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(@/‘) - The first step: Build a proper foundation of a database, e.g. work on hard bounces,

sectors, etc.
Targeti“g - Segment and refine prospects- get more information on website
- Create buying personas per prospect- for a more targeted communication

’Q - Improve Customer Engagement and buyer " s experience by automating campaigns
- Develop loyal relationships and track conversion data
cn"uersiu" - Understand the nature of conversions to leverage Marketing Tactics

01 ce - Develop tactics to address and align messaging across all channels to engage with
40 o prospects (and customers) in a meaningful way

E - Putin place a content marketing strategy to provide educational customer engagement
ngagement through the buying circle

| . .
Il Q - Implement a tracking resource to define and measure
- Implement systems for reporting and intelligence
Analytms - Helps to refine strategies and develop repeatable processes for success
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1. Grow revenue and company profitability.

2. Improve customer understanding and build deeper customer
relationships.

3. Develop the right message and differentiated value proposition,
striking a balance between brand consistency and personalization
to the reciplent,

4, Deliver a consistent, unified customer experience across all
channels and touch points.

5. Operationalize data-driven and technology-enabled decision-
making and processes to increase efficiency, improve knowledge
transfer and support continuous improvement,
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How effective are the following B2B lead generation tactics?

Company website

Conferences/ Tradeshows

Email marketing

Search engine
opftimization (SEQ)
Telemarketing

Virtual events/Webinars
Public relations

Paid search (PPC)
Social media

Online advertising
Direct mai

Print Advertising

|
0%

B Very Effective [l Somewhat Effective Ineffective B Do not use

Source: B2B Demand Generation Benchmark IDG Enterprise 2015 Survey Results
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campaigns
Source: Source: B2B Demand Generation Benchmark IDG Enterprise 2015 Survey Results




