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+ Setting B2B Goals
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+ Effective B2B Lead Generation Tactics
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Marketing Qualified Lead

Sales Accepted Lead

Opportunity




Problem #1 — Prospect Research

5/%

of the way towards
making a decision
before reaching out
to a potential vendor
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Problem #2 — Buyers Journey
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Problem #3 - Engagement

Engagement
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0 Inquiry
Best-in-class organizations m Outbound | The y
distinguish inquiries that Route-Around

come from inbound and Some leads should be

outbound sources. Automation Qualified Leads (AQLs) roured.to sales g
Routing leads around

Marketing Qualification qualification functions
o Teleprospecting Accepted Leads (TALS) ensures sales can get
The second phase of the waterfall to them fast.
shows the work that needs to be done Teleprospecting Qualified Teleprospecting Generated
to get leads ready for sales. Leads (TQLs) Leads (TGLs)
Sales Qualification
AQL represents the critical e
system-generated qualification stage. Sales Generated Leads Sales Accepted Leads <_/ The third phase adds leads
that are generated by sales
of demand. or partners, making for a
Sales Qualified Leads (SOQLS)
TQL indicates a prospect ready for — complete demand waterfall

TAL calls out the first key handoff
sales attention.
The Close o

“small-net fishing”and cold calling. Our final phase shows the ultimate

result of opportunities from all three
primary sources.
Source: Sirius Decisions

v NV

@ Marketing-led activities @ Scamless handoff @ Teleprospecting function @ Direct sales or channel resource
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4 \Ways to Increase B2B Sales

+ Engage more prospects
+ Get faster at identifying qualified leads
+ Increase close ratio

+ Leverage and keep existing customers
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Demand Funnel Benchmarks

Inquiries
Average response to a campaign

Marketing Qualified Leads (MQLs) 4% to 8%
Percent of inquires that meet
minimum criteria

Sales Accepted Leads (SALs) 45% to 75%
MQL that gets accepted by sales

Sales Qualified Leads (SQLs) = .
Lead that progresses to opportunity 50 /° to 60 /0
in pipeline

Sales Closes 20% to 30%

Opportunity that converts to
closed-won from SOL
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Demand Funnel Benchmarks
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How Many Prospects?

g

ROGER WEST

CREATIVE & CODE

Sales Lead Calculator

Questions to Answer: Your Answers Go Here:
What is your company's gross sales revenue target for the fiscal year? $50,000,000
What percentage of your sales should come from marketing leads? 50%
What is your average sale size? $100,000
What percentage of sales opportunities will your company win? 25%
What percentage of your marketing responses (inquiries) will become 2.0%
qualified?
What response rate do you expect? 1.0%
What is your Marketing lead generation budget as a % of sales? 12.0%
How many salespeople will be following up the qualified marketing leads? 4
Your results:
Revenue needed from marketing leads this fiscal year: $25,000,000
New customers needed this fiscal year: 250
Qualified leads needed: 1,000
Inquiries needed: 25,000
Contacts by marketing needed: 2,500,000
Contacts by marketing per quarter needed: 625,000
Contacts by marketing per month needed: 208,333
Total marketing lead generation budget: $6,000,000
expected cost per marketing contact (touch): $2.40
Average cost-per-inquiry: $240
Average cost-per-qualified-lead: $6,000
Average cost-per-sale: $24,000
Inquiries needed per salesperson this fiscal year: 6,250
Qualified leads needed per salesperson this fiscal year: 250
Qualified leads needed per salesperson per month: 20.8
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Who Do We Target?

+ Those similar to recent/existing/profitable customers
+ Those who recently inquired

+ Those currently visiting your site

+ Those actively searching on the web

+ Those already in your database

+ Create Personas

— End User
— Decision-Maker
— Financial Authority
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Contact Data

+ Not all data companies are equal
+ Data.com (crowd-sourced)

+ Social123 (LinkedIn)

+ Builtwith, Datanyze (Technology)

+ Others: OMI, Exchange Leads.io, Zoominfo,
Netprospex, Hoovers/DNB, PiP| etc.
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Content & Messaging

+ Map your content to the buyer journey
+ Different content for each stage and persona
+ Focus on buyers’ pain points

+ Don't assume where a prospect is in the buyer journey
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Learn
| think | have a problem

Solve
How do | solve that problem

Compare
Am | solving the problem right

B2B Buyer Journey

Purchase
Help me make a purchase

Loyalty
Show me you appreciate
me as a customer
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Create a Content Machine
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Content Formula

Personas Buying Stages FAQs Content Needed
1. Learn 1. What?

1. End User 2. Solve 2. Why?

2. Decision-Maker X 3. Compare X 3. How? — 75

3. Financial-Authority 4. Purchase 4. Who?
5. Loyalty 5. What's next?
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Content Map

+ Internal Communications
+ Customers

+ Influencers

+ Distribution/Partners

+ Prospects
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Inbound vs. Outbound Marketing
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Plan Your Marketing Mix to Hit Your Goals

F\Eé
0
e

Most effective B2B lead gen tactics include
a combo of inbound and outbound:

Email

PPC o
o |

Remarketing .

Video

Marketing Automation/Lead Nurturing
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Number One Outbound Tactic: Email Marketing

+ Significant return on investment
— Every $1 spent on email offers a return of $44
— Email marketing has an ROl of 4,300%

+ Consistently outperforms other tactics

— 61% of marketers say email is the most effective tactic
— Email marketing works 40X better than Facebook & Twitter

Sources: Exact Target, Direct Marketing Association, Ascend2, McKinsey
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How to Get Results with Email

Watson Health EXECUTIVE WEBINAR SERIES
+ Messaging Get paid for the new
i Chronic Care
Management Code

— Provide a valuable offer with a strong call to action

— Craft a compelling subject line

PACC |2015

PHYTEL ANNUAL CLIENT CONFERENCE
& EXECUTIVE FORUM

. . . . REGISTER NOW
— Deliver content in digestible chunks — short sentences, bullets and numbers, etc.

+ Performance

Join us on Thursday, February 26 from 12pm - 1pm ET.

—  Know the rules to protect your IP

Through the medical home model, practices seek to improve the quality, effectiveness, and

Register for PACC 2015 by March 31st and

efficiency of the care they deliver while responding to each patient’s unique needs and

PACC (Phytd Anfiual Glient Conferencs) 2015 will 6 November preferences. Leveraging embedded practice coaches in the medical home is transforming
+  Warm up your IP address 16 Fort Worth, Texas. PACC s & chent-oniy eduoations and st

patient care at the point of care
laam ways 1o optimiza your aurrant invaalrmant and showeaas h

+ S en d toave rl ﬁ ed | \ St (re move h a fd an d S O]Ct b ounce S) Sgnifioant caautely dnbmvn:nginnwwve Spulorisinpopytio Hear from Jonathan A. Swartz, MD, Primary Care Regional Medical Director, and Dupe
ARREELS T T i T S Ajayi, PCMH Change Coach at i Medical Group, who will

describe the pivotal role of practice coaching at Montefiore Medical Group. They will

— Use responsive templates (mobile-friendly)

discuss how embedded coaches support quality improvement efforts and demonstrate the

effects of practice coaching on the organization’s overall PCMH transformation results.

- A/Btest everything you can (subject lines, offers, timing, etc.) tibcbtatihinterlidiosi e

~ Incorporate a healthy mix of HTML and Plain Text emails iy siniening

the new Chronic Care Mz T Dupe Ajayi
. . . o Swartz, MD PCMH Change
- Use fast-loading, engaging graphics and alt tags Py e Management Gosch
Director Medical Group

+ Follow Up

By attending this webinar, you will learn:

- Resend to non-opens (40-60% increase in conversions)
« Applicable strategies to lead and drive practice transformation in an organization.

_ Utmze a too| to ‘[rack engagement and behav|or (ESP or MA) - More on training and role of embedded coaches within a multisite healthcare system.

* How to illustrate the effect of coaching on primary care practice transformation.

CUENT NEWS
— REGISTER NOW

Helping Value-based Care Delivery
Pay for Itself -
: Manage heis pryacen
7 statls

— Provide a follow-up message to engaged recipients
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The Value of PPC Advertising

+ Spend money on a sure thing — Clicks!

+ Prospects are actively looking for your products and services

— Google’s network reaches 90% of users worldwide
— Effective channel for driving traffic to your web pages

+ People take immediate action
— 70% of mobile searchers will call a business directly from results

Sources: Comscore, Hubspot, Google, Wordstream
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\\Well(n;ﬁgg

DISCOVER THE

BENEFITS
OF WELLCARE

Medicare Advantage Plans

ABOUT WELLCARE = ELIGIBILTY ' FAQ = ENROLL NOW

Learn about Medicare Advantage Plan.

L (877)841-6072TTY 711

Complete the form below &
download your FREE Kit

required fields
* First Name:

How to Get Results
with PPC

+ Messaging

+ Offer + CTA

+ Localization

+ Countdown timer
+ Mobile click to call
+ Landing Page

+ Minify jQuery, JavaScript, and other files
+ Fast loading images and graphics

+ TEST!I TEST! TEST!
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The Value of Remarketing

+ Free branding — Inexpensive clicks
+ Impressions are pre-qualified

+ Results are proven
— Retargeted customers are 3X more likely to click on your ad
— Retargeted customers are 4X more likely to convert than new customers
— Retargeting can boost ad response by 400%
— 46% of marketers believe retargeting is the most underused tactic

Sources: Search Engine People, CMO.com, eConsultancy
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Watson Health

How to Get Results with Retargeting How to

Improve
Patient
Outreach

Create engaging ads

And 8 Other Ways

728 x 90 (Leaderboard) & 120 x 600 (Skyscraper) to Drive Revenue
- Messaging:
+ Branded Design

+ Short & Sweet Copy

+ CTA Button
Watson Health

Target your ads
— Page Visited, Location, Gender, etc.
— Exclude Bounces
— Retarget Your Opt-in Email Lists

How to Improve
Patient Outreach

And 8 Other Ways to Drive Revenue

Place code on landing page BEFORE campaign
runs

Track Conversions .
TEST! TEST! TEST! How to Improve Patient Outreach

And 8 Other Ways to Drive Revenue
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The Value of Video

+ Powerful inbound strategy
— Pages w/video are 53x more likely to be on page 1 results
— Double search traffic with a video thumbnail in search results

+ Increased conversions & engagement

— 70% of marketers say video converts better than any other medium
— Customers are 85% more likely to buy after watching video
— When video is included in an email, CTR increased by 200-300%.

Sources: Video Rascal, QuickSprout, Forrester, Marketing Profs, 1Q Visibility
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How to Get Results with Video

+ Quality Matters
+ Video Landing Pages

— Own your own content
— Optimize for search e ,. secseom =
— Focus on conversion

+ Video Ads
— First 5 seconds count the most
— At least 30 seconds long
— Not more than 90 seconds — max
— Dirive to the landing page

How Phytel Helps Manage Population Health

+ Duplicate into Shareable Content e
— Cutinto shorter clips — e —— in
— Share still images
— Make a meme

— Transform audio into a podcast i

ROGER WEST
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The Value of Marketing Automation

+ Warm-up cold leads and make sales happy
— Marketing automation provides a 451% increase in qualified leads
— Lead nurturing = 50% more sales-ready leads at 33% lower cost
— 78% of marketers cite marketing automation for improving revenue
— Increase B2B sales-pipeline contribution by 10%

+ Send more targeted messages
— Triggered emails average 70.5% higher ORs and 152% higher CTRs

+ Track activity and behavior

— Lead Tracking — Tracks prospect activity
— Lead Scoring — Based on behavior/interest
— Sales Notification and Reminders

+ Low cost options available

Sources: The Annuitas Group, Epsilon Email Institute, Gleanster, The Lenskold Group
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How to Get Results from Marketing Automation

+ Assign a dedicated manager
— Just because it's automated, doesn’t mean it runs itself

+ Data health is key
— (lean your data before import
— Think about data governance
— Set up forms to capture and track key data

+ Progressive forms
+ Hidden form data

— Constantly revisit and clean your data

+ Consult your sales team (in the beginning, and along the way)

— How should we score behavior?
— What defines a Marketing Qualified Lead?

+ Focus on the cookie

— Complete aform
— Click on an email link
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Prospect Online Activity

(L X 0@
A Showlng Contacts, Quaified Leods, Unqualiied Leads, Opportunity Contacts from

Garth Algar ° m € Al Active Compolgrs
ot Crucial Tount Band =

Added 4 months a30
Unigun Totad Cont Working Toeal Saley + OV Totad
Overview Ufeofthelead 193 Memberships 39 Lead Score 225 Tracking Devices 2 443 Leads 50-8 Per Leas 2820“,. 61».-. 5838.436,.% 536()@.:,
Asvip]
o CE o == \
ot Contacts & Leads
4, GarthAlgar
B Wayne's Sidekick o) -
4 0o
Contact Information ( ) . ' . 15900

L
Garth@waynesworkd.org

Here are the top web leads we pulled together from yesterday. 1000 Overview Lifeofthelead 25 Memberships 46 Lead Score 6 T
. (352)783-2020
@ |
) -
G Bomemmeit LEADS Timeline
8 Faxnot provided °
. Norm Peterson Siuatad 10 pchi ago
— Last on Sat, Aug 22nd at 5:42 pm
1 ‘ 3525554554 norm@comedyrelief.com
Web: comedyrelief.com
0=-0=0=0=0=0-=0=-0=0=0 =0=0-=0==0=0=—=0=0=0=0==0=0=(
10/20
Cliff Clavin et o
2 Last on Sat, Aug 22nd at 9:04 am cont Page View(s)  SPI7] Email was Opened
S Apbartopeonsult.com SharpSpring The email A2 IM October invite final was opened.
Web: bartopconsultant.com Lead Score
Initially sent on October 20th,
Sam Malone 7 Recent Page View(s)
3 Time Spent: 21 minutes 1865
Last on Sat, Aug 22nd at 4:05 pm
sam@hotmail.com SharpSpring

Lead Score
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Example of Lead Nurturing

g

Welcome
Campaign

Welcome new
subscribers

Introduce
brand

Reiterate
subscription
benefits

Spell out
next steps

Opt-in to
something
else

ROGER WEST
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Education
Campaign

Get them ready
to talk to sales

Engage to
further profile
prospect

Educate
about value
proposition

Why Us
Campaign

Overlay your
solution on top
of their need

Differentiate
your brand

Reiterate value
proposition

Include
relevant
case studies &
testimonials

New Customer
Campaign

Accelerate
Campaign

Remove Welcome new
roadblocks customers

Provide Thank them

decision .
iools |dentify
next steps

Customer
Retention
Campaign

Retain and
develop

Reiterate
purchase/
relationship
benefit

Seek
feedback

Tips/tricks to
get most out
of product
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Reporting

# Content ~ 7/ Automation ~ O Contacts ~ ~ Sales ~ &3 VisitoriD

Campaigns - < $A SharpSpring ~ , 35 X

& 1,691 $2.29%% 3465 1535%  $1,219,00355  $3,8738% AMPAIGHS

ALL CAMPAIGNS
Campaign Reports
Q Y al
Contacts & Leads
ALLREPORTS —
wbl New report 750 693 B Unassigned
(il Inbound&Outbound; B Ascend2
: B Google Search
AN Full Lead Pictire 500 B aindeterminate Source
I inbound

B8 Google Adwords

B > Added to Existing Campaign
W Outbound

—_— @ SMTP Dedicated List

Oct Nov 19V

473

—

{

Jul

Campaign Breakdown Campaign Totals

Contacts & Leads
2,016 Total 2000

Other

Automaton
A2 - Novernber ‘14 - Lead Generation k

Magic Trick for Agencies

- Ascend2 1691 B Contacts & Leads
@8 Opps
1500 B Sales

1000
Google Search

SMTP Dedicated List

S00 346
Outbound - 2 Indeterminste Soures 133
3 Added to Existing Campaign \ -
Google Adwords J = Inbound . Totals
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Summary

+ Understand how to address the new sales funnel

+ Calculate how many leads you need in order to reach your revenue goals
+ Calculate how many pieces of content you need to create

+ Map that content to buyer personas & buying stages

+ Design a marketing mix using the most effective lead generation tactics

+ Use marketing automation to manage lead gen, nurture and sales activities
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Questions & Next Steps?

Receive your Webinar toolkit

Schedule a one-on-one consultation

Shawn Elledge

selledge@rogerwest.com

Shanna Kurpe
skurpe@rogerwest.com

1-800-237/-5969
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