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Agenda

09.00 Velkomst og introduktion
09.05 Customer journey og digital lead generering inkl. SoMe
09.25 Digital leadgenerering og marketing automation

09.55 Spergsmal og afrunding

Kaffen er virtuel ©
Praesentation sendes
Webinaret vil veere

tilgeengelig on-demand
Brug chatten

Q & A til sidst

HUSK AT MUTE
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Who we are...

Morten Kornerup Hans Christian Bothmann

[}

Founder & Partner of Blue Business. Partner at Blue Business. 20+ years client
30+ years experience in international side IT and software marketing at

B2B marketing. Lived in UK and Secunia, Microsoft, SAS, Accenture,
Switzerland. Key client industries: IT, Infor. European, global marketing and
Life Science, Manufacturing, Service. alliances roles.
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Blue Business

wWa

PARTNER

ActiveCampaign >
Partner

Lead Generation and Account Based Marketing

Generating, qualifying and nurturing accounts and leads to increase sales
and marketing effectiveness BLUE
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Some of our customers using marketing automation to drive new leads

[FismipTH A&D SIM/ATEK

RESOURCES

o 2 '.;...
MEQU tla chemo.metec

IGEL DYNQO\VO




AGENCY

Relevant content marketing across the customer journey

The Key Stages Of The lead-To-Revenue

Management Process

THE BUYER JOURNEY

THE LZRM PROCESS

£XPLORE
NNEL
< LT CONTENTO&
8 Yl
o &2 >3
Q@Q' L

CROSS-SELL

Source: Forrester Research, Inc.

Do you know who
your customer is ?

o

Where are they
on their journey ?

Are you engaging
and moving them
along the journey ?

Are you measuring
the impact on your
business goals ?
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Two types of
Lead Generation
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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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Are you talking to the real decision makers?

FINANCE

} TECH DECISION
MAKER

e
— V—%n

\ USERS

USERS

PROCUREMENT

How many people have you met?

How many people know of you?
GATE KEEPER EXPERTS

How many people believe you are the best?

Clo

ssssssss



Content Marketing &
Lead Generation
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Are you talking to the real decision makers?

FINANCE

} TECH DECISION
MAKER

e
— V—%n

\ USERS

USERS

PROCUREMENT

How many people have you met?

How many people know of you?
GATE KEEPER EXPERTS

How many people believe you are the best?
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Shifting buyer concerns throughout the customer journey

Buying Phases

Stage I:
Determine Needs

Focus ———»

Stage O:
Pain Discovery

* Strategy Need
* Projects
Cost
* Challenges
* Priorities .
Solution
* Budgets .
Risk

Stage Il:

Evaluate Alternatives

7

Stage lll:
Evaluate risk

““..----...... } — SEm—— E— »
»* vy
[
W

L 4

v

Risk

Cost

Need

Solution
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Your content must match the customer journey and the
personas

Buying Phases

Stage O-I: Stage Il: Stage Ill:
Pain/Need Evaluation Decision
Content objective Research/pain Inform/differentiate

Business Decision * White papers * Product brochure * Business case WP
Maker (BDM) * Articles * Fact sheets * Workshops
* Strategy sessions * Solution WP * ROI calculator

Technical Decision * Scientific papers * Demo videos * Testimonials
Maker (TDM) * Research « Technical WP * Customer videos
* Ask the experts * Customized demos

ssssssss



Case:
DIS/Creadis going digital
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OM 0S NYHEDER M@D 0OS KARRIERE KONTAKT LOGIN Q sac + 0 ATION: DANSK

DIl s cgineering

ENGINEERS WITH
A PURPOSE

Nar det kommer til Iosnin§af problemer, ved vi, at
det er et s%zagsmél om erfaring. DIS/CREADIS har
samlet de bedste ingenigrer, der braender for at
skabe lgsninger, der forbedrer den verden, vi lever i.
Som specialister inden for deres respektive omrader
anvender de deres kompetencer og viden til at
imedekomme udfordringerne i din virksomhed.

- e EE = o
We deliver anywhere in the world and execute with the strongest,
engineering team possible. You get a single point of contact,.
B 3R f o et O] PRIREERE T el R

~‘ Pl u $ B3 g3

( .

TECHNOLOGY IS PASSION - CULTURE IS KEY




Solution: HubSpot implemented

Traffic Analytics

Sessions ~

Sentto 1,224

Open rate 17.3% o

Unigue opens

Total opens

193

365

D DESKTOP SE% MOBILE 42%

innovative
engineering

GLOBAL TEAMS

COMPETENCES ACROSS BORDERS

icing today there is 8 need to working remotely to stay
0 SUPpOrt you. With our Global Team setup you can gain
s globally in & scalable and effective way.

sorders and can take ol kinds of tasks, giving you as a
rowledge and a faster process from challenge to solution.
can also scake your technology organization and get 3 high
we define the need and the right setup for your project and
N it - you can leave the whose team to us and nct worrying
supplying office desks, equipment, etc.

Methanol-based fuel cells provide

sought-after green energy

Click rate (X

Unigue clicks 54
Total clicks 93
Ed%

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

u (3 innovative
engineeri

‘.}n TURE IS OUR KEY

A \\\.4;,
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Key learnings

+s Market insights and global involvement secured a strong value Custirier Bronié Valiis Proposition
proposition

se The HubSpot implementation is the foundation for Sales and Marketing P -
working together < Pains

es Thanks to HubSpot Marketing is seen as business critical

e+ The new website based on WordPress is a super tool for Marketing and
integrates well with HubSpot

ssssssss



How to create engagement and
leads with your top customers
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Account activation strategies: 5 options

e
«o°

3!
x O
Account Based Advertising Intent Based Advertising \ ©°
* IP based

* Geo targeting

* Enables you to discover which accounts are
actively searching for your products

. Cookie based » Based on Grapeshot and Accountinsights

Bid Support

LinkedIn Communities Account Based Social Advertising

+ Based on research into the * Based on 1+t party data

target audience business pains « Combines LI, Facebook, Facebook

* Enables social selling Audience Network

Social

Prospecting

Social prospecting

* Involves LI Pulse, LI Content Sharing e
» Based on LinkedIn _ ssssssss



Advertising supports higher sales

The Bass Diffusion Model of Growth

SALES

Ads accelerate
early growth

Ads maintain
higher sales

TIME

With ads

Without ads

Innovators discover that growth
doesn’t last forever. And that’s when
advertising becomes essential.

According to Bass, advertising
increases the number of people
adopting new products, leading to
faster growth in the early years

and a higher level of sales when things
do eventually stabilise.

If firms are prepared to increase

their investment, advertising can even
generate further growth

ssssssss
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Blog on bluebusiness.com

&« Z {t @ www.bluebusiness.com/blog/ | (y fg & o :

BUSINESS Services Work Clients Blog Contact ~ Why us

Download the ABA book

A3M

EFFICIENCY
AT WORK

AWARENESS 0%

O @ ©6 ©0 O

REACHED ENABLED ATTRACTED CONVERTED TRANSACTED

Impressio Exposed to Time on page Downloads One-to-one nurture
[

banners Form fill out

The REACT model: taking your key accounts
all the way on the customer journey

The best companies are enabled by a new approach and by enabling new technology. Marketers and sales face many

challenges: GDPR is definitely a game changer, and so is the increasing complexity in the buying center, and the
concentration of buying power. Recent research (Celsius, 2017) indicates that for capital goods investment it is not [...]
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Social engagement on LinkedIn = Business

Be entertained

Stay up to date with friends
Improve my financial status
Learn from leaders and experts
Manage my life better

Improve my career

Search for new opportunities

Source: Business Insider Intelligence

LinkedIn

Facebook

. 7%
- 13%
. 10%
- 13%

Twitter

ssssssss



Conversation Ads

Start quality conversations {ctmnn
with professionals through a
choose-your-own-path
experience.

° Drive trials and demos

° Drive enrollment for programs
° Drive asset downloads

° Offer professional services

° Survey or poll your audience




Content sharing

0 Chantal Bothma wan

We distribute your digital content through Paid Sponsorship and our Influencer Stephanie - wanted to make sure you saw this. In case you havent gotten your
. . . . passes for Gitex 2017 y is may be for you http://bit.ly/2xNI45H . Ascent
network. You receive both active and passive reach to the relevant functions, Technology are hosting their customers at Gitex this year and I've also managad to

. . get them to give me a handful of free passes to share with my network - justmake
|ndUStr|eS al"ld accounts. sure to sign up before they're gone.
We combine this with our targeted outreach to push your content directly to ASCENT
the specified accounts, titles, and individuals who need your solution. -
Database Security

Join us 3t Gitex 2017 to find out how we help
empower leading oganzations with Real-tme

At ¢ A
withcut the downtime.
Request Your Free Pass . —
/7 omix 08 - 12
f _— 8§ crnooay | ocr 2017 Hall 7 - Stand B10
Register for your free pass to attend Gitex 2017
CONSTRUCT CRAFT commIT COMPLETION fwdlnkd.com
Database of your ideal, The pitch perfect message to We send the message to Estimated results:
customer/target audience convey your value proposition your target audience and 20% click through rate to
consisting of tier 1 prospects to your target audience they receive it on three shared content & Like B Comment £ Share

platforms

s?i:ial Effect BLUE



Linkedin Lead Forms

The 2-click conversion.

Allow your prospects to convert seamlessly and accurately, filling your
form data with data from their LinkedIn profile.

° High conversion rates and frictionless form-fill experience
° Lower acquisition costs than offsite traffic

° Affirmative checkbox opt-in to privacy policy.

° Direct integration with marketing automation and CRM

° Up to 5 custom questions and up to 20 fields

socialeffect BLUE


http://www.youtube.com/watch?v=34Xe1E59N6A

Lead Form Flow

Step 1: Sponsored Image, Video
or Carousel Ad

Step 2: Lead gen form
and opt-in

socialeffect BLUE

r FixDex ~
Learn how FixDex understands the values and needs
http://bit ly/2jo0lHn

.

Webinar: Creating Deeper Customer Relationships
fudescam
2 Signup
& B com: o

Step 3: Thank you form
and resource

Derek Friend, Chriselna Welsh and 1 other follow Networks Unlimited Africa

Networks Unlimited Africa
B i T .

@ Information sent to Networks Unlimited Africa

Thank you for your submission! Please access your eBook below

View Now

&y Like B Comment g Share




Cases: Roche Diagnostics and Bioneer A/S

Account Based Social Prospecting

ssssssss
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SOCIAL PROSPECTING

2 DAYS

PRIMARY LOAD PULSE
PROFILE ARTICLE

PRIMARY
PROFILE

AUTO
ENDORSE

PROSPECT
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LinkedIn automation tools D

es There are a number of tools available
Expansion of number of contacts I.IN K ED
Auto-mailing contacts (1 level) HELPER

Send messages to LI groups

Take a look at:

Dux-Soup

+» Sales Navigator Smarter lead generation
es LinkedInhelper.com
s Dux-Soup

ee (One-2-Lead

CI] ONE2LEAD

ssssssss



ABSA: Account Based Social
Advertising




Take the best from two worlds

LinkedIn Content Facebook
Sharing Advertising

But first, its all about the data, for precision account based social marketing!

ssssssss



GDPR compliant account based targeting strategies

LinkedIn advertlsmg Facebook native
Facebook
custom audience

Facebook retargeting
Landing page

ACCOUNT BASED
SOCIAL ADVERTISING
(ABSA)

ssssssss



Case: TIA Technology "
Account Based Social Advertising
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Challenge

* Few large accounts
* Long complex buying process

e Several decision makers and
influencers




LEAD AGENCY

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

ssssssss



Campaign Flow on LinkedIn and Facebook

Decision

Awareness Consideration

Stage Stage

Stage

® We will use the Digitization, 7 Ways, ® We will offer the users longer form, in ® We will use persuasive language to
and PAC Innovative Insurer Report depth content to hold their interest strongly encourage interaction, and
eBooks here for longer - specifically the Business content that relates directly to the
Value eBook product, i.e. the Implementation
eBook.

Ad Formats
) ) ® Facebook Lead Generation Ads to ® Facebook Lead Generation Ads to generate leads -
® Facebook Website Click Ads - generate leads Give users the opportunity to download the

single image and carousel ads resources directly to their devices through

Facebook, once they have submitted their details.

BUSINESS
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Example of lead gen ads

Lead Gen Ad - A Proven Methodology - Informative

To download from TIA Technology
A/S, provide your info below.

Full name
i TIA Technology A/S e Like Page
Spon 0 €

A val i isi ing — based on years of

experience with insurers, Company name
™ TIA Technology A/S ™ TIA Technology A/S

The Insurer’s Guide to Identifying Thanks, you're all set.

and Capturing Value Work email

Download your free guide below.
Download this free guide to mapping needs,
finding solutions, and quantifying value. We've
helped insurers around the world to make
value-oriented digitalization decisions, and Phone number
we'd like to share what we've learnt with you.

Identify and Capture Value
The lnsurers 4.Step Gude To download from TIA Technology .
Downioad A/S, provide your info below. Job title
o Like () comment Full name

N — e

BUSINESS
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Managing some of the worlds leading Retail and HR communities focusing on te.

LinkedIn Sharing provides names for gy e | -

4d
t h e S a | e S te a m Piekarska - Modernization of insurance systems is not a trivial task. [ found this

winning guide that ensures your IT implementation ends in triumph. Check it out
. . . >> http://bit.ly/2qe67Uy
++ More than 9,000 Shares were done resulting in 350 clicks (3.8% CTR) .

«s The Shares generated 58 Likes and 9 positive comments (engagement rate of 0.7%)

Total Engagement Points Per Company

10 9
2
7 6
6 > 203 4 Digitalization: Imperative for European Insurers
> ikt com
4 3 3 3 fwdinkd.com
3 2 222 2 2 4
2 III 1111111111111
é . I I I: I I: I: I: I: I I: I: I I I I I I I I: & Like E Comment & Share
S 5 2 x e o 0d g5 d@ Sy S8 05 Lawa o o0

Engagement score is based on Likes and comments

BUSINESS



Main findings and conclusions
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Campaign learnings

«» 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

«e High quality content drives engagement
«e Senior decision makers can be targeted on Facebook and mobile is their preferred device
e« 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

e+ Nine accounts have delivered more than 1 lead:

h1 Lansforsdkringar
0

Swedbank @

Giensidiae

TRYGG C)HANSA (RPN Tome @
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Campaign learnings

«» 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

«e High quality content drives engagement
«e Senior decision makers can be targeted on Facebook and mobile is their preferred device
e« 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

e+ Nine accounts have delivered more than 1 lead:
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Linkedln community building:
A case from Microsoft Dynamics




Why communities?




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
Your target audience want to learn, grow, understand, be challenged and to be more successful

Your target audience DOESN'T WANT to be sold to

ssssssss



Four critical success factors to achieve ROl Goals from a LinkedIn
Group

N\

Content and
Engagement

4
Proactive
Community
Management

Visitor &
Attendee

Marketing L

~_




Microsoft campaign brief and strategy

Briefing

«+ l|dentify, reach out and start engaging with Certified Public Accountants (CPA’s) in US and Canada

Strategy

We have created two separate communities
80/20 balanced content + 3 — 6 month content calendar

The basic principle
Know YOU

Like YOU

Trust YOU

Buy YOU

Awareness, Interest, Conversion

ssssssss



Results after 14 months: more than 11,000 members

oo US: 7,249 members

ee Canada: 3,520 members

ee UK: 732 members

es Engagement in terms of discussions, o s =1
postings and use and relevance of
content is being measured

B® Microsoft

FREE TRIAL

o Microsoft Dynamics 365
«s Social selling via landing pages built in i - Fingncials
Act_ O n Introduce Yourself Here Start your digital transformation

and grow your business

ssssssss



Digital Lead Generation &
Marketing Automation

Bringing tangible value to your business




Start with the
end in mind...

Skab veekst med
intelligent \eadgenerer'\ng

— hvad vil du opna?

‘/ £a flere o8 pedre leads
‘I forkorte sa\gs(orlwbel og fa storre pipeline
\I fastholde eksmerende kunder 08 udvide med opsalg 08 krydssalg

J Analysere salg 08 markenngkampagner og forsta hvilke leads
pliver til nye kunder

J Sette kampagner hurtigt op 08 kom | markedet for dine konkurrenter
\/ £4 branding 08 pudskaber ind pa tvers af kanaler 08 gor den konsistent
*I Malrette kampagner mod gpecifikke segmenter med afpasset indhold
\/ pleje 08 fastholde kundeemner som endnu ikke er kobsparate

\/ Saete web(ormu\arer op sadu kan opfange |eads OB relevant data

\/ \dentificere salgsklare |eads

‘/ Kvalificere \eads pracist med lead scoring

NI fForsta hvem som besoger dit website, hvad der interesserer dem

J Rapportere pa kampagner 08 peregn RO!

J Effktivisere kampagneudrulnmg, spare tid og ressourcer

[BLUES

IUSIN(

Get into the revenue camp

igz\r/\/n\ijour number. Talk about
o be|rnber. If people in your
s |e\’/e your work is pure
Sl e
elieve
x?lrk leads to revenue?IShu(ery
ill want you to do more of it.”

eConsultancy *
y ‘The Digital O
utlook 2019’ r
eport

Set goals then
start acting to
meet them.

BUSINESS
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Top priorities for digital marketers

Content marketing

Personalisation

Social media marketing
Marketing analytics (including testing)

Lead generation

Marketing automation

Video advertising

Content management

Audience and data management
Search engine optimisation (natural search)
Email marketing

Mobile marketing

Lead management

Paid search (PPC)

Sales enablement

Display advertising

Webinars / virtual events

Affiliate marketing

Source: Econsultancy digital intelligence briefing

Proportion of companies planning to increase budget for digital marketing channels and disciplines

BUSINESS



Take charge of the customer journey

BIGGEST POINT OF{OPPORTUNITY
TRIGGER
EVENT

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

0% 05-80% 100%

MARKETIN SALES MARKETIN
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Lead to revenue
management

Customers

Revenue

. Attract: Generate Awareness
. Capture: Turn Awareness into Contacts
. Nurture: Turn Contacts into Leads

. Convert: Turn Leads into Customers

. Expand: Turn Customers into advocates

RBoUND
& OUTBOUND

ssssssss
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The customer journey has been digitally transformed

Nurture

Attract

Events

Company Website Sales Web Social Email Content
P
rod gpases s w m om = = m = E = = = = "-‘
' a = m m m ® ®m = EEE LI . ° Download
. ownloads
. . eBook
- Looks at Company Linkedin D
* .
.
.0 ’ P;oduct . Follow-Up Downloads
‘. a'gei W = s = s ®wm s = mEE=EEEEEEEEEE Email Case Study
L] L ] - " . - - . . . . . : : : : : - - L] L] L] - L L L] - - L] L] L] L L] L ] L ] L] L] L ] - - L ] - I- - I- I- I- I- ‘ L Y
) TR woaaog o, - L
Registers for Sales Call #1 e
webinar Meeting Occurs I . e Ty
w_u " st "= = = o= om w w momom = =® LR
L] - L L
I@I LR I IR '_'-"" fee ot e Confers with Downloads
_' ST N o S peers on LinkedIn Whitepaper
Attends @ - sales Call #1 R L A L]
Tradeshow "= = o= o= o= omomom o= o= o= a o MegtingQccurs L S
" omw " = "= oEoEoEomowm LI " = = _m_ugn
Attends virtual . “._"___'_._-_._-_-_'.".-'. LAY e
Event LI I :.:.--'.'-'-"""" " Downloads
Sales Call #2 . L - Case Study Downloads
Meeting Occurs N e Whitepaper
Sales Call #2 m = = = == === ==
. - . m nom ® = == Follow-Up
Pricing pages Lt -, I\A_é'esm%‘bccurs Connects with Email
. Soles Call i3 e e, other customers
ales Ca LR
* » , , Becomes Customer e ., T D
e, Sales Call #3 .
e ., Becomes Customer Subscribes t " e, Downloads
ubscribes lo customer .. Datasheet
- e, . newsletter .,
.ll "RREEGEGEE RGNS R R R R e s EoEEoEoEow s omomow nTEmm e " = m " E s s oEoEoEoEE "= omom (I
"o

Attends User
Group

New customer
welcome email



What is marketing automation?

A software platform that automates and optimizes your lead generation and nurturing
programs on multiple channels online.

3O ¢

Insight Data
Scoring | Qualified Products | Content Demographics | Profiling
Pipeline | Alerts | Engagement Web | Segmentation | List
Campaign automation Journey cleansing | GDPR

ssssssss
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What | '
is marketing automation not?

It’s not a sof
tware Skab vaekst med
platform that... intelligent leadgenerering

autom H —hvad Vil @ ) opna’?

ates marketing on its own R

ees O pti m iZeS \/ £ flere 08 pedre leads

your . Fork 1asforigbet 08 pipel

|ead generathn WlthOut a St ‘J of ~"”“‘»-M.'\“w‘\"'-”r.Ll'M‘”"-‘\n"uv“
rategy

J fastholde v‘n\\h-n-mh» kunder 08 udvide med opsalg og krydssalg

...shows up on multiple platforms by i !
y itself

J Sette kampagner hurtigt op og kom | markedet for dine knnkn:n-nh'\(
J £4 branding og budskaber ind pa tvaers af kanaler 08 gor den konsistent
J Malrette kampagner mod specifikke segmenter med afpasset indhold
J Pleje 08 fastholde kundeemner <som endnu ikke er kobsparate

J Sette \n.'nl»lnnnul.m-( opsadu kan opfange \eads OB relevant data

J \denuficere salgsklare leads

J Kvalificere |eads pracist med lead ¢ oring

J Forstd hvem som peseger dit website, hwad der interesserer dem

J Rapportere pa kampagner o8 peregn RC N

J gffkuvisere ‘\.H\\‘hl)‘.l\l'!lthllh\lllj‘_, spare tid o ressoure er

SINESS
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REPORTING

Marketing &

Automation -
functionality

NURTURING

N 4
B 288 @&

PAGES SCORING

ey S

ACTIVITY
SCORING

SOCIAL
PUBLISH

.-
.t
.
o
.
.
.
o
.

INBOUND - ’
& OUTBOUND

........
.
.
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mm €8] search All Assets Q A& & HansChris.. ~

# HOME Landing pages Email Campaigns

. - - brig -

Activit _ ) e e Join us, Saturday, November 16th
/ Private Stock Company Sater 6 hours ago SRS o ET IR

Dashboard Kyiv, Kyiv Misto Ukraine v

* This was & great

Amazon Technologies Inc.

* houUrs
/£ hours ago solution, | am 50 glad
that | know this

-
ENRCONIECRS Automated Programs
[za] CONTENT mark
-
% INBOUND mark
o el Share with a Friend:
. oursomo Free Blood Pressure Screening
L:Tn:p‘:-‘n:(b‘r;m = e ©4um Gkr $1 et petenIeidue W 10rir S
See how et $IPTNE DVENIUM €9t BiguIm e Matts
—‘ OMMOE 408 BCTUTIIN BT LOMeM Ut Masss
£f AUTOMATION oo e
WeD Pages is week S =X -
d = List Management =B
Jil REPORTS - x
£+ SETTINGS
Companies Visiting People
€ Hep

188 “ @ Technical Support Case
(4' social Media

Active Messages WL (score a0ove 100)
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Lead to revenue
management
puts you in

the drivers

seat

Customers

Revenue

e
.
...
‘A we
-
.
.
¥
“
.
'0
¥
F

& OUTBOUND

. Attract: Generate Awareness
. Capture: Turn Awareness into Contacts
. Nurture: Turn Contacts into Leads

. Convert: Turn Leads into Customers

. Expand: Turn Customers into advocates
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Customers

Revenue

-
.............
cccc
. -
- .
B -
. .

A

& OUTBOUND

gemnRnTTEa,,
-
-*
.
.
.
-
-
.
-
.
-
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Be relevant

TIP:
Long form content of over 1,000 words consistently
receives more shares and links than shorter form content.

Engage

Pssst! You’ve got 8 seconds




Attract: Drive new top of funnel prospects

SEM

Social advertising
Website &
all marketing |ntegrate & Gougle AdS
assets track online

advertising um

Social sharing

Publish campaigns
listen and join
conversations

Videos
White papers
Infographics
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Attract: Give me insight

Benefit your dialog and sales efforts with insight that matters

Website Prospector

ANONYMOUS PROSPECTS

2,377 %

Anonymaous Prospects -

Geography

Page Visits

Five or more page visits
Four page visits

Threse page visits

Two page visits

One page visited (bounced)

KNOWN PROSPECTS

1,070 %

BOUNCE RATE

37%

from everywhere Q, Search

PAGES PER VISITOR

3.31

(%) contact Report
....... ¥
First Name Last Name
CURREN LIST
Dhos Dusmoss Masturli Email
O cicnes
cunmENT sCORE @ oswese
Dataunt =
[,
o © oeunias
Markting Diructcs
Wabinars

Wenenn
4 [ QI
™
st
Larding Pag
9 Paga Visita
Form

rving street, Rahway, NJ 07065

B48.555.1337

Search

Suarch

Custom Events

6

Timeline Events m

January 2020
& Events

Tuesday, 1/21
213 pm

212 pm

2:42 pm

40 nic 2
11 14
Summary  Timeling Scoring Membership

Form Submission  Title: Dinital Waves prospect sent Fabruary 2020 [UK
FormView  Title: Diaital Waves prospect event February 2020 (UK]

FormView  Title: Dinital Waves prospect svent Fsbruary 2020 (UK (MOB:

Viebsite Page View  Pag= Hame wbluebusiness com/iaital-wsves-prospect-event 2020
Media Download ~ File Name: Blue Susiness Linkedin Company Profle

Customers

il
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Attract: Insight to your accounts ri

Account based insight and activation -

Account Scoring: View account-level scoring Influencer filtering: View key influencer behavior
based on total account contact activity in a filterable, unified timeline
o090 Y Timeline Filter
m Q Search All Assets Auvser = ® = AC‘iV;?:“
Accounts Dashboard ¥ Technology » Drip-line inc. = * ::1':';'

Drip-line Nc.

Total Score; 176 Industry: Technology

Contacts: 15 Fhone;  909-790-2791

Revenue: $10-100M Address: 1234 Striker St

Owner: Max sSpecter Beaverton, CA 92399 ¥ Automated Programs
Summary Timeline Contacts info

Total Score: 176

Email Website Search
Sent 7 Page Views 13 Organic 7
Opens 3 Site Visits 3 Paid 3
Effective Opens 3
Clicks 2
Media Landing Pages Social Media
Downloads 3 PageVisits 3 Facebook 41
Twitter 12 Re:
Linkedin 3 Help

BUSINESS



Attract: Insight to your customers and prospects 5

Use social media intelligently to drive traffic to your website and landing pages

# New Post

Facebook Linkedin

Twitter

Profile

[BLOG] Advanced #Retargeting: Nurturing Your Awdience Across Digital Channels.

Social Listener Industry Trends % 4

3 Search EX0

New Contacts

MS Dynarnics CRM Jobs » @I
Mon Jul 18

M5 o
New #job: Dynamics CRM Gold Part|

loper Role. Dublin €55k Location: Di Social media Paid social 1950 a
https://t.co/MG2MNiar00 #MSDynd !

Dynamics

"0 -~ 0@

13 Wisconsin Lover retweeted b 1815:23.24
Beejobs.me 1M
ﬁ .
— #jobs #beejobs #Wisconsin #Global =
r - CRM (SAP or Dynamics): #WI-Ma =

e to growh, one of my best ...
https:/it.co/x2ZeR8FYMN

MS Dynarnics CRM Jobs =

saeron Mon Jul

New #job: Dynamics CRM Develope|
£35-45k Location: Surrey .. 0

Session date B LU E

BUSINESS
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Capture: From awareness into contact

Campaign landing page

(designed in marketing automation platform)

10 ways for insurers to win the IT implementation game

Downlaad your e-baok

oooco000

Contact TIA

Landing page form
(designed in marketing automation platform)

Download your e-book

First Name *
Last Name *
Jab Title *

Business Email *

Country *

| heraty provide my consent.*

m] from TIA Technology, and
with TIA Technology at any time
using the InTIA hogy

Privacy Policy

Form usage:

Content form
Contact form
Event form
Feedback form
Survey form

O O 0 O O

BUSINESS




AGENCY

Gart Call +44 (0)33 3122 8735 o¢ contact us Gartner Wha we servs What wa do Contarences Iesights Abean
artner t0 become a Gartnar cliant.

Who we serve What we do Conferences Insights About

Personal Information

First Name*
Last Name®
Business Phone®

Country*

L I ]
Step20f 3

& B

- Back
Gartner

bace's why all kacers should take tmeponsAty for worklorce- 22%
cuture alignment AP, i Ot

* Culture is the most discussed talent issue on earnings calls,

wth mantions growing 1% annualy since 2010 o Gartner
« Only 31% of leaders feel they know how to get their culture to

perform

» Ban i wicyes performance
b <dpoabmishiatbs i o bided Department Information Company Information
Job Titke® Compary Name®
Job Level* Industry*
Achieve better business .
Job Function® Annual Revenue *
outcomes
load the tools and for your ok ket
function
e o o
Step 3ol 3

you are agreeing b
v Palicy.

Back

BUSINESS
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D AGENCY

Nurture: 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




AGENCY

Nurture: Sample flow for webinar

Thank
you page

Sign-up

page

==
Knaek koden til Tilmeld webinar
forretningsmulighederne
med AR!

141 - ket rug wetsnaret

Dortor skal du sikre
it brand | deny
Brste veedent

< Forstd
med AR | industri og produktion!

Pk surmstrg intetbagern
“imer med god

Tonetning:

% hcreasry
0 Optemaring f v iksceste

e i e g

o

. o B ™

Klar b den teknologiske o & brug for en uvildi  Traek pd vores exfaring og
? Ggitaliseringspatner? viden!

Din Investering?
30 minutter foran din skarm

Det kan du forvente af de 30 minutter:

- P
0D rckin | bt ke st b aoed Marvien 3 et s
o

. . til muligtede)
2 gt 3t 05 0 €y e s ; — med;A. 5

et 4 s
g [

Email
reminder

Sa er det i morgen kl. 13.00, vi
ses til webinaret: 'Knaek koden til
mulighederne med AR'
P webinarol Lager vores AR-okspart Allan Hangen Lagangspunkt |

" " | emnal 0 gennemgde bl.a, de tre omrader,

hvor AR kommer ti at rykke industrien

Fik du den ikke k!, efer mske missede du den | farten?

Vi gimdor o5 8l at byde dig veXkommen,

Digitale hisner &
Team Akeancea Insthutiot

PS Hvis du gerne vil invitere en ven eiler kollega, kan de tilmelde
sig pé folgende

dexandra.

augmented-roaiity

14

A EsCRE
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GENCY

Customers

Nurture: Lead scoring ...4

Sample lead scoring model &

Activity inthe last 90 days ¥ Score

Sent an
email Was sent a message

Opened a message

Clicked on a message 2

Viewed a form 0

TOTAL SCORE: Submitted a form 5

; 5 Downloaded media 2

ssssssss
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Are your sales and marketing teams optimised .

TRIGGER
EVENT

GET FOUND



Take charge of the customer journey

BIGGEST POINT OF{OPPORTUNITY
TRIGGER
EVENT

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

0% 05-80% 100%

MARKETIN SALES MARKETIN




THE SALES AND MARKETING
DIVIDE

What will it take to bridge the gap?

- =
(g —4 L- q‘
w Sale

Marketing

S




The sales and marketing divide

What will it take to bridge the gap?

Sales

Marketing AU

focus

v Always be closing
v Engage and convert

Motivation: g )
Motivation: e v' Meetings \
v’ Leads v’ Pipeline
v' Great brand w - v" Deals
v Attribution = =
; Problems with marketing:

Problems with sales:
v" Un-touched leads
v No follow up

v Unqualified leads
v" Seniority of leads




The sales and marketing divide

Key questions to bridge the gap

. Ask... how can we... Sales
Marketing focus
focus v" Win as a team?
v TR 2 v Always be closing
v Engage and convert v ferr;telfﬁﬂ] Otlg;frg;)?ab
9 : Motivation:
Motivation: v' Meet more often? v Meetings
v’ Leads v’ Pipeline
v" Great brand v' Deals

v' Attribution

Problems with sales:
v" Un-touched leads
v No follow up

Marketing

Problems with marketing:
v Unqualified leads
v" Seniority of leads



GENCY

s

Top 3 common characteristics of
a good lead

Well qualified
Insight to behavior

Drives new revenue

Partner

ssssssss
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CONVERT: Align marketing and sales .

Use best practice to agree on lead definitions and lead scores

LEAD MANAGEMENT WORKSHEET

Lead i Lead i Lead i
Feadiiame Sefinition = s.corlng
Criteria Values Points

The official name of the entity given Sales stage Is this stage in the The official definition agreed upon Demographic: Has demographic that aligns with your | The entity by which the The actual number
between sales and marketing pipeline and at what between sales and marketing ideal buyer (vertical, job function, company size) lead score is measured | attributed to the lea.
percentage the exhibited criteria
Behavioral: Has x number of visits to the web, x
number of downloads, webinar attendance, etc.

e.g. A net new visitor who visits e.g. e.g.
the company website or any 1. Visited a web page 1. Any
Qualifying pages within that domain 2. Visited these web pages 2. Pricing page
3. Job title 3. Equals <title>
4. Industry 4. Equals <industry>

Lead/Prospect O.uallfylng

MarkEting QualiﬂEd =
Sales Accepted Lead
- QualiﬂEd = -

Opnnrtunity - 25% Sales Worli--- 25%

BUSINESS
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CONVERT: The real value fgm.visitor to the bottom line

%Iﬁﬁ

Anonymous Visitors

T

New Leads

-

Open Opportunities

@ contacts @ Opportunities Transition Time

Marketing Automation + CRM




AD AGENCY

Lead forcasting and projection

Waterfall model example

20,000
Visitors 2%

400

Prospects

*50%

20

*75%

15
Opportunity

MQL to SQL
up by 50%
w/marketing
automation

*20%

3

Win

ssssssss



D AGENCY

Discover how much You can boost your
lead generation and pipeline

10 first sign-ups
get free
workshop and
mini-report

(value 7,500 kr)

BUSINESS



Reporting

k t_ Marketing Dashboard ~ a
f Fiber clashard Viskiley: Shared  Acticns -
p Contacts Created By Month o Mast Recently Created Contacts o
e W o e 0w _— Leads by name
- N [o—
i ) Eilvan [ +
New leads e b
N Lo 5 a * il h Seabrcriten:
emi Paul Kim Eacr
s D23 4 5>
Funnel & Conversion Report by Ferm submi... o Contacts by Source with Lifecycle Stage o
T— Count of Comaens Subncrber o Lasd @ Marketiog quabliedesd  + Othee

e | e

Mew Contacts By Source o Contacts Overview o

Count of Costacn

ToraL AvERa e
GUARTER 4 RANGE CHIARTER 1N EANGE

98 98 98

130 201191 e 2019

[Lar—

BUSINESS
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Expand: Customers are for life

Retain customers and expand their value

.
\

\
A
N\
\

Intellig

£ /
ll'
Customer retention y
customer renewal campaigns 2 ol
Custml of
N .

/
/

, WAL

Using profile ar JECEELE LT RITILT Grow business from
engagement d segmented promotion campaigns mers

multiple toud

targeted win-back campaigns

Lost/inactive customer reengagement

4

\) Lost deals returned to marketing

FINANCE

nurture campaigns to re-establish credibility

2019 2020

ssssssss



Expand: Reactivating inactive customers

Retain customers and expand their value

lllllllll

Dear customer
- It's been a while since we've seen
you around

3 great reasons to do business with us

2 s @
=3 o=

100000

o~

Find your product in our online catalogue

Go to the webshop here

Win-back campaign

Mail 1 2200

Mail 2

Mail 3

Result

'Inactive’ to 'Active’ in total: 52 companies

Turnover: 740.272,46 DKK
Margin: 125.676,49 DKK

ROI 15,1 %

ssssssss
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5 steps to get started with marketing automation

A simple step by step approach to 5 Skills

getting off the ground Evaluate need for
4 Roadmap skills competencies

Roadmap and
3 Buy-in  milestones ~

Align with

2Simple  stakeholders

Be ambitious,

but start out padmaP
1 Goals :

simple

Define your lead
generation strategy

and goals |

Stakeholde"s

ssssssss
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6-12 mth. roadmap and milestones

From novice to mature lead generator

2020-Q4

e MAlive

¢ Digital tracking
e Newsletters

e Lead scoring

e Social media

2021 -Q1

* Nurture flows

* Landing pages

* Content/SoMe strategy
* Web audit/SEO

* Lead definitions

* CRM integration

2021 -Q2

e Webinars

e Social campaigns (level 2)
e Referral campaigns

e Pipeline acc. campaigns

e Marketing ROI

ssssssss



Marketing Automation Marketing Automation

The complex way...or... The simple way...

ssssssss



D AGENCY

Our approach to marketing automation

6 months

ssssssss
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Get started now: Lead generation marketing packages

Fresh |
Fixed costs O STARTER @ EXTENDED ))) ! FULL e e
.. package - package .. package Qualified leads

Predictable Improved Pipeline
Managed Lead generation Complete inbound lead Teams requiring
package for start-ups generation package for advanced content and
and small to medium ambitious results driven lead generation services,
sized companies businesses with full we can tailor the
looking to grow. funnel needs. package accordingly.
Content: Content: Content:
Sample services Sample services Sample services
Email Marketing Everything in Starter Everything in Starter

Plus...

and Extended

ActiveCampaign »

BUSINESS



How we can help you build your digital pipeline

Campaign
strategy and
execution

Content
creation and
marketing

Marketing
automation

The B2B

lead agency

Social
advertising
and social
prospecting
(LinkedIn)

Campaigns:

Top. Middle.

Bottom of
funnel

Email
marketing:
auto. flows
and nurture
campaigns

10 first sign-ups
get free
workshop and
mini-report

(value 7,500 kr)

BUSINESS
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Morten Kornerup:+45 2085 =
\

mk@bluebusinesscom
e : .

Hans Christian Bothmann: +

BUSINESS

www.bluebusiness.com m n



