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NURTURING

Inzicht in de behoeftes en
potentiéle waarde van je klant



Welkom!

Kjeld Piek / CEO




CLEVERCAMPUS

MAKES YOU SMARTER

Onze Missie:
Marketing verspillingen voorkomen
(tijd & €)




Wat gaan we doen?

 Watis lead nurturing?

 Wat doet lead nurturing?

* Funnel

* Buyers journey

* Hoe start ik met lead nurturing?
* Praktische voorbeelden

* Tips
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Wat is...
Lead Nurturing?
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14 2 -
Lead nurturing is een

marketingtechniek die je helpt om
leads en klanten te activeren zodat ze
dichter bij het behalen van een

specifieke doelstelling komen. ,
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“ 74% of top performing companies
use automated lead nurturing .

HubSpot
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G2 Crowd Grid® for Marketing Automation
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Automation techniques used

Email automation, e.g. welcome sequences, !
customer onboarding 64%

Basic profile-based targeting 26%

Personalization with dynamic content 23%

Broadcast timing bazed on location,
singup timer or other criteria

19%

Lead scoring 15%

Advanced segmentation 13%
Artificial intelligence to improve
message relevance
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Voordelen van Lead Nurturing?

* Door marketing automation effectiviteit van campagnes vergroten
* Besparen van tijd door automatische communicatie

e Sales laten groeien, zowel voor nieuwe als terugkerende klanten

* De sales cyclus verkorten

e De sales deal vergroten

* De kosten per lead verlagen

* De samenwerking tussen sales & marketing teams verbeteren



Wat doet...
Lead Nurturing?

CLEVERCAMPUS

sssssssssssssss






)
D
=1
2
S
or
L
>
i
|
O




s saleseen NUMBERS GAME?

...of toch niet?

& S

Right Right Right Right
Moment Time Touch Message
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A Reference for
the Rest of Us!

by Tom Hopkins

World-Renowned Sales Trainer

“(
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Voordelen van Lead Nurturing?

* Door marketing automation effectiviteit van campagnes vergroten
* Besparen van tijd door automatische communicatie

e Sales laten groeien, zowel voor nieuwe als terugkerende klanten

* De sales cyclus verkorten

e De sales deal vergroten

* De kosten per lead verlagen

* De samenwerking tussen sales & marketing teams verbeteren
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Marketing Sales
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\“é\ghts & RappOf‘tages

Landingspagina
Call/meeting planner
Content (whitepapers,
events, etc.)

E-mail marketing
Social Media
Chatbots

Blog

AN

Marketing
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v" Sales Boards
v Pipeline Value
v Tasks

85

v’ Sales Triggers punten
v" Database
v" Score model
CRM o Lead v" Historie
nurturing v' Lead Tracking
v" Automation




Database

Add to Salesforce

John Partridge
Director of Marketing, Zappos

Lifetime Value (LTV) INFO ACTIVITY
S 1 2 ,3 86 Email partridge@zappos.com First seen Coogle; “markeung software”
Phone (845) 288-7243 Locat as Vi V. US/
Engagement ocation BE Las Vegas, NV, USA
Social m IP Address 186.402.43.2
me - Age 34 Visits 5
[ g Events 23
/| Recent A
High
All Events
I IRST F REF HEN
Google Search/Visit Homepage )L Google: “lifecycle marketing” Sept 1,2010
Google
SR
New Support Ticket Homepage ( Sept 3, 2010
Zendesk
= : . . -
M Email Campaign Campaign Landing Page Email: 10 Tips to Improve your Marketing Sept 10, 2010
Email
‘ Twitter Mention one (ne Sept 11, 2010
Twitter
Installed Mobile App 0 (N Sept 12,2010
Mobile

(4
& Completed Purchase Dashboard 0 Sept 12,2010



Score model

& Lead Score Rules

estscorarges

Specify the lead score ranges you would like to highlight. :
Prioritizing leads based on score helps to make the best use | ':'1
of your time when you can only get to a limited sct of lcads l
per day. |
1 ! :
\
275 a5 N a1
Fit Rules Engagement Rules
Fit: Contact Info Engagement: General Activity

Assign points based on known lead information, such as address, phone number, and email. Assign points for forms, pages, campaigns, emails and media.

Add S if a Company Name is provided. Add 15 if a form is completed



Life of the lead

Bryan e A

00

Addead 2.3 months ago

Crvarview Life of the Lead 300 Memberships A0

Timeline

2006 B OB B OB R R B OB R RN R B B RN 26
Qe ) o o0 Q0000 —0—-0—

Mothing Selected

Please select an event on the timeline to learn more about them,



Actions Seftings Perfarmance History

Automation

3

Enrollment triggers:

Fre: £EnEBET property Last contsctod & unknawn.
AND
hix contact prapemy Lead seatis b oqual to New.

)

Iifthen bramch:

ety HubSpot cwner i unirawn.

NO YES

© o

Create 2 task Raotate leads between 2 owners

o o

Delay the next action for
Zdays

0 contacts

@

H/then branch:
The cantact property Lead stabus (s equal ta In

Progress.

© ©

Create a task Create a task



Automation
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Sales Boards
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““71% van de leads worden nooit
opgevolgd. ,,

Harvard Business Review
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Big Brother is watching you

(in a totally benevolent and helpful way)

' CLEVERCAMPUS



Tasks & Slimme Triggers

Leads owned by: All Activities: AV Ty,

11! Flagh Sale: Widgets 50% Off a
[ January 14, 2019 2:5%pm

Flash Sale: Widgets 50% Off
January 14,2019 2:33pm

7
v
o |
1
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m Start Your Free Trial a

January 14,2019 2:28pm

B e by o e Brmn !
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Buyers Journey
& Funnel techniek




LEAD NURTURING FUNNEL

o ™
d A ’ AL

Boost your content by segment: to
target buyer personas. W
send them an emall in less than 24 howrs.

BUYER STAGE:

A

Key Metrics:

8 \fiews
en leads download ® \fisitors

- a Inbound Links

BUYER STAGE: s

L REI=IAL=IA
Enlighten and delight your lsads with more, free Key Metrics:
educational content aboul thesr problem or need ® Click through rates
e They will gather information 10 make a decision ®m Conversion rates
~owersnc: DECIDER
Investigate your i=ad s situation with a traditonal Key Metrics:
sales call. Ex: “I| noticed you downloaded this & Quality conversations

whitepaper. Do you have any more questions? ® Interest in product

BUYER STAGE:

Transform your leads into devoted customars by following Key Metrics:
up over the courss of aweek amonth, ora year Continue " Feedback engagmn'
o implemeant both marketing emasis and sales calls ® Survey responses

BUYER STAGE:

Continue to engage your customers wilh product offerings ang Key Metrics:
newsletters, Lead nununng shouldn't stop after a iead dbecomes ® Referrals
a customer. Keep them happy and they could refer you business ® Social support

I . F  F . Yy __9 __Swrr>-_
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Buyers Journey
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Loyale klant

...richt zich op de loyaliteit
van bestaande klanten

Q Customer Journey

Buyers Journey

...richt zich op het converteren
van een lead naar een klant
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One-to-Many SEO/SEA
Social Media
Content

Marketing
\

Consideration Whitepaper Leadnurturing
Webinar
Leaflet

One-to-One Demo Sales

Stappenplan acceleration
Gesprek

One-to-One ?7 Nieuwsbrief Marketing
Events automation
Brainstorm



Digital (i.e. Online) Offline

Awareness # Social media exposure + Traditional print, radio, tv, and mail
* Search engine interactions advertising
» Display and banner ads » Store locations
» Directory Listings « Community involvement
* Email Marketing * Direct sales
* Blogs
* Video
* SMS promotions
» Mobile Apps

o Affiliate Marketing
» Loyalty Programs

Consideration = Website Content & landing page interactions (e.g. # |n-store advertising

chats, etc.) * |n-store events
* Webinars + Word-of-mouth
* Free trials

» Product/service demos
* Reviews & Testimonials
* Q&A sessions

* Discounts

# Digital in-store displays
* Influencer Marketing

* Geo-targeting

Purchase # \Website (account creation) + 5taff engagement
* Website (online checkout interactions incl. upsell /= Showroom design
cross-sell)

e Billing

» Reviews & Testimonials
» Discounts
¢ Electronic Payment options

Experience * Automated fulfillment » Order fulfillment
® Delivery and shipment tracking » Packaging
» Automated returns handling = Customer Service / Support
* Online help center = Returns

* Support Content {e.g. FAQs, How-to-guides)

* Support Tools (e.g. reminder tools for medication
adherence)

* Email follow-ups

» Social media interactions

Loyalty » Mewsletters * Thank-you cards
* Social media/email interactions + Invitations to private events
» Loyalty program
* Personalized rewards



Marketing qualified leads omzetten naar sales qualified leads

£

O { 4 ®

Marketing Qualified
Lead

|

Prospect/bezoeker

Sales Qualified Lead

Deze lead owner

Benadering Inzet trigger welke Men laat gegevens Herkenning van koppelt de leads
met relevante aansluit op de juiste achter op de websitebezoekers. aan zijn pipeline
content via fase in het proces: landingspagina. We Verhogen van scoring in het sales
bijvoorbeeld whitepaper- video — zetten anonieme door het scorings proces, om
LinkedIn webinar — blog — personen om naar model en koppelen vervolgens

case studies bezoekers aan een lead owner gericht aan de

slag te gaan met
sales
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HANS BOODT.

MANNEGQUINS

* Email Campaigns
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Clever Tender op basis van
bezoekersgedrag...
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Zorg voor
persoonlijke en

Hello SOﬂy relevante content
Let's optimize digita 2xperiences
for your customers.

Optimizely makes it easy to test The benefits of personalised
and mobile app.
content are clear...

o @ @ . .
! Leads who a 61% of consumers feel 82% of prospects say 78% o f umers belie
Your visitors are leaving Sendl . bt s pwd 2
- p d Zo%nc ase mp ythtdlw: thl ndustry is more stm ntenta
SIgnals ok l opportunitie ustom content, and valuable. t ted bu Id g

are morelikely to buy good relationships.

Vistted Homepage '}




@ptimizely

Hello, Adidas!
Let's optimize digital experiences =
for your athletes. Py

Optimizely makes it easy to test and personalize your website
and mobile app.

LEARN MORE TEST IT OUT




- -
w Solutions Customers Partners Plans Resources Careers

Still awake?
Let's optimize digital experlences
for your customers.

Optimizely makes it easy to test and personalize your website
and mobile app.

LEARN MORE TEST IT OUT

Deliver your best experience Joseph can help you take

action on your customer
data.

Get the most vaiue from your digital
experiences: Contact Joseph




Sympathie verkoop
het beste!

Bewezen is dat dat mensen in
typische aankoopfase minder
gevoelig zijn voor
beinvloedingsmethodes van
sales mensen. Stel je
servicegericht en vriendelijk
op, dat werkt het beste.

/////

e
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Maak alles AVG Proof
en werk met opt-ins




G(EXDFIND”O Meet our Family Amazing Results Features Pricing Blog LOGIN

I'm so happy that

Your LinkedIn is more o
iImportant than ever

Choose your LinkedIn Automation tool wisely,

connect with your leads with the world’s safest —
software for Linkedln Automation Py

Linkedln Automation
voor B2B biedt kansen

CLEVERCAMPUS
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CRO TOOLS

NAVO

Visual Website Optimizer

hotjar

-|-' Optimize

MARKETING
AUTOMATION DATA DASHBOARDS

i Datatrics
selligente2 & ml) Power BI
‘¢ SharpSpring = Squeezely
% Google
@» Data Studio
Canopy Deploy B Leadinfo
marketing cloud MY FORENSICS Kllpfﬂlloj

Praktisch Tool overzicht

MEDIA

‘'~

Online & Offline

f0Liquid media

Google

Partners




- Zljn er nog
vragen?

-

-
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Consumer Gedrag Eco Systeem ...

Wat is het exacte gedrag dat je wilt bereiken en
wanneer?

Hoe automatisch is de aankoop ? Bewust of
onbewust?

Hoe wordt het gedrag psychologisch bepaald
voor dit type producten en diensten dan wel

e non-profit doelen?
Barriéres en

text
. W : Welke invioed heeft de sociale omgeving?

barriéres per fase

* Wat s de context

Welke rol heeft de cultuur op dit soort
producten en diensten dan wel non-profit
doelen?

Welke invlioed hebben externe factoren op het
gedrag?

Is er ook echt gelegenheid om het gedrag uit te
voeren?

CLEVERCAMPUS
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LEAD NURTURING AND $CORING

HOW TO DESIGN LEAD NURTURING, SCORING & DRIP EMAIL CAMPAIGNS | by MyK Poro| @reyxys
e

CUSTOMER [V 1 2 3 7 5

§ V(SITOR PROSPECT . '
LIFECVCLE its sit R I ACTIVATED CUSTOMER ACTIVE CUSTOMER LOYAL
VARG S G expressed interest, ST -\ — e
lhow customers GPP\'Cat‘O“ Sign vp, download value is delivered [P/ reju!orl\/ uses product CUSTOMER
Gy experlenein 3 level of L8 ¢ r’ead/\eol receives vValve ' re
o product CO'\rVi"S'OV\ activat jon fevess buys
ate rate renewal et pals
churn rate % NPS

PRODUCT
ENGAGE MENT

mhracf'on Wi
a product

AU
J

ORE

LERAD
SCORING

rioritize leads,
improve close
rate, decrease the
sales cycle

PROFILE NON- PRODUCT

ENGAGEMENT

download white
paper, check

oriCing , webinar

»Emmms

Scokms
ALGORITHMS 4 SCORE -

Drip emails drive
more ev\ﬂoﬂemen

target
\'obabl‘ ‘*\/ *0
close 10- 15%

NEVE MAYBE ii""
DRlP ﬁ, ?\\r & ‘: \ Iun-fmushea{ lV\GkJS'eﬂer’\ “ 'mg;\’j( "e"‘)g\
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CONTACT

Mary interacts wath your websde
(€.0., downicad a white paper),

Mary automatically enter
a nurtunng track (emais,
voicemails) based on he
unNique interactions.

Other prospects enter
your funnel and are
tracked and nurtured
n the same way. Your . ANALYZE
SalOS reps only
engage when a
critical event occurs

All prospect data is fully
analyzed, acted on, reported
{0 reps and management
and integrated INto your
CRM system for pipeline
metncs and new

We send the ass i campaign profiles

sales rep an immediate
email alert that Mary is at
her desk watching your
video--great time for a call.
Mary becomes a qualified
prospect.

Mary enjoys her contact
and on the third emad,
cicks through 10 gownk
another offer.

REFINE

Mary's interactions flip
ingGers whiCh place her

. 2 and on different nurtunng
WO GIMAES and One tracks specific to her interests.
voicemall into the new

track, Mary ciicks through
to watch a video.

ENGAGE
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10 LEAD
NURTURING TACTICS

Fully understand your target customer

Outline your target customer’s path
to purchase.

B Create a customer database.

D Score each lead.

Create targeted content for each phase
of the buyer’s journey.

B Launch automated marketing campaigns.

D Think outside of the inbox.
Draw prospects back with high-quality
content.

B Reach audiences using paid search.

@ Leverage retargeting ads.



A Long, Hard Slog

The New B2B Buying Journey

lllustrative B2B Buying Journey Exploration of
Integration With Purchasing Rules
Bold is indicative of always-on _ Existing System Overrule Group Decision
IS i = Contact With a
validation™ and “consensus Former Colleague
creation” activities. CEO ~L Buying Group Buddet LecslEls
Turnover Feasibility Turnover s gt 9 g
End-User Review u
Executive “— Inpat € Capital
Presentation Web Procurement %’2’;:
and Questions Ag:cr’fféd Search Flag End-U
Web Trends Report Supplier  gocial Media Input
Search Reviewed stst'te Conversation
ISt
A
Problem Solution Requirements ol Supplier Purchase
Identification Exploration Building Selection Decision
White Paper Supplier RFP Buyin
[)olwnlo.ap:j2 Website RFP Response Live Supplier Griu:
Web Visit Creation  comoarison Demos Debate
Independent Overwhelming Search Online
RO""”eh Information About l Content Supplier’s More
esearc the Problem Peer sh.'“ Buymg Guide |llf0ﬂﬂ.ﬂ0n Sor:;arta::
Web Misalignment Group Discussions Download Needed From Repquure d
Search — on Problem Diagnostic e Online Virtual Sales Reps
Deployment Demo ness
Discussion Case Data
l U i Discussion
Misalignment Buying navailable With Customer
on Solution Consultant Expert ‘N References
White Paper Scope Discussion Consultation Customer
Download Testimonial
Videos Review
Overwhelming Deconflicting Buying Group
Information About Information Group -—>» Disagreementon
the Solution Within Buying Debates Requirements

Group
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Lead Nurturing

Is Important To Your Business

¥

cfforts, but don't forgot about one of the most Important staps In tho

Procoss: lead nurture. Build trust, loyalty, and a relationship with your
l0ads to pave the way towards an easy sale

THE LEAD NUR ING PROCESS

The Handshake

Goal:
Ateract and convert a casual visitor to an Interested Jeait

Ho.
The frs point o contact
“ betmeen youand s ptentia!

2 Conversation
w— Coal:

ip, intarm,

- Mows

s Dellver cantent to your prospects, re-engage them on different
. platforms and build 2 foundation of tayalty 2nd trust.

Lets gasto
Ko Each
SErer

79%
70w of marketing

3 Contact
Goals
Convert sl I a litimate prospect.

Hour
5 you bulld content that resonsies with your Iead, they may dircctly

—
S Faach out 1o you for mors information specifc o thair nasds. Offer

and wven a proposal
Interested lead Into 3 true business prospect.

9 cualification

».m our expertise and usefulness speciic to
o392kt pein points and comvert them ko a customer,

they want snd nécd from you and how can you

T Yook comon piovs 2 bigrals Sapins o Yoo

elationship wil progress. a3 weil &3 now your business.
2o

50%
S0 of s
are qualifed
Bt yet

stomer elatonshipthat
e e et i etidi

ni||m

Ho
Wit 5o e, e prospact convrts into clent,
Now you must deliver on your aramise and continue
to buld Jaysity and confidence 5o your customer never
ChDses 10 star 4 5 milar relationship elsawhers,

Other prospects enter
your funnel and are
tracked and nurtured
in the same way. Your

sales reps only
engage when a
critical event occurs.

We send the associals
sales rep an immediat
email alert that Mary is
her Gesk watching you
video--great time for
Mary becomes a qual
prospect.



SharpSpring; marketingautomation en CRM gericht op de buyer’s journey

Wat staat er centraal in de buyer’s journey:

producten/diensten zien in verschillende stadia van het aankoop/keuzeproces.

. Laat een bezoeker via verschillende interacties de juiste informatie en
Denk hierbij aan whitepapers — video’s — infographics — blogs etc.

Het is de kunst om niet direct een product of dienst aan te bieden aan je klant, maar ze eerst
kennis te laten maken met je bedrijf.
. Dit kan middels relevante content welke aansluit op een specifieke doelgroep in een bepaalde

fase van de buyers journey. Naarmate ze je beter leren kennen, zijn ze eerder geneigd
om een dienst af te nemen of product aan te schaffen.

ATTRACT CONVERT CLOSE DELIGHT

SharpSpring bevat alle mogelijkheden om dit proces te implementeren en te monitoren.



