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TAK FOR DIN DELTAGELSE

Tak fordi du deltog på webinaret

Det betyder meget for os i Blue Business teamet at du tog dig tid til deltage og høre om perspektiverne og
synergien mellem de digitale discipliner vi var inde på – email, social selling, marketing automation (flows, 

lead scoring mv.) og ikke mindst Account Based Marketing (ABM).

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

Vi håber naturligvis også at det giver anledning til yderligere dialog. Så ræk endelig ud til os –
vi har måske lige den case eller det værktøj du har brug for. 

Ellers kan vi bare sparre om forhold som kan hjælpe dig videre.

Vi ser frem til at høre fra dig.

De bedste hilsner,

Blue Business teamet

PS. Du kan også downloade et par nyttige guides bl.a. om lead scoring og personaopbygning - her

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

https://www.bluebusiness.com/dk-webinar-on-demand_email-automation/?preview_id=7086&preview_nonce=914c74f89e&preview=true
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Løft din email marketing med 
marketing automation og
account based marketing
20 maj 2021

Hans Christian Bothmann, Partner



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

De næste 20 min…

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

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

Flows, email & lead scoring
Sådan kan du øge relevans og engagement ved brug af 
flows, emails og lead scoring på tværs af customer journey
funnel stadier.
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Blue Business

Marketing automation & CRM Marketing automation & CRM

Digital Demand Generation Account Based Marketing



SYNERGY BETWEEN EMAIL , SOCIAL MEDIA AND 
MARKETING AUTOMATION



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

The customer journey has been digitally transformed
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Email without 
Marketing Automation, 
is only half the solution
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Customers

Marketing Automation helps streamline & simplify the 
process
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Social engagement is relevant across the customer journey

Email - discovery

Social demand generation

Email - nurture

Social selling
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Highly targeted

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 personalized GDPR-compliant Low cost, high return Growth scalability
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Phase 1

Reach out via LinkedIn 
personalized messaging, shares 

and In mails.

Nurture them with your event’s 
unique value proposition.

Research, find and target your 
ideal prospects. 

Set up converting 
conversations with your 

sales team.

Social Selling

Phase 1 Phase 2 Phase 3 Phase 4

CASE
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The buying decision is a team sport!

Social media and information sharing are the top channels for content distribution
Source: LinkedIn 2021



MARKETING AUTOMATION AND ACCOUNT 
BASED MARKETING (ABM)
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1 2 3

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 Scoring Account Influencers and Decision Makers

Account Based Marketing Automation
Marketing automation and CRM
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Highly targeted 
email campaigns 
(micro campaigns)
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Account insight 
and account 
dashboard
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CASE: DIS/CREADIS

CASE



FLOWS, EMAIL OG LEAD SCORING
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LEADS 
PIPELINE

& EMAIL 
MARKETING
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The customer journey has been digitally transformed
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Sample: Nurture campaignsNurture flows: 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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Sent an 
email

Opened an 
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Clicked on 
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6 + 10 = 

16
16 + 5 = 
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Non-
MQL
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Sample: Lead scoring modelNurture: Lead scoring
Sample lead scoring model

0 0 + 1 = 1 1 + 5 = 6
6 + 10 = 
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16 + 5 = 

21
21 + 10 = 

31
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39 + 8 = 
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Final 
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Sent an 
email

Opened an 
email

Clicked on 
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Marketing funnel stage Lead Score
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Join our webinar Sign up for webinar

Email (confirmation)

You are confirmed It’s tomorrow

Nurture: Sample flow for webinar

CASE
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New leads

Funnel conversion

Contacts by name

Leader dashboard

…and remember to understand what’s working and what’s not
Pipeline

Contacts by source
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Email/SoMe/ 
Social 

Prospecting

Flows, email
& lead scoring

Marketing 
automation & 

ABM

In summary
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Q&A



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

Thanks for your attention
HC Bothmann: +45 4027 9560

hcb@bluebusiness.com

www.bluebusiness.com


