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METODOLOGLA



DEFINIRAMO KONKRETNE CILIE NASIH AKTIVNOST!

Kaksni so nasi primarni in sekundarni cilji¢

Pridobivanje kontaktov kvalificiranih leadov?
PoveCan obisk spletne strani?

Prenos kljuCnih materialov?

Prodaijni sestanek?

(Brand) awareness?

S X X X <

Drugo?



KLUUCNA VPRASANIJA ZA POSTAVITEV MARKETINSKE
STRATEGIE

Koga Zelimo nagovoriti (ciljni segmenti)
Kje jih lahko nagovorimo (kanali, stiCne toCke)

S kaksnimi ,lead magneti“ jih bomo privabili

S X X

S kaksnimi vsebinami bomo nagovarijali posamezne ciline
segmente (prilagoditev komunikacije)

Kako bomo leade ,,ogrevali* in negovali

Kako bomo ukrepali, ko bomo zaznali nakupno intenco leadov?



Storytelling oz. inbound

= Nastop podjetja
- Streteiko svetovanje Nastop p o, PRE-IIJM
Podrobno definiramo vse kljuCne — iy
sestavine za oblikovanje o — ForT
uCinkovite marketinsko-prodaijne oot =
Organic
STI'Cﬂ'eg iie mﬁm et Paid POGOJ ZA IZDELAVO STRATEGIE JE
g DELAVNICA DESIGN THINKINGA
po&oﬁu:gm.:nmma J Instagram lzdelava strategij oz.
" o v Celostnega nastopa za DIGITALNI EKOSISTEM B2B customer journey
Poroéila -~ > PPC oglasevanje
Izdelava spletnih strani  Buyer persone
Predvsem
Marketing automation ':::.V::' Solare Grafiéno oblikovanje
Analitika
Influencerji - svetovanje
SOHO segment - SP Conversion rate
e Sales optimisation
Kvalifikacija
za prodajo | rketing o conin
- e | B2B podjetje ]
K Vo : Vodstve . R
(¥4 K- e | Small and SME
 B2B-digitalsi
T
_ v Fokus |
Paid advertising | - e » . 828 speciatizacia | know how
Content inbound |
storytelling | : na oznavanje
SR [ g {\Jm"’.,...‘.‘.ﬁ,
r | 7 ljudi | ©
15 minutni Skpye pred, da poves Poznavanje dolzine cikla
pricakovanja in izzive v firmi =
Mocni na
15min S po predavanju za kao 3 | Spletni
izbrane kaj so se nauéil



METODA 5K



v KAJ (izdelek /storitev/prodaijni program, product portfolio...)
v/ KOMU (kupdi, stranke, ciline publike...)

v/ KAKO (vsebine, sporoCila, USP /UVP-ji)

¢/ KIJE (kanali, stiCne toCke, faze nakupnih lijakov/poti)

¢/ KDAJ (dnevi, ure, prodaini ,,vrhunci®, sezonske specifike,...)




KAJ?

v izdelek/storitev/

v/ prodajni program, product portfolio...

v/ Ali imamo jasno definirane izdelke /storitve in njihove prednosti2



KOMU?

TAMARA CAVANDISH

BUYER PERSONA TEMPLATE

AGE
OCCUPATION
EDUCATION
PERSONALITY
STATUS

AMBITIOUS

v/ Koga Zelimo nagovoriti

v/ kupci, stranke, ciljne publike

45
Planning Director
Engineering Degree, MBA
Extrovert
Married

EDUCATED RELIABLE

“Lorem ipsum dolor sit amet, consectetuer adipiscing elit.
Maecenas porttitor congue massa. Fusce posuere, magna sed
pulvinar ultricies, purus lectus malesuada.”

MOTIVATIONS

FEAR
GROWTH

SOCIAL

GOALS

* Lorem ipsum dolor sit amet, consectetuer adipiscing elit.
* Maecenas porttitor congue massa posuere, magna sed pulvinar
* Nunc viverra imperdiet enim. Fusce est. Vivamus a tellus.

FRUSTRATIONS

* Pellentesque habitant morbi tristique senectus
* Netus et malesuada fames ac turpis egestas.
* Proin pharetra nonummy pede. Mauris et orci.

Bio

Lorem ipsum dolor sit amet, consectetuer adipiscing elit. Maecenas
porttitor congue massa. Fusce posuere, magna sed pulvinar
ultricies, purus lectus malesuada libero, sit amet commodo magna
eros quis urna. Nunc viverra imperdiet enim. Fusce est. Vivamus a
tellus. Pellentesque habitant morbi tristique senectus et netus.

PERSONALITY

Extrovert Introvert
Sensing Intuition
Thinking Feeling
Judging Perceiving
TECHNOLOGY

IT & INTERNET
|
SOFTWARE

MOBILE APPS

SOCIAL NETWORKS

COMMUNITY

WEeBsITEs HBR
Bloomberg

JOURNALS  Wall Street Journal

PUBLICATIONS BusinessWeek
The Economist

BRANDS Apple
Burberry




KAKO?

S kaksnimi ,lead magneti“ jih bomo privabili

S kaksnimi vsebinami bomo nagovarijali posamezne ciline
segmente (prilagoditev komunikacije)

SporoCila, USP /UVP-ji
Kako bomo leade ,,ogrevali* in negovali

Kako bomo ukrepali, ko bomo zaznali nakupno intenco leadov




KJE?

P ot ,,»6;7‘//
;@ ) \4;’,7
v/ kanali % - 4

v stiCne toCke o Q

v/ faze nakupnih lijakov/poti » § Q S




What Happens in Your Sales Funnel?

\
* Marketing
Activities
J
~
* Squeeze Pages
Leads ® OPt-ln Offers
* Email Follow-ups
» Offers
c

* Loyalty Programs
e Customer Specials

* Memberships ]

Cvl.oyal Customers >



KDAJ?

S X X

dnevi
ure
prodaini ,,vrhunci*

sezonske specifike
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OCENA STANJA

360-stopinjska ,,diagnostika“
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Product/Service What are you selling? | Challenges What are the current challenges that
: . e : 4 : oo your company (especially your
: : ?
Unique Selling Proposition What is your unique selling proposition’ BTG R THaiG 2
And what separates you from your
competitors? Competitor Analysis Who are your competitors? How are
- ; - ; ?
Best Practices What are best practices at your JRCRReIO [ AT
company? They could be well- SWOT Analysis
performing marketing channels, buyer
personas l./wth a large amo.um‘ of Strengths Weoaknassos
purchase intent, or campaigns that have
generated a lot leads.
Marketing Objectives and What are your current marketing
Performance objectives? Did you manage to achieve Opportunities Threats
them? If not, why?




KAJ?

Definiranje USP-jev




VPRASATI SE MORAMO

] Kaj so nade kljuCne prednosti

1 Kaj je nasa kljuCna diferenciacija

1 Kaj nas loCi od konkurence

] Kako to povedati/pokazati
Pomembno:

 V vsaki ogladevalski fazi moramo znati to drugaCe povedati

(d Ni vsaka prednost Ze tudi USP



M Ustvarjalci
vrednosti/koristi
- Moznost hrambe koles

- Gostinstvo na vlaku
- Popusti na destinaciji

- Udobje
- Eco-friendly
= - Hisni ljubljencki
Produ kt/Sto ritev - Prijazno osebje
- Abonentske vozovnice - Varnost
- Park + Ride - Door-to-Door

- 1st Class vozovnice
- E-Mobilnost (kolesa, avto, motorji)
- Enotna vozovnica

Blazilci strahov
- Kolo na vlak

- Enostavna mobilna app ”

- Enostavna spletna stran
- Statistika varnosti
- Poznan casovni razpored
- Enotna vozovnica
- Ugodna cena
- Neodvisno od vremena
- Dostopnost za invalide

Value
Proposition

-Enostavnost uporabe
(brezsti¢na vozovnica, vozovnica na
telefonu)
- Aktualne / hitre informacije o poteku
potovanja
- Pogostitev na vlaku (kava / rogljicek / pivo)
- Prijazno osebje

- MozZnost dela na vlaku (WiFi, delovna miza)
- Brezskrbnost za parkiranje (avto, kolo)
- Lep ambient o

Naloge

-Prevoz nadelo /
Solo / ponavljajoco
lokacijo

- Varno potovati in se varno
... vrniti (k druzini / bliznjim)
- U¢inkovito porabljati svoj
¢as (pot na delo ni
delovni ¢as)
- Poskrbeti za
odpravo stresa
- UzZivati
Zivljenje

Koristi =

Strahovi . .)

- Fiksen Casovni razpored vs. Moj drsni
urnik dela
- Kompleksnost poti (prestopi)

- Zamude pri transportu

- Kompliciranje z dostopom do postaje /s
parkiranjem / hranjenjem kolesa
-Gneca zaradi konic in s tem povezano
neudobje (ni sedeza, manjsi
socialni prostor)



KOMU?

Marketinske persone
(dojemanje nasih vsebin, pomisleki,
sporoCila,...)







V NASE NAROCNIKE SE MORAMO
EMPATICNO VZIVETI

Razumeti moramo njihove:

] strahove
1 pomisleke

] ugovore

Kako odgovoriti na zgornje?
> UCinkoviti in enostavni odgovori oz. sporoCila

> Jasna in kratka (ter konsistentna) sporoCila

> FAQ?



KAKO?

Definiranje komunikacije in vsebin
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Manpacks

‘ - - -
f’ \» Part-time Girlfriend?
- ‘ ‘?' Have condoms shipped 10 your GOOr SONg wilth your Clear
underwoar and she Y guicdy want 1© become ulk-tme

What's Manpacks?

Why Manpacks?
Manpacka (3 @ Mostyle senvice for man who are 100 Dugy 10 worry adbout "Y pa
DaAsICY (so0xa. underwear sl Ahaving supplies. CoNdorms. #ic)
u.‘
SV o on wwntan

« Manpacks

Your morning ritual, refined.

Gt UNOETWear, SOCKS ANC FNAVING ESSENtals SNDPed 10 your
Gooe. Tho casiost way 10 stay frosh and clean.

P - — 3 " ——

M.rbL. J P nw n

What's Manpacks?

Manpacss 5 o Ilestylo s0rice for Men who are 100 Duty 10 worry Aot
Dasics (sOCks. underwear. shirts, shaving supoies coNAoms, eic

Why Manpacks?
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BALENCIAGA Q SEARCH LOG IN . @ =

WOMEN MEN

Cookie Policy To offer you a better experience, this site uses profile cookies, even from third parties By closing the pop-up, scrolling the page or clicking on any element of the page, you consent to the use of cookies. For more
information or to select your preferences consult our Cookie Policy
C oK )

https://www.balenciaga.com/2/women



KJE?

Kanali, stiCne toCke, faze nakupnih
lijakov /poti




ATTRACT

Blog
Keywords
Social Media

CONVERT

Forms
Calls-to-Action
Landing Pages

CLOSE

Email
Signals
Workflows

DELIGHT

Promoters

Social Inbox
Smart Content

Vir: www.hubspot.com



B2B Consulting Firm Automated Campaign Example

Drip Emall
1 Day After:

Drip Email

10 Days
After

Wantafree
consultation?

Example

Time Frame:

Instantly

3 Days Later ————
-

7 Days Later ———
-

14 Days Later ———
e

28 Days Later

2 Months Later

3 Months Later

Example Auto Responder Campaign
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Vir: thinkwithgooogle.com



CUSTOMER JOURNEY - PRIMER ANALIZE

Dolzina poti v Konverzije Vrednost konverzije Odstotek od vsega
interakcijah B Konverzije Vrednost konverzije
B} Vedenje 1 52 45.351,09 € 1831%
20,36 %
1549%
F Konverzije 2 - SERiSaI 1518%
3 34 2141917 € 1,97 %
v Cilji 9,62%
4 26 16.969,09 € 915% [N
v E-trgovina i
5 16 10.827,58 € neas B
A Veckanalni tokovi g
6 22 15.383,50 € LB BE=
Pregled N
_ 7 16 11.426,34 € se3x
Pomozne 513%
konverzije 8 7 7.14512 € 2,46%
Najpogostejse 321%
poti konverzij 9 7 5.885,31 € 2,46% [
g 2,64%
Casovni zamik
10 5 4.313,03 € 176% |
. 1,94%
Dolzina poti
11 5 3.906,59 € 176% ||
1,75%
v Dodeljevanje
12+ 50 46.270,20 € 17,61 %

20,78 %



CUSTOMER JOURNEY - PRIMER ANALIZE

v

A

v

Mobilne naprave

- BETA
Za vec naprav

Prekrivanje
naprav

Poti naprav

Kanali

Naprava
pridobitve

Po meri

Users by Device Category

fepeony _

Desktop Only
Desktop + Mobile
Tablet Only

Mobile + Tablet

Q
Device Category v YUsers
Totals 93,501

100% of total

522

b

Desktop |+

Device Overlap

[[] Desktop
[] Mobile
[[] Tablet

Sessions

188,399
100% of total

115,155
40,393
23,928

5,005
2,328

716

Ecommerce v

Revenue

€153,438.44
100% of total

€44184.62
€55,228.69
€50,341.29
€1,723.55
€608.60

€274.92

70%

Revenue per User

€1.64
Avg 0%

€0.73
€223
€11.04
€0.55
€1.16

€1.52

32%

Ecommerce
Conversion Rate

1.46%
Avg 0%

0.87%

2.55%

2.69%

0.6%

0.72%

1.41%

Transactions per User

0.03
Avg 0%

0.017
0.042
0141

0.01
0.032

0.056



Konverzije
v Cilji
v E-trgovina
A Veckanalni tokovi

Pregled

Pomozne
konverzije

Najpogostejse
poti konverzij

Casovni zamik
Dolzina poti

v Dodeljevanje

Sekundarni atribut v

Skupina kanalov MCF

1.  Neposredno

2.  Neplacano iskanje
3.  Placano iskanje

4. Referenca

5. (Drugo)

6. Prikazno omrezje
7.  E-postni naslov

8.  Druzabno omrezje

CUSTOMER JOURNEY - PRIMER ANALIZE

Q | napredno (B @ | = |0

Konverzije z
Pomozne Vrednost pomoznih zadnjim klikom ali
konverzije konverzij Reposredng
interakcijo
170 (36,96%) 138.598,92 € (3897 %) 161 (56,69 %)
120 (26,09 %) 90.820,43 € (2554 %) 50 (17,61 %)
71 (1543 %) 55.371,15 € (15,57 %) 24 (845%)
46 (10,00 %) 31.282,15€ (880 %) 31 (1092 %)
20 (4,35%) 1411437 € (397 %) 4 (141%)
16 (3,48%) 11.39741 € (320%) 5 (176 %)
14 (3,04%) 11.591,80€ (326%) 8 (282%)
3 (0,65%) 2.47328€ (070%) 1 (035%)

Vrednost konverzij z
zadnjim klikom ali
neposredno interakcijo
129.999,02 € (58,37 %)
32.380,80 € (1454 %
17.84332€ (801%)
24.603,85 € (11,05 %)
3.61204€ (162%)
5.735,56 € (2,58 %)
8.057,04 € (362%)

480,76 € (022%)

konverzije s
pomoznim/z
zadnjim klikom ali
neposredno

interakcijo

1,06

2,40

2,96

1,48

5,00

3,20

1,75

3,00



VlévJA KOT JE VREDNOST NAKUPA BOL) POMEMBNA JE
VECKANALNA KOMUNIKACIJA S STRANKAMI

Manj kot 100€

Med 100€ in 200€

Med 200€ in 400€

Vetje od 400€

Pomozne konverzije

571
568

649

488

Konverzije z zadnjim klikom ali
neposredno interakcijo

948
837

858

616

konverzije s pomoznim/z zadnjim klikom
ali neposredno interakcijo

0,60
0,68

0,76

0,79



Odnos med vrednostjo nakupa ter stevilom interakcij

oo o

100€ - 200€ 200€ - 400€

m1l m2-4 m57 ©8-11 m+12

>400€



INBOUND
MARKETING




It's really hard to design
products by focus groups.
A lot of times, people don‘t
know what they want until

you show it to them.

Steve Jobs



Inbound marketing is a technique for drawing customers to products and services via content marketing, social
media marketing, search engine optimization and branding (Wikipedia.org)

Inbound marketing is focused on attracting customers through relevant and helpful content and adding value at

every stage in your customer's buying journey. With inbound marketing, potential customers find you through

channels like blogs, search engines, and social media.

Unlike outbound marketing, inbound marketing does not need to fight for potential customers attention. By
creating content designed to address the problems and needs of your ideal customers, you attract qualified
prospects and build trust and credibility for your business. (Hubspot.com)

Inbound Marketing is the process of attracting the attention of prospects, via content creation, before they are
even ready to buy; it's one of the best and most cost-effective ways to convert strangers into customers and
promoters of your business. (leadg2.thecenterforsalesstrategy.co)




Inbound marketing je po navedbah HubSpot-a
ustvarjanje pozitivne izkusnje med podjetiem in

stranko in nudenje dodane vrednosti strankam.

Inbound marketing je osredotoCen na kupca in ne

na produkt ali storitev.




INBOUND METODOLOGIJA

V sredisCu vhodnega
marketinga je t.i. inbound
metodologija, ki je v grobem
sestavljena iz treh stopeni:

1. privabi

2.  angaZirqj

3.  navdusi

Attract Tools

Calling

Prospects

Email templates
Meeting scheduling

Conversational bots

Engage Tools

Deals

Video
Playbooks

Email sequences

Sales automation

Delight Tools

Quotes

Sales automation
Smart notifications
Conversations inbox

Conversation routing



MARKETINSKA
AVTOMATIZACIJA




PRIPRAVIMO AVTOMATIZIRANE E-MAILE

Theme Advanced

Theme @

Slot types
A - Il -
Text Image Image Image+Caption
Code Mode Goldstar Sparse WEREALEY- VHES YO card
. e > v ) -
Like.. r@atty; reatty-Pleasergive-tisanother it Social Code Soparater
chance, Follow Mode
°
Dynamic
Content
Drag the ”
Enjoy 50% of your ne urcha Section types
Coupon Code: 4562789498 &) m =
0 eacer Larerm \pmam One Column Two Columns Three Cotumns
We know it's only been a few months but since you've been gone, we've
received a ton of amazing new products that we think you might like
Select Select Select Select
We hope you will give us another chance and come have look. Customize Slot
i T Customize Section
Skyline Oxygen Aurora Vibrant

You've received an invitation!

.‘m o ° o
X s [y




AVTOMATIZIRANA IZVEDBA KAMPANIJ IN AKCIJ

= Nurture List

walit 7 days wait 14 days

EM: 1 - Tips and Tricks Blog EM: 2 - Industry Report EM: 3 - Free Consultation

Booked meeting

s - “ £ b
- - | > * Pripravimo email sporoCila
+10 Points EM: Meeting Confirmation EM: Benefits of Service . . . . .
. 4 * Nastavimo pravila in kriterije
- * Nastavimo avtomatizirane ,,akcije”
M: Notify Coordinator . v o o
NG Ny ’ * Nastavimo alarme, za nase prodaijnike
£ 5
Day Before Meeting Day After Meeting
- W Imamo avtomatiziran marketinski sistem,
el : i
- - - ki nam prihrani Cas in fokus za druge naloge,
EM: Meeting Reminder TXT: Meeting Reminder EM: Post meeting survey

ki se jih ne da, ali jih ni smotrno avtomatizirati.



KAJ POCNEJO NASI LEADI: OCENA ,OGRETOSTI“

v/ Katere vsebine je posameznik
obiskal, kako pogosto, v katerem
Casovnem obdobiju itd; @mautic L

v/ ToCkovanije aktivnosti; doloCimo
uteZi, oziroma koliko je posamezna
akcija za nas vredna

v/ Posamezniku se z akcijami na
spletnem mestu dodeljujejo toCke

Primer toCkovanija: o ) o 0 points

Contact

v/ 10 toCk - ogled kljuCne podstrani

v/ 25 1toCk - 3 x obiska strani v
zadnjih 30 dneh

v/ 40 toCk - naloZen PDF e-book

v

Contact owner

Skupaij: 75 toCk — €as za reakcijo
prodajalca!

Test Contact ZEdit ASendemall x Close ~



ANALITIKA IN
INTERPRETACLA
PODATKOV



However beautiful the
strategy, you should
occasionally look
at the results.

Winston Churchill




Enostavnejsa nakupna pot

google / organic ceneje / products | google / cpc google / organic

ZahtevnejSa nakupna pot

google / cpc google / organic google / cpc x 4 ceneje / products x 2 google / cpc x 3

facebook.com / referral google /cpc x 5 google / organic

Kateri kanal je zasluzen za prodajo?



HEATMAP

7 jemmaps > Plans Page - Feb 3

1 ' >
D40 | [J7s [ 195 O . Download
4 —— -
2 ’ This heatmap is based on a sample of your total visitors, Learn more

CLICKS RECORDAE

7,376




WEBPAGE RECORDINGS

hotjar s nm wte e oo o (R -

Complete and affordable insights for any organization size,

Every OOgan 2ation package ncludes unlimited sites and users!

L _Pus | i
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~~~~~~~~

° 30 Day Money Back Guarantee 100% satafied or your money back



AVERAGE READ 67%




*DODATNO: ZA B2B PODJETIJA

Linked [}



Who is your target audience?

INCLUDE people who have ANY of the following attributes

Job Seniorities

+ Add Job Seniorities

AND also have ANY of the following attributes

Job Functions

[ Marketing X B Add Job Functions

AND also have ANY of the following attributes

Q Search

Company
Audience attributes _
Add targeting criteria like job title, industry, or Demographics
skills

Education

Job Experience

Matched audiences
Use your data to retarget website visitors or Interests

Learn more about targeting criteria

Forecasted Results ® 3

Target audience size

1-day 7-day 30-day @

30-day spend

€8.00 - €42.00

30-day impressions

0.019% - 0.029%

30-day clicks W

Note: forecasted results are an estimate and do not
guarantee actual campaign performance. Learn
more about how we forecast results

Is this forecast helpful?  Yes No




Campaign Name C
(] 1selected campaign
Core-Making
ID: 125581876 - Text
Ad
Foundries

() ID: 125376866 -
Sponsored InMail

Source/Medium

1. LinkedIn / CPC

Status C Spent C Impressions T
- €68.00 133,859
Paused ¥ €68.00 133,859

Draft €0.00 0

Acquisition

% New Sessions
Sessions ¥

56 25.00%

% of Total Avg for View:
0.05% (117,076) 78.85% (-68.30%)
56(100.00%) 25.00%

Clicks £ Average CTR

New Users

14

% of Total:
0.02% (92,317)

14(100.00%)

Behaviour

Bounce Rate

93.97%

Avg for View:
58.22% (-7.98%)

53.57%

34 0.03%
34 0.03%
0 .

Pages/Session

4.50

Avg for View: 2.17
(107.57%)

4.50

Bid C Average CPM C Average CPC C

- €0.51 €2.00
€2.00 €0.51 €2.00
€0.00 = 5

Conversions All Goals «

: : Goal
Avg. Session Goal Conversion Completions
Duration Rate
00:07:10 7.14% 4
Avg for View: Avg for View % of Total:
00:01:17 (5710.19%) 1.34% (434.69%) 0.26% (1,564)

00:07:10 7.14% 4(100.00%)



step to success.
The second is action.




Damjan BlagojeviC

HVALA za
POZORNOST

Pron
PRO MARKETING d.o.o.
info@pro-marketing.si

070 315 280
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