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Marketing is a Process

1. CAPTURE the ATTENTION of your
Target Market

2. FACILITATE the prospect’s decision
making PROCESS

3. Give your customer a specific, low-
risk, easy-to-take ACTION that
further empowers their ability to
make a good decision
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Scientific and Creative
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Rules for Modern Marketing

* Buyers Find Sellers

e Research is performed online

* Content is the attractor / different channels use different media types
e Every buyer’s journey is unique

* Thought Leadership is rewarded

* Personalized messaging is key to engagement

* Nurturing is required

 Automation is necessary

* Online Video ads are growing in popularity

* Mobile device use dominates desktop




Modern Marketing Beliefs

* The buyer must feel a need for your products or services

 Listening is the key to identifying a prospects true motives, needs,
and position in purchase process

* Authenticity and transparency is required for marketing success




What if you could...

...Know what your prospects want before they tell you?

... Allow them to self-select the information that matters

most?

...Engage them at exactly the right time, every time,
with the right message automatically?
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The Ultimate Lead Machine...

...Is a technology driven ecosystem for prospects and clients that:

e Educates, inspires and nurtures

* Provides personalized, timely information

* Guides prospects through the sales process =

* Automatically delivers the right message at the right time

* |dentifies sales-ready prospects

* Tracks and proves the ROI for every marketing tactic ;@oo 2

* Creates the optimal marketing system
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Lifecycle of a Prospect

The relationship begins when
a prospect visits your website
through:

Search
Social
 Email
Direct

@
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Identify Website Visitors

| Anonymous Prospects | | | from Everywh... | | (Q search Sorton: | Visit Time - Newest to Oldest | |

Geography 91 Results Visits Last

H H Tmnst 1 21 minutes ago
I d e nt Ify We bS Ite Kuala Lumpur, Kuala Lumpur Malaysia

ViSitO rs even befo re " Heartland Business Systems 1 33 minutes ago

' Little Chute, WI United States
they Share their : w Claro S.a. 1 an hour ago

Sao Paulo, Sao Paulo Brazil

CO nta Ct Turknet Iletisim Hizmetleri A.s 1 an hour ago

¥ United States : 45 Istanbul, Istanbul Turkey

information » United Kingdom : 6

Reliance Jio Infocomm Limited 1 2 hours ago
¥ India: 5 Kanpur, Uttar Pradesh India
» Canada : 4

Salucro Software Developm 1 2 hours ago
b Brazil @ 3 Jaipur, Rajasthan India
»  Malaysia : 3

Ip Pools 1 2 hours ago
* Philippines : 3 Hammersmith And Fulham, Greater London United Kingdom
» Germany : 2

Durabledns Inc 1 4 hours ago
* Indonesia : 2 Westerville, OH United States
» Russian Federation : 2 .

Microsoft Corp 2 5 hours ago
Show more results Chicago, IL United States
Sources St.petersburg State University Of Economics And Finance 1 6 hours ago

Sankt-peterburg, Sankt-peterburg Russian Federation
Search Terms

Page Visits K 4 1 of10 b M Rows per page: | 10 ||

Companies




Incentivize Visitors to Self Identify

Offer visitors Gated
Content or promotions in RRRRR
exchange for contact
information, email

address, phone, etc.




Monitor Behavior

Know every page your
prospect visited

Flag Important Pages to
identify prospects

Analyze email interactions

b T
DIGITAL




Score Activity

Lead Score Story for Derek Sell

v

Evaluate quality, interest
and readiness

v

Company Name Provided

First and/or Last Name Provided
Email Provided

Website Provided

Forms Completed

Email Clicks

Pages visited

Total
Score with Decay
®
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15

25
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Nurture

Continue to reach out via email

and monitor site activity W
o)
Personalize the user experience E
and messaging based on

l\l

actions, level of engagement,
and interests




Every Buyer’s Journey is Unique
78% start the buying process with a web search, 50% turn to social media for peer reviews

Events Company Website

Sales Social Email Content
Product pages
"”“'....-- Downloads
o ) eBook
. Looks at Company LinkedIn
*
R * Product Follow-Up Downloads
R Pages Email Case Study

Capture

Registers for
webinar

l@l -l|::::::::::::--

Nurture

Sales Call #1
Meeting Occurs

. m l.l.l.-.l5-@
@- ] nfers with peers Downloads

LA L I " xmoa . on LinkedIn Whitepaper
AttendS Sa|eS Ca” #1 R L R T L . LI T
Tradeshow Mesting Qccurs Tt TLLvi
Attends virtual .--""""""
Event ..--,..---"“ Downloads
Sales Call #2 Lot ' Case Study Downloads
Meeting Occurs N Whitepaper
P e . Sales Call #2 Follow-Up
Pricing pages Lt . Meeting Occurs Connects with Email
R other customers
. Sales Call #3
= " * = . . _ Becomes Customer
e, Sales Call #3 Download
LR ownloads
. Becomes Customer Subscribes to customer Datasheet
., newsletter

New customer
welcome email



Messaging Must Align with Stage
<>

* Tactics and Messaging change i \*0\“
throughout the journey (ol [ *

* Touch points are critical but difficult
with so many different channels et (L,

* Technology that allows for personalized,
automated messaging is necessary CONSIDERATION

KNOW LIKE TRUST

POST-PURCHASE

biz

DIGITA

RE-PURCHASE my ~_

L




Close the Business

When a prospect’s score
predicts that they are ready to
buy, engage directly by turning
them over to the sales team to
close
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What Works Best? (Top source of Leads)
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What Works Best? (ROI per $1 Spent)
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What are your Priorities?

o
e
Increase Website Traffic e
Increase Customer Retention |GGG
Increase Marketing ROI I
Improve Awareness or Reputation |

Increase Conversion Rate E—

Automate Marketing Processes | IIIIIEEGRGEREEGEGEGEGENGNGNGN
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Marketing Technology Fundamentals

* Website Content Management System (WordPress, Squarespace, etc.)

e Customer Relationship Management Software
(CRM — Salesforce, MS Dynamics, Sugar, Zoho, etc.)

* Marketing Automation Software (Integrated Email Automation, Behavioral Analytics,
Campaign Analytics, Social Sharing)

* Website Analytics (Google Analytics, etc.)
* Ad Management / Ad Network (Google Adwords, etc.)
* Competitive Insight Tools (SEO Rush, Spyfu, SERanking, MOZ, etc.)
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Email Marketing Web Tracking re Marketing  SMS Messaging Campaign Tracking

M B & 2 s

Form Capture Surveys Landing Pages Social Discovery Training & Support
(GoTo! WQbmar)




Relevant Stats

31% of B2B Marketers
say sales Lead Quality is the

most important metric used




Relevant Stats

80% of Marketing Automation Users
saw their number of leads increase,

and 77% say the numbers of conversions increase

% et




Relevant Stats

Nurtured leads make
47% larger purchases

than non-nurtured leads




Building the Ultimate Lead Machine
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Simon Says....

“There are only
two ways to
influence human
behavior: you can
manipulate it or
you can inspire it.
- Simon Sinek
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Questions?

KEVIN KRASON

CVO, Biznet Digital
kevink@getbiz.net
248-672-4168

Linkedin.com/in/kevinkrason




