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B2B Marketing Automation
- kom med i maskinrummet
19 marts 2021

Velkommen til B2B Marketing 2021
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▪ Kaffen er virtuel ☺

▪ Præsentation sendes

▪ Webinaret on-demand 

▪ Brug chatten
▪ Q & A til sidst
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Formålet med idag

At give…

En klar forståelse for hvordan marketing automation sætter strøm til din B2B leadgenerering.

En hands-on demonstration af marketing automation platformens potentiale.

En indsigt i hvordan marketing automation anvendes på tværs af kunderejsen. 
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Dagens webinar…

Check-in

Customer journey og digital lead generering

Marketing automation – ned i maskinrummet 

Tiltrække + demo

Opfange + demo

Nurture + demo

Vinde + demo

Fastholde + demo

Afrunding og spørgsmål
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Blue Business

Marketing automation & CRM Marketing automation & CRM

Digital demand generation Account Based Marketing
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Top priorities for digital marketers

Source: Econsultancy digital intelligence briefing Proportion of companies planning to increase budget for digital marketing channels and disciplines 
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Lead to revenue 
management
puts you in 
the drivers
seat

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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What is marketing automation?
A software platform that automates and optimizes your lead generation and nurturing 
programs on multiple channels online.

Products | Content 
Engagement Web   

Journey

Scoring | Qualified 
Pipeline | Alerts | 

Campaign automation

Demographics | Profiling 
| Segmentation  | List 

cleansing |GDPR

DataInsightEfficiency
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What is marketing automation 
…not?

It’s not a software platform that…

…automates marketing on its own

…optimizes your lead generation without a strategy

…shows up on multiple platforms by itself
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Customers

Marketing Automation helps streamline & simplify the 
process

EMAIL

NURTURING

WEB

FORMS

SOCIAL

PROSPECT

SOCIAL

PUBLISH

ACTIVITY

SCORING

LEAD

SCORING

LANDING

PAGES

WEBINARS REPORTING

SEGMENTATION

Marketing 
Automation 
functionality
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Global Midmarket Marketing Automation
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Global Midmarket Marketing Automation
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SEO
Website & 
all marketing 
assets

SEM & Advertising

Integrate & 
track online 
advertising

Content Marketing Social
Blogs
Videos
White papers
Infographics

Publish 
campaigns; 
listen and join 
conversations

Attract: Driving traffic to your website
INTERESTING FACT

45%
45% of all visitors to your 
website will buy from you or a 
competitor within the next 12 
months

75%
75% Of those who buy will buy 
from whomever they speak 
with first

Gartner
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Attract: Driving traffic to your website

LinkedIn Ads 

Ads | HubSpot

Social publish

Social - HubSpot

https://app.hubspot.com/ads/8075018/accounts/linkedin/503831079/campaigns/610818303/adgroups/168537703?attributionView=FIRST_FORM_SUBMISSION&statuses=ENABLED,PAUSED&LINKEDIN=503831079&timeRange=LAST_YEAR
https://app.hubspot.com/social/5029345/publishing/published/view/151059567?dateRangeKey=LAST_THREE_MONTHS
https://app.hubspot.com/ads/8075018/accounts/linkedin/503831079/campaigns/610818303/adgroups/168537703?attributionView=FIRST_FORM_SUBMISSION&statuses=ENABLED,PAUSED&LINKEDIN=503831079&timeRange=LAST_YEAR
https://app.hubspot.com/social/5029345/publishing/published
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Capture: From anonymous to known

Formularer

o Content
o Kontakt
o Events
o Feedback
o Surveys
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Landing page 

Content Details | HubSpot

Formular 

Forms | HubSpot

Capture: From anonymous to known

https://app.hubspot.com/content-detail/5203398/landing-page/38204731781/performance
https://app.hubspot.com/forms/5029345/48666486-7fc8-4c80-a44c-c911c8557413/performance
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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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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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Flows/Automation
Act-On :: Automated Journey Builder

Lead scoring
Act-On (actonsoftware.com)

Nurture: Keeping you top of mind during the buyer’s 
journey

https://ci73.actonsoftware.com/app/programs/tr-0022/edit
https://ci73.actonsoftware.com/app/classic/contact?recid=l-0154:1
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Join our webinar Sign up for webinar

Email (confirmation)

You are confirmed It’s tomorrow

Nurture: Sample flow for webinar
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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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New leads

Funnel conversion

Contacts by name

Contacts by source

Leader dashboard

Convert: Marketing and sales performance
Pipeline
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Customer 
Intelligence
Using profile and 

engagement data across 
multiple touch points Loyalty

Build loyalty using 
specialized campaigns

Share of 
Wallet

Grow business from 
existing customers

FINANCE

SALES

CUSTOMER
SUPPORT

2016             2017             2018

Expand: Customers are for life
Retain customers and expand their value

Customer retention 
customer renewal campaigns

Cross selling and upselling
segmented promotion campaigns

Lost/inactive customer reengagement 
targeted win-back campaigns

Lost deals returned to marketing

nurture campaigns to re-establish credibility
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Expand: Reactivating inactive customers
Retain customers and expand their value
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How to get started with marketing automation

The complex way…or…

Marketing Automation

The simple way…

Marketing Automation

A

B
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5 steps to get started with marketing automation

A simple step by step approach to 

getting off the ground

1 Goals
Define your lead
generation strategy
and goals

2 Simple
Be ambitious, 
but start out 
simple

3 Buy-in
Align with 
stakeholders

4 Roadmap
Roadmap and 
milestones

5 Skills
Evaluate need for 
skills competencies
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6-12 mths. roadmap and milestones
From novice to mature lead generator

2021 – Q2
• MA live

• Digital tracking

• Newsletters

• Lead scoring

• Social media

2021 – Q3
• Nurture flows

• Landing pages

• Content/SoMe strategy

• Web audit/SEO

• Lead definitions

• CRM integration

2021 – Q4
• Webinars

• Social campaigns (level 2)

• Referral campaigns

• Pipeline acc. campaigns

• Marketing ROI

Crawl

Walk

Run



Time to reach 
ROI

“How long did it take for marketing automation 

software to deliver a return on investment?”

58%

in six months 
or less
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Spørgsmål & Svar


