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Prikaz korakov, postopkov, procesov

Kje dobiti podatke (int/ext)
Relevantnost podatkov
AZurnost podatkov

Prilagajanje modela
razmeram, podatkom,
vedenju,...

Razvoj modela
1)Enostavni
2)Kompleksni

Priprava podatkov
primerna za
prodajo/marketing
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Demographic

Job Function = IT Manager or Director

Job Function = sales or account manager

In the US or Canada

More than 100 employees

Healthcare or pharmaceutical company

Activity

Clicks link in email

Completes form

Visits product benefits page

Visits any company web or blog page

Razl

C

ni tipi podatkov

Kdo sem

Moj ,nakupni proces”
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Znanje

Predstavljajte si sebe v primerjavi z ostalimi vlagatelji na trgu
vrednostnih papirjev. Ste tu
borznih parketov?

Vse kaze, da imate
dinamicna nalozbena
pricakovanja.

Zanima vas rast sredstev, imate £as za varéevanje
in tudi vasi nacrti gredo v smeri dolgorocnega
varcevanja. V tem smislu vam predlagamo, da se
seznanite z moznostmi, ki vam jih ponuja profil

-
Koncno‘ Triglav Dinamicni. Z nalozbo v profil Triglav \

Naloi ba Dinamicni vlagatelj pridobi skrbno sestavljeno
et ’ nalozbeno paleto, v kateri se po vnaprej doloéenih
[] imem izkuinje z viaganjem. ki mi ust"e.za‘I razmerjih dopolnjujejo pricakovana gibanja ZU.?FEte' gibanje vrednosti
vrednosti in ocene tveganosti vzajemnih skladov anj prizadelo: oster padec
Triglav Hitro rastoca podjetja, Triglav Top sektorji norda dejstvo, da se

[ ] L] - - L]
Triglav Dinamicni in Triplav Azija. istveno?

Razmerja med posameznimi skladi, kot jih
predvideva profil Triglav Dinamicni, skupaj tvorijo
nalozbo, katere znacilnosti so primerne za
vlagatelja, ki bi rad v izbranih nalozbah dosegel
visje donose.

PREGLED OSHMOVMNIH DEJAVNIKOV PREGLED MOJIH ODLOCITEV KAKO SE ODLOCAJD DRUGT

D Ne skrbijo me trenutni padci. Prav je, da moje premozenje
potasi, a vztrajno raste.




Konfiguratorji

2 Konfigurator Audi. - Goo om (s e S|

() cc.porscheinformatik.com/nwapp/nws_si/ICC3/AUDDSINAN TRMGN=3758AUV=2.0%20TFSI
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Audi Konfigurator.
Varsprung durch Technik -

Nova konfiguracija
Shranjena vozila

Natisni stran

Maslednji modeli ustrezajo Vasim izbranim kriterijem. Bencin Dizel

Cenowvni razpon
| 2.0 TFSI EI ¢ Primerjajte opremo I |
EUR 27000.- EUR 65000.-

Wsi modeli Gorivo Moc Menjalnik

Moé @ KM ) kw
2.0 TFst JEI A
120 KM 340 KM

A4 Limuzina 2.00 f 132w f 180KM 6-stopenjski

Povprecna poraba 1/100 km

A4 Limuzina 2.01 f 132kwW / 180KM &-stopenjski . Mot
Business 4.01

A4 Limuzina 2,01 f 132kW f 180KM multitronic Avtomatski Rocni

PrezentacijaPorocilo

bod LT 2.0l / 132kW / 180KM multitronic : sprednji pogon

| Stirikolesni pogon
A4 Limuzina

quattro 2.0l f 155kw / 211KM &-stopenjski

41 Mazaj Maprej »
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Primeri podatkov uporabni za ocene (kdo so)

50+ Explicit Scores to Consider

Potential individual-specific demographic
sooring rules

[] Titde

[] Role

[ Purchasing authority

[] Number of direct reports

[] Level of manager (to whom do they
report?]

Years of experience

Specalties

Type of email used |Gmail, corporate,
Yahoo

Years at current position
Designations,/Certifications

Henors and awards received

Social network participation

Social network connections

Social network influence

Public recornmendations
Affiliations - proups and assodations
Career interests

Personal imterests

Degrees received

|

I

Vir: Marketo

Potential company-specific demographic
sooring rules

[] Rankings/Stodk Indexes: Fortune 500, Inc
500, etc
[] Number of employees
[] Company revenue
[] Revenue growth (growing, declining, etc)
] Company financial viability
[] Number of divisions
] Mumber of products sold (sku's)
[] Location
[]City
[]5tate
[]zZp
[]Country
[IPhone area code
[JHeadquarters or satellite
[JLocation of branches
[] size of branches
[] Website traffic

Relationship scoring rules

O Accounttype [Potential vs. Actual)
[]Customer
[IPartner
[]Competitor

[]Prospect
[Jinvestor

[] Previous relationship
O Ex-customer
[ Lost opportunity
O Product(s) purchased
[0 Complimentary technologies used [CRM,
ESP. ERP, CMIS, MIRM, MA)
[ Recyded count
O Lead source
[JWehsite
(] 5ponsorship
[JprprC
I:IE ' £ i .
(] online ad
] Budget defined {Monthly, Quarterty,
Anrually)
[] Timeframe (Project completion deadline)

L]
[
Ol
O

Did everyone in sales and marketing mark
the same attributes? Disouss any that don't
match and then compare to your reporting
and buyer personas you have created.

Do the demographics match your personas
and the data in your reports? i not, discuss
these with the group.
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Razlicni podatki uporabni za ocene (vedenje)

200+ Behavior Based Scores to Consider (Implicit data)

[] Online demo
[]Open
] Opened demos for
miultiple products
ClWatched
[C]'Watched multiple times
[]Watched different demos

] Live demo

] scheduled discovery call

[[JPartidpated in discovery
call

[]scheduled initial demo

[ ] Partidpated in initial demo

[]scheduled follow-up demo

[ Participated in follow-up
demo

[] Free trial
] Downdoaded
[ Participated

] Free software
] Downloaded
] Utilized post download
[]Purchased or downloaded
additional icenses
[ ]Multiple licenses being
used at one time

Vir: Marketo

] Application directory (Google
Marketplace/Appexchange)
L integrated
] Utilized post integration

[ Phone call

] Answered

[C]Call lasted more than 2+
mirvUbes

[C]Call Iasted more than 5+
mimutes

[]Call lasted more than 15+
minubes

[] called in (inbound call)

] wWidget
[ interacted with
] Downloaded
[1Hosted a free version on
their website

[] Artides
[]iewed
[]iewed multiple times
[] Clicked link inside
[] Downloaded

[] Presentations
] viewed
[]Viewed multiple times
(] Clicked link inside
] Downloaded

[ Blog posts
[ viewed

[ viewed multiple times

DCunnl-EttEd

[] Glicked link inside

(] Rated

[] Shared via social sharing
bartton

[J Pressreleases
[] viewed
[] Viewed multiple times
[] Clicked link inside
[[] Dowmnload asset promoted
inside

[0 Books/eBooks
O viewed
[ Viewed multiple times
[] Downloaded
[] Clicked link inside

] Product data sheets
[ viewsd
[] Viewsd multiple times
[] Downloaded
[] Clicked link Inside

[] Brochures
[]viewed
[ viewed multiple times
] Downloaded
[ Clicked link Inside

1 Manuals
(] viewed
] viewed multiple times
] Downboaded
[ Clicked link inside

[] Reference guides
[]viewed
[]Viewed multiple times
] Downloaded
[] Clicked link inside

[] wWorkbooks
] viewed
] viewed multiple times
] Downloaded
[ Clicked link inside

[ case studies
] viewed
] viewsd multiple times
[] Downloaded
[] Clicked link inside
[ Reached out and did
a reference with

[] Emails
[[]Opened
] Opened multiple times
[ Clicked in

[ Clicked in multiple times

(] RSS/XML feeds
[viewed
[ Subscribed
[ Subscribed to multiple

[ images
[ viewed
[JVviewed multiple times
[] Downdoaded

[ videaos
[Jviewed
[]viewed multiple times
[ ]Downloaded
[ Clicked link inside

[ Recorded webinars/
webcasts
[CJRegistered
viewed
[JViewed multiple times
[C]Downloaded
] Clicked link inside

[0 Live webinarsfwebcasts
[]Registered for
[Jviewed
[ ] Commented during
[] Asked question during
[ ]Reviewed follow-up

recording
[CJRated event
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Ocenjevanje

C

Demographic Score

Job Function = sales or account manager

Kdo sem

More than 100 employees

Activity Score

Completes form +5 . . “
A Moj ,nakupni proces

PrezentacijaPorocilo

Visits any company web or blog page +1




Primjer enostavnega ocenjevanja
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Identifying Sales-ready Leads

Most concur it's important for sales and marketing to agree on
which leads should be passed from marketing to sales and which
should stay in the nurturing gqueue. To make sure the two teams
are in agreement it often helps to create a chart, like the one below.

In the example you can see how we use demographic and behavior
soores to decide which leads will be sent to sales.

Which leads should go to sales?
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RFM primer enostavnega ocenjevanja/segmentiranja
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CustomerID | Recency (Day) Frequency (Number) Monetary (TL)

1 3 6 540
2 6 10 940
3 45 1 30
4 21 2 64

5 14 4 169
32 2 5

5 3 130
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E : : CID| Rec. | R CID | Freq. | F CID| Mon. | M CID | REM

B N Sz 1 |s 9o [ 15 |5 9 [ 2430 | 5 1 | 514

= = 5| 1 3 |5 2 [ 10 |5 12 | 1410 | 5 2 | 454

15 1 Tl 15 4 |5 2] 9 |5 8 | 950 | 5 3 [ 1m

7 | 5 |4 11 8 |4 2 | 940 [ 4 14 | 22

11| 5 |4 1 6 |4 11 | 840 | 4 5 | 333

o 2 | 6 |1 0] 5 |4 1 | 540 | 4 6 | 222
8 10| 10 |3 5 1 |3 10 | 190 | 3 7 | 433
< 5 | 14 |3 7 3 |3 5 | 169 | 3 8 | 115
) 14| 17 |3 3] 3 |3 7 | 130 |3 9 | 155
= 1 | 21 |2 14| 2 |2 1 [ e |2 10 [ 343
o 13 | 24 |2 1 2 |2 6 | 55 |2 11 | 444
o 6 | 32 |2 6 2 |2 13 | 54 |2 12 | 555
9 | 33 |1 5] 1 [1 14| 14 |1 13 | 23

3 | 45 |1 3 1 |1 15| 32 |1 14 | 321

8 | 50 |1 8 1 |1 3 | 30 |1 15 | 511




Lead nurturing
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Razvoj potencialne stranke od prospekta do zapiranja posla
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VALICON Ljubljana
Kopitarjeva 2

1000 Ljubljana

T:. +386 1 420 49 00
F: +386 1 420 49 60
info@valicon.net

Za vec informacij

info@valicon.net

VALICON Zagreb
Kninski trg 16
10000 Zagreb

T: +385 1 640 99 55
F: +385 1 640 99 56
info@valicon.net

VALICON Sarajevo
Cobanija 6

71000 Sarajevo

T:. +387 33 258 655
F. +387 33 258 656
info@valicon.net

AN IBM* COMPANY

VALICON Beograd
Kneza MiloSa 25

11000 Beograd

T: +381 11 3625 186
F: +381 11 3613 266
info@valicon.net
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