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Digital Leadgenerering:
Fa flere kunder i din B2B-
virksomhed
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Account Based Marketing
Case Study



Myself

Helena M. Johansen
Digital Branding / Sales / Marketing
18 years commercial B2B experience
IT



About the case

Company: 200 employees

Distribution: B2B Europe

Location: HQ Copenhagen
Industry: IT — software technology

Product: Insurance Software




Challenge

* Few large accounts
* Long complex buying process

* Several decision makers and
influencers
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Fishing with spears




The Solution

BUSINESS

ABM project
Pilot
Time line: 3 months




Account Based Marketing

KPIs
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ABM Objectives

1.

2.

Save time for Sales:

Create a target list of ultra-
relevant prospects

Convert min. 40 accounts to hot
leads giving sales new
opportunities

Learn ABM — tracking each stage
of sales cycle gives opportunity
for improvement through
optimization of channel and stage
process






Campaign Briefs
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Profiling

Influencer 1
CTO

Influencer 2
CFO

Influencer 3

BDM

Influencer 4

Compliance




Choose the accounts

- 20 target accounts in Sweden
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—— 58 target accounts in CEE
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Lead Scoring

Funnel Report

TLA Marketing Funnel Lead score

Compare with another time period

AN Tine

Scoring

onymous Visitors
ABM Pilot Project x  Ac ik 2018 —

Name

Profile

- Act-Omn Lists
Job Trie - irectar

cis (score Delow 20

—Leads score 20 plus)

S Contacts - ® Revenue




Essential and difficult
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Strategy

LinkedIn Content Facebook
Sharing Advertising
- as it multi channel (goes to email, - Low cost, great ad formats (and

mobile & LinkedIn) includes 4 million other publisher)



Execution - Campaign Build

Profiling and Scoring

Marketing

Content Campaign Marketing Automation System

Thought of f
leadership
e-books
BUGARCRM



CTIA o,
Execution - Campaign Flow 3 Months

March 2018: Awareness Stage April 2018: Consideration Stage May 2018: Decision Stage

Content flow

Ad Formats




Campaign Elements

Lead Gen Ad - A Proven Methodology - Informative

Idemtify and Capeure Valoe
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The Insurer’s Guide to Identifying
and Capturing Value

mioad 1his free guide 1 mapping rees
ol tone snd quastiyng rave We've

Yo downicad from
NS, provide your info beiow.

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

i

Dowricad your free guide below.

Thanks, you're all set.




Marketing Automation System

Landing Page

@ Digitalization for European Insurers Secondary (Assertive)
nding Page Report : : ‘ 7

Landing Page

@ Dightatization for Europoan Insu
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Results — Blue Business Report

Campaign performance: a very satisfactory result

wewic |01 |beliered | comments

Impressions during pericd (3
months)

Estimated number of clicks
from Facebook

Estimated number of sign-up
forms filled (Facebook,
landing pages)

Number of Likes from
LinkedIn Content Sharing

53,460

428

Blue Business estimate: 26.

Goalsetby ~ management:

40

Not defined

178,7552

331

38

350 clicks
58 named Likes
9 named comments

=105 named contacts

3 times as many impressions
for the same budget. Result:
hugely increased awareness

During the decision phase the
number of clicks were lower
than expected

@)

We recommend that
engage with these leads

BUSINESS



Results

can deliver leads to
sales without scaling up
the cost



Results

Linkedin Content
Sharing

105 named contacts

Engagement rate of 0.7%
The Shares generated

58 Likes

9 positive comments




Results

3.8% CTR

More than 9,000
Shares were done
resulting in 350
clicks

Linkedin Cantent
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The most successful

n Audience Network

A value-oriented decision-making methodology — based on years of
expenence with insurers

Step 1: Point of Departure Step 2: Quantity Potential Val

Downioad
Idontfy any gaps Your benefit Case

Carousel Ad

Clicks - 47
Impressions - 10 990
CTR-0.43%

Digitalization for European
Insurers - Assertive

40000N AUNEIS A 100AT WEN B UPAAL M
Ograze or Oie.

ATeve Losisten

Clicks - 44
Impressions - 22 216
CTR - 0.20%

Faceboak
Advertising

Innovative Insurers Report-  Innovative Insurers Report
Assertive - Informative

Interested In Insurance inovation’
from 200 EW0p2en INSUANCE exeCutives

O30 STAIRQIC INNOVATON INSHS YoM 200
European Insurance executives

Insurance Innovaton
rogree tvaugs ngtsaron

Insurance Innovation

Trene seway Hogon

Clicks - 41 Clicks - 32
Impressions - 18 970 Impressions - 16 697
CTR-0.22% CTR-0.19%
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