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|dentifikacija prodajnih segmentov

e Zunanji viri/baze - slaba segmentacijska osnova

* Segmentacija obstojecih kupcev - samo za cross/up sell
Posiljamo posto
Angaziramo klicne centre

Odgovarjamo na povprasevanja
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Naredimo SM
Vlagamo v generiranje obiska

Pogledamo GA ali CMS podatke
» Koliko
. 0Od kje

e Bounce rate (stopnja zavrnitve)
Zelo napredni: Posljite povprasevanje
Konverzije redke, splosne, neprodajne

Ustvarjamo prodajne sledi (lead generation), vendar:
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Prodaja vs marketing

o razlicni cilji

o razli¢ni budzeti

Marketing skrbi za splet, prodaja za prodajo
Nezavedanje priloznosti

Percepcija spleta

>> promocija

. WHO IS RIGHT?
W i 0
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Obilje podatkov
Visoka vpletenost

Nizki stroski
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In today’s world where buyers are
with sales until much
. there are at least three areas where

becomes a business

e The of a sales-ready lead derived from co-defined

lead scoring values

e The appropriate of customer communication, associated

cues and optimal timing

e The lead and history that is most interesting and valuable

to sales, especially for recycled leads
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* Lead generation
» Lead scoring

e Lead nurturing
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Lead nurturing
Proces grajenja odnosov s kvalificiranimi*
potenciali, ne glede na to, kdaj bodo kupili, z namenom,

da bodo kupili pri nas, ko bodo pripravljeni kupiti

ocena verjetnosti ali stopnje pripravljenosti
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Lead scoring

Ugotavljanje stopnje prodajne pripravljenosti prodajnih

sledi z ustrezno metodologijo
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B2B

B2C

- ViSja vrednost

- Daljsi nakupni cikel

- Slabsa informiranost

- Avtomobilska industrija

- Financna industrija (banke, zavarovalnice...)
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<25% of New Leads are Sales-Ready

Who is sales
ready?

Who needs
further
nurturing?

Who should be
disqualified?

© 2011 Marketo, Inc.

25%

50%

25%

% Leads
Considered
Sales-Ready

(N = 330}

% Leads Requiring
Further Nurturing
(N = 390)

% Leads
Disqualified
(N = 405)

Typical Lead Quality, Among All Leads
Generated By Respondent Companies

.I’"

Marketo

B0% +

70-79%
60-69%
50-59%
40.49%
30-39%
20-29%
10-19%

Mean Aveérage

= 26% of leads

Mean Average

50% of leads

Mean
Average =
25% of leads

0 5

Source: RainToday
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e 50% vecC ustreznih PS
o 33% nizji stroski na PS
e ZmanjSanje ignoriranih PS (80% na 25%)

* |zboljsanje razmerja zakljucenih vs generiranih
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e Ugotovitev pripraviljenosti
* Pridobitev dovoljenja za komunikacijo
e Ugotovitev preferenc (segmentacija)

* DolocCitev vsebine za negovanje -
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Za nizje stopnje prodajne pripraviljenosti
- ugotovitev vloge v nakupu
- ugotovitev nakupne stopnje

- dolocCitev vsebine -

— I I YOU'RE SUPPOSED
te m p I ranJ e TO BE MAN'S BEST FRIEMD,
BUT YOU NEVER CALL AND

¥YOU NEVER WRITE |

=

i, \;-,“‘

GHY = 1 1 =
3 I'\V i’ll N

Dr:Lﬂl§t‘\}c‘zalrr;éfll<etlngSlavenl]e v ~




Thought Leadership is exploiting your unigue position in your
markets to generate on issues your

customers and prospects care most about.

Content Marketing is turning your insight and advice into

campaigns that change people’s minds and incite action.

Doug Kessler, creative director at Velocity Partners and author of

The B2B ContentMarketing Workbook
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« 82% potencialnih kupcev vidi vecjo vrednost v vsebini,

Ki se tice njihove dejavnosti

* 67% meni enako za vsebino, ki se tice njihove vloge v
podjetju
e 49% za vsebino, prilagojeno velikosti podjetja

o 29% za geografsko specifiko

Vir: Marketing Sherpa
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* BoljsSa kvaliteta sledi
e VecCjl uCinek
* Krajsanje prodajnih ciklov

« Vigji ROI
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« Ustreznost (si jJih zelimo za kupce)
* Interes (ali jih mi zanimamo)
o Eksplicitne info (kaj nam povedo)

 Implicitne (kaj lahko ugotovimo sami)
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Kaj nam povedo sami Kaj ugotovimo
(eksplicitne info)

Ustreznost Demografkse Kvaliteta podatkov
(ali nas zanimajo) Podjetniske Vrsta email naslova
BANT (osebni, corp)
Kaj nam pove IP

Interes BANT Latentno obnasanje

(ali jih zanimamo) Budget (engagement)
Authority Aktivno obnasanje
Need (nakupna pripravljenost)
Timing

Drugtvo za market] ng Slovenle




Explicit Information - Examples

Firmographics

Demographics

* VP or Director +5

* |ntern/Student/Consultant -10
* Marketing or Sales role +5

* Other+0

| BANT |

* Budget

* Authority

* Need

* Timing: <3 months: +15

#Marketo

.l"
Marketo

Healthcare, Manufacturing,
Finance, Technology +5

Other Target Industries +1

<S10M: +0
S10M-S500M: +5
S500M: +10

CRM System = Salesforce +10
Company Name “Self” -10
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Behavioral Scoring: Examples

Latent Behaviors
(Engagement)

All Names

Engagec Early stage content +3
Attend webinar: +5

- Visit any webpage / blog : +1
Recycled Visit careers pages: -10

Active Behaviors
(Buying Intent) ]

Pricing pages:

* +10regular, +15 detailed
Watch demos:

* +5 overview, +10 detailed
Mid-stage content +8
Late-stage content +12
Searches for “Marketo” +8

© 2011 Marketo, Inc. Page 16




 DoloCcimo kriterije za merjenje pripravljenosti
e Bolj poglobljeno spremljamo obnasanje
e Definiramo vzorce

* DoloCimo scenarije

» Kdo, kaksno vsebino, kdaj, prehod v zakljucek

e Pripravimo vsebino
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o Definitive guide to lead scoring, Marketo group,

2011

« Definitive guide to lead nurturing, Marketo

group, 2010

« Marketingsherpa.com
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Spremljajte aktualno dogajanje
na podrocju digitalnega marketinga
s Soncnim zarkom!




