige den case eller det veerktej du har brug for.

Ellers kan vi bare sparre om forhold som kan hjaelpe dig videre.
Vi ser frem til at hare fra dig.
De bedste hilsner,
Blue Business teamet

PS. Du kan ogsa downloade et par nyttige guides bl.a. om lead scoring og personaopbygning - her
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https://www.bluebusiness.com/dk-webinar-on-demand_email-automation/?preview_id=7086&preview_nonce=914c74f89e&preview=true

Download guides her

Marketing Automation [RLUE
Buyer's Checklist

Looking to invest in marketing automation technology,
but not sure where to start?

Right Person,
Right Message,
Right Time

t things to think

KEY CONSIDERATIONS

? And then 10.C2

Your goais. Can

Worksheets to help you:
+ Develop your buyer per
Y your content and key mes:

'WORKBOOK
Your access to IT. A5-Step Guide for
A 7" Creating a

Your resources. 5
guars tuming.
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e baebusiness.com

e L-€ad Scoring
Program

Worksheets to help yo

BUSINESS


https://www.bluebusiness.com/dk-webinar-on-demand_email-automation/?preview_id=7086&preview_nonce=914c74f89e&preview=true

Laft din email marketing med
marketing automation og
account based marketing

20 maj 2021

Hans Christian Bothmann, Partner



De naeste 20 min...

<« Email/SoMe/Social Prospecting
Hvordan komplementerer man email marketing med sociale
medier, social prospecting/selling og skaber synergi.

«« Marketing automation & ABM
Fa kendskab til styrken i kombinationen af inbound
marketing og Account Based Marketing Automation.

«« Flows, email & lead scoring
Sadan kan du gge relevans og engagement ved brug af
flows, emails og lead scoring pa tvaers af customer journey
funnel stadier.
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ActiveCampaign >

Blue Business

Contact Mews Aboutus
BUSINESS

Lead Generation  Account Based Marketing ~ Content Marketing  Communication in Clinical Trials ~ Client & Cases Blog Search

THE B2B LEAD AGENCY

Measurable : : Win bigger deals
B2B lead generation with Account Based
communication Sl Marketing

What are you waiting for > | i } What are you waiting for >

Digital Demand Generation Account Based Marketing
[smiorn R Scnce park SIM/ATEK | AtoS| tla COMMVAULT ©

o Aretsions 8 Microso

chemometec

(©ntinental

ot OYNOVO  MLExaNpRl Ynitro

Marketing automation & CRM Marketing automation & CRM ss



SYNERGY BETWEEN EMAIL, SOCIAL MEDIA AND
MARKETING AUTOMATION
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The customer journey has been digitally transformed

Nurture

Attract

Events

Company Website Sales Web Social Email Content
P
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Attends User
Group

New customer
welcome email
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Social engagement is relevant across the customer journey

Email - discovery

TRIGGER HOT SALES
EVENT LEAD ORDER

0O->0

Social selling

Social demand generatlon

J :
GET FOUND LEAD NURTURE PROGRAM - MARKETING AUTOMATION SALES CONTACT XSELL 7/ UPSELL

0% 05-80% 100%

MARKETING SALES MARKETING

( 2 22
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Social Selling

Building relationships with leads and nurturing them down your funnel.

Social Selling is a way of engaging with prospects on LinkedIn at scale, optimising for personalisation with the
most relevant message possible. Social selling complements email marketing to engage more deeply with your leads,
vetting them before they move onto the sales qualification stage.

Why do we like it?

Highly targeted Highly personalized GDPR-compliant Low cost, high return Growth scalability
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Socia
o
ts

Wesley Smith
© Mobile + Thago

(o}

Wesley Smith - 15t
Vice President: USCAN/LATAM Strategic Accounts

JAN 8

0 Lauren van Riet -

Hi Wesley.

I'm looking to connect with leading managers & executives in the
medtech industry & your profile caught my eye. I'm sharing details
of a large medtech event coming up in California. Let's connect so
you can be included.

Regards
Lauren

Research, find and target your
ideal prospects.

Reach out via LinkedIn

personalized messaging, shares

and In mails.

| Selling

A
0

@ You 12407M

Hi Wesley,

Thanks for As briefly in my

request, MD&M West. the world's largest medical design &
manufacturing event, is on February 11-13 2020 in Anaheim. CA. &
i your opportunity to reach 20,000+ medical device engineers,
R&D managers & executives.

Medtech professionals need a place to swap ideas, overcome
challenges & source products for engineering projects - MD&M is
that place.

Exhibiting puts your product in the paths of potential leads. 3 out
of 4 attendees have purchasing power & the number 1 attendee
objective is to identify & source suppliers or partners. If you're a
first-time exhibitor, there's even a special package designed just for
you, designed to give you maximum attendee engagement &
brand awareness.

I'd love to talk to you about exhibiting & getting your products in
front of the professionals who are looking for them - what's the
best email address to contact you on?

Regards
Lauren

Nurture them with your event’s
unique value proposition.

Phase 4

' Wesley Smith 603 P

Can you email me the details.
Interested. Wsmith@cybernet.us

—
’ Wesley Smith 10:35PM

We would like to know how much to set up a 10x20 and need
details.
Please send to my Wsmith@cybernet.us

Set up converting
conversations with your
sales team.

BUSINESS
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The buying decision is a team sport!

TOP 3 CONTENT CHANNELS PREFERRED BY BUYERS IN EACH STAGE OF THE FUNNEL

Info Sharing
e ——————-——— = ke Social Usage Across Online Search
P = - TR e Organization
e =g by
[ T m e — e - S e aaaie b
I\ _. Info Sharing
- AWARENESS P ; Across Online Search ViketA Social Usage
ARl ) =3 =T Organization
| P T T S " :‘_,"
| |
5 = SCOPE L Info Sharing _
o A L L I Across Online Search Social Usage
| e e _‘_:_.:—"’ pe===="""" Organization
| Binhe ' !
. r
=R PLAN ot -
I NI st L I Info Sharing .
Il =~ Y i e iR Across 44% Online Search Social Usage
/ Organization
% SELECT -
I ot
| TR
‘. IMPLEMENT 1 _"“"-=_,____ Info Sharing Company/
g - h Across Vendor Social Usage
S Organization Websites
Or Content

Social media and information sharing are the top channels for content distribution
Source: LinkedIn 2021
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MARKETING AUTOMATION AND ACCOUNT
BASED MARKETING (ABM)
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Lead Generation Account Based Marketing
Fishing with Nets Fishing with Spears

Database Selection

Nurture :

Lead conversion

Account Selection

Contact Identification

Nurture

Account conversion
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AT WORK

4

REACHED ENABLED ATTRACTED CONVERTED TRANSACTED

Impressions Exposed to Time on page Downloads One-to-one nurture
Clicks banners Form fill out

Taking your key accounts all the way on the customer journey
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Account
Demand
Generation

Question:
Can we activate engagement
across account?

Deliiver personalised
buyer and
account experiences

Create micro-
campaigns for strategic
accounts
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Account Based Marketing Automation

Marketing automation and CRM

Account Scoring

Q Search All Assets
Accounts Dashboard ¥ Technology » Drip-line inc.

Drip-line Nc.
Total Seore; Industry: Technology
Contacts: Fhone;  909-790-2791
Revenue: -100M Address: 1234 Striker St

owner: Max Specter EBeaverton, CA 92399
Summary Timeline Contacts info
Total Score
Email Website
Sent 7 Page Views 13
Opens 3 Site Visits 3
Effective Opens 3
Cligks 2
Media Landing Pages
Downloads 3 Page Visits 3

AUser » @ F

Search
Organkc 7
Paid 3

Social Media
Facebook 41
Twitter 12
Linkedin 3

Account Influencers and Decision Makers

Y Timeline Filter

¥ Website
@ Search
@ Media
Landing Pages
Social Media
Webinars
¥ Forms
@ Custom Events
ted Programs

WfEiine Boccla
@ Tiff Yablonsky
@ Kingsly Spatafore
@ Rodolfo Wahigren
@ Alanah Lannan
® Sean Schuhmacher
@ Norton Myrthille
¥ Tallia Sumpter
Wilfred Morningstar
Vincents Carneiro
Silvanus Aro

Reset Clos

Help

BUSINESS




Y Timeline Filter

Highly targeted

email campaigns
(micro campaigns)

Activity

¢ Email

@ Website

@ Search

¢ Media
Landing Pages
Social Media
Webinars

¥ Forms

@ Custom Events

@ Automated Programs

Contacts

¢ Adeline Boccia

@ Tiff Yablonsky

¥ Kingsly Spatafore

@ Rodolfo Wahigren

¢ Alanah Lannan

¥ Sean Schuhmacher

@ Norton Myrthille

¢ Tallia Sumpter
Wilfred Morningstar
Vincents Carneiro

Silvanus Aro

BUSINESS



Account insight
and account
dashboard

NEW CONTACTS

1:1 EMAILS SENT LOGGED CALLS MEETINGS

5 13 2 1

A 13.45%

A 1.07% A 2.98%

Contacts

3uving roles onlh
Buying roles only

CONTACT BUYING ROLE

LAST TOUCH LAST ENGAGEMENT 4

@ Amy Andrews Decision Maker 3 days ago 1 hour ago
EO at 52 F Ethan Kopit ca il from Etha

e - Champion ‘S_d‘“'_; ago.

SCHEDULED

2 days ago

Callie Craven ZELITE 2 weeks ago

3 days ago
[ Blocker Nate Lacy sent

Why HubSpot?

ey Thomas No outreach

5 days ago

No outreach

HubSppnt

| BLUE |

BUSINESS
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CASE: DIS/CREADIS

innovative innovative
DD engineering engineering

GLOBAL TEAMS HTML click map e Top clicked links @ Sombeal] v | o ion

COMPETENCES ACROSS BORDERS

LINK CLCKs
https://d-i-s.dk/ 2 2
IGY IS OUR PASSION https://www.creadis.com/pmaas/ &2 1
IS OUR KEY
Top engaged contacts Opens  Clicks
With the challenges we are facin CONTACT
effective. At DIS we are ready to
access to specialized competences | Janusz Mednrala <janusz.mendrala70@gmail.com> (2 7
" Team ks s o Methanol-based fuel cells provide
.
s S Tea sy e SOUght-after green energy emekar@gmx.de> 2 6
return on investment. Together, we
we customize a tesm to work on it N SerEnergy g the w sading peoders of metha yse
8bout Managing all CONSUIBMS, SU|  4e! call devetopment and production. and the arire ecosystem behind the
oy compinysstanai. T st r 0 v ey Openrate 54,7% © Click rate 2,7%
sty todes nermical wich oy - mos Click-through rate 4,9% @
Unique opens a4 Unique clicks 2
i Total opens 101 Total clicks 5
01
© DESKTOP 60% MOBILE 40% © DESKTOP 100% MOBILE 0%

Global Team - competences  Company becomes first
across borders mover on a new product

cwruin  Aansort et S

BUSINESS




FLOWS, EMAIL OG LEAD SCORING
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The customer journey has been digitally transformed

Nurture

Attract

Events

Company Website Sales Web Social Email Content
P
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Attends User
Group

New customer
welcome email
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Nurture flows: Keeping you top of mind during the buyer’s
journey

200
Program: Time Travel Nurture Program
Overview Steps Messages Early Exits Details Awareness
Nurture ’ ¢ /
-’J
A1 (5 | P wait 2 days before sending Email #1 436 560
A2 i 5, | P If Prospect has received first Email 0
Nurture b
Interest
B-1 7 P Goto Wait step for Email #2 0 560
A-3 I\ P If Prospect is LEAD - Status Changed... 64

Nurture
B-2 (W P Exit Program

Consideration
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Nurture: Lead scoring

Sample lead scoring model

Activity inthe last 90 days Score

Was sent a message

Opened a message

Clicked on a message 2
Viewed a form 0
TOTAL SCORE: Submitted a form 5 ' A .
#
>
f
Downloaded media 2 - -
v
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Nurture: Sample flow for webinar

Live webinar

[T T

Live webinar - 4. junl Knaek koden til Tilmeld webinar P RS
forretningsmulighederne
med AR!

Andre GRATIS e-beger fra os:

Jurd AL 13.00 aMhakter i

Sa er det i morgen kl. 13.00, vi
Mg e ST v«;:ﬁ}w;;ﬂg ' ses til webinaret: 'Knaek koden til
' el mulighederne med AR’

Dortor skal du skro
Webinar: Forsta forretningsmulighederne

med AR i industri og produktion! ‘

‘Webinarst ar et must for dig, der halt eler dalvist har ansvar for efekliveerng

‘og optemering at eres veksomhed.
Eter dig.der soger Pa webinaret tager vores AR-skspert Allan Hansen udgangspunkt i
trug. vores populsre e-bog om emnel og gennemgér bl.a. de tre omrader,
2= Thgitsta e hvor AR kommer til at rykke Industrien.

AlA
O cle l— Fik du don ikke lasst, eller maske missede du den | farten?
Klar ti den teknologiske  Har du brug for en wildig  Trask pd vores erfaring og .
B B o Al l (CO B ) _
ce I L P p——

Vi glaeder os til at byde dig velkommen.

Din investering?
30 minutter foran din skarm

Det kan du forvente af de 30 minutter: Digitale hilsner fra

Team Alexandra Instituttet

+ Faswarpa,
- Fa i,

chemcier

+ Fa komprimeret ik og s e researcrtimer
PS Hvis du gerne vil invitere en ven eller kollega, kan de tilmelde

sig pé folgende

scacrtine

augmented-reality

INESS
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...and remember to understand what’s working and what’s not

New leads /

Funnel conversion

Contacts by name

Pipeline

Leader dashboard

NS

Contacts by source

e il e el et . e B et
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B LEAD AGENCY

In summary

Email/SoMe/
Social
Prospectin

ssssssss



Marketing Automation

Buyer's Checklist

Looking to invest in marketing automation technology,
but not sure where to start?

iportant thing

KEY CONSIDERATIONS

1o think about when making your decision

Mow difcult wil integrat
Wit tako mor

Dows the data sync automace
manually?

rwoen the two systems, oc must you do.

the vendor's oaboardin

Does ram look appropiate for yoo tasmi? Oo they
pecvida a dedicated tosen to b

How moch support s i e fong? What happens whea it ends?

ons with Mictosoft Power BL Cisco WebEx.

+ the platform have native ey
Utraos. and mony s gt

Does the platfor

Right Time

Worksheets to help you:
+ Develop your buyer person
inventory your content and key mes

Use the results to:
ap your content (right message)
sonas (right person),
ge In the buyer's journey (right time)

Does the platform
angagoment data’

'WORKBOOK

A5-Step Guide for
Creating a
Lead Scoring
Program

Your resources. 5
guars tuming.

Your access to 1T
deparment or oth

0O 000 OO0 OO0 ooooo

e baebusiness.com

sutomated
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