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First Things First: Who am I?

ÅI manage global enterprise partner marketing 
ŜƴŀōƭŜƳŜƴǘΣ ŀǎ ǿŜƭƭ ŀǎ t¢/Ωǎ aƛŎǊƻǎƻŦǘϯ 
partnership marketing worldwide

ÅL ƘŜƭǇ t¢/Ωǎ ƭŀǊƎŜǎǘ ǇŀǊǘƴŜǊǎ ŘŜǾŜƭƻǇ ŀƴŘ 
execute their marketing plans, supporting 
their efforts to bring our products to market

ÅLΩƳ ƻƭŘŜǊ ǘƘŀƴ L ƭƻƻƪ



The Situation

Iƻǿ Řƻ ǿŜ ƎŜǘ ƴŜǿ ǇŀǊǘƴŜǊǎΣ ǿƘƻ ŘƻƴΩǘ ƘŀǾŜ ŀ 
database of qualified buyers, generating sales 

ƭŜŀŘǎ ǘƘǊƻǳƎƘ ƳŀǊƪŜǘƛƴƎΧC!{¢Κ

(with $10,000)



Tactic 1: The Data You Have, and the Data 
¸ƻǳ 5ƻƴΩǘ

Step 1: We need to find contacts

Existing contacts:

Familiar with the company brand, but not the right titles

New contacts:

ÅList rentals/List Databases

ÅPublications/Websites

The right titles, but not familiar with the company brand



Tactic 1: The Data You Have, and the Data 
¸ƻǳ 5ƻƴΩǘ

¢ƘŜȅ ŘƻƴΩǘ ƪƴƻǿ ȅƻǳ Ґ 
¢ƘŜȅΩǊŜ ƭŜǎǎ ƭƛƪŜƭȅ ǘƻ Ǝƻ ƻƴ ŀ ŘŀǘŜ ǿƛǘƘ ȅƻǳ

¢ƘŜȅΩǊŜ ƴƻǘ ǘƘŜ ǊƛƎƘǘ ǘƛǘƭŜǎ Ґ
They have no reason to go on a date with you



Tactic 1: The Data You Have, and the Data 
¸ƻǳ 5ƻƴΩǘ

Getting closer to known contacts:

ÅTargeted list rentals ςdomain-based segments

ÅNamed Account teleprospecting efforts

ÅData appends

How do you identify new contacts at 
companies you already know?



Tactic 1: The Data You Have, and the Data 
¸ƻǳ 5ƻƴΩǘ

/ŀǎŜ ǎǘǳŘȅΥ LǘΩǎ ǿƘƻ ȅƻǳ ƪƴƻǿ

Å$500 m rev ERP partner

ÅмΣллл άƪƴƻǿƴέ ŎǳǎǘƻƳŜǊǎ

ÅPLM Whitepaper

ÅSource 1: Publication rental list = 
0.7% response rate

ÅSource 2: Publication rental list 
pulled by company name = 

3.3% response rate



Tactic 1: The Data You Have, and the Data 
¸ƻǳ 5ƻƴΩǘ
More reasons to increase your footprint at existing accounts:

ÅExpand up: 
Marketing to higher-level executives helps them to see your 
ǇǊƻŘǳŎǘΩǎ ǾŀƭǳŜΣ ƴƻǘ Ƨǳǎǘ ƛǘǎ Ŏƻǎǘ ƻƴ ŀ ōǳŘƎŜǘ ǎǇǊŜŀŘǎƘŜŜǘΦ 

ÅGo wide: 
Communicating to other divisions or departments can both 
retain and grow business as the preferred product. 

ÅShift down: 
Non-buying contacts can rise - especially when vacancies 
occur above them. Make an impression before their roles 
ŎƘŀƴƎŜΦ 5ƻƴΩǘ ǳƴŘŜǊŜǎǘƛƳŀǘŜ ǘƘŜ ƛƴŦƭǳŜƴŎŜ ƻŦ ǳǎŜǊǎΦ



¢ŀŎǘƛŎ нΥ DŜǘǘƛƴƎ /ƻƴǘŀŎǘǎ ǘƘŀǘ 5ƻƴΩǘ Yƴƻǿ 
You to Date You Anyway

i.e. third party endorsement

Media, Associations & Analysts

ÅEstablish the Need in the Marketplace

ÅLeverage Brand Recognition

ÅOffer perceived value



¢ŀŎǘƛŎ нΥ DŜǘǘƛƴƎ /ƻƴǘŀŎǘǎ ǘƘŀǘ 5ƻƴΩǘ Yƴƻǿ 
You to Date You Anyway

i.e. third party endorsement

Best Practices:

ÅUse the right analysts!
Know the industry and who they respect

Å5ƻƴΩǘ ŎƻƳŜ ƻƴ ǘƻƻ ƘŜŀǾȅ
Keep third parties independent 

ÅMake sure your messages align
5ƻƴΩǘ ǇǊƻƳƻǘŜ ǘƘŜ ŎƻƳǇŜǘƛǘƻǊΗ 



Tactic 3: Engaging New Contacts
i.e. Increasing Levels of Risk

ÅWhite Paper/Report = 
2 seconds to download, 10 minutes to read

ÅWebcast = 
2 seconds to register, 30 minutes to listen

ÅSeminar = 
Transportation time, time out of the office, 
direct exposure to sales

Å{ŀƭŜǎ ƳŜŜǘƛƴƎ ƛŦ ȅƻǳΩǊŜ ƴƻǘ ƛƴǘŜǊŜǎǘŜŘ 
in the product = 

Getting marketing response lead to sales



Tactic 3: Engaging  New Contacts
i.e. Increasing Levels of Risk

ÅThree date rule = 
5ƻƴΩǘ άŎƻƳŜ ǳǇ ŦƻǊ ŎƻŦŦŜŜέ ƻƴ ǘƘŜ ŦƛǊǎǘ ŘŀǘŜ

ÅGet prospects feeling comfortable with increasing 
levels of engagement

ÅFind out who is really interested in the topic and who 
ƛǎ Ƨǳǎǘ άŎƻƭƭŜŎǘƛƴƎέ



Tactic 3: Engaging New Contacts 
i.e. Increasing Levels of Risk

Case study: Ease into the pool

ÅSame $500 m rev ERP partner

ÅQuarterly webcast series ςwhy not do one on PLM?

ÅWebcast promoted to house list on ERP/PLM integration =

Webcast alone: 7 attendees, 2 qualified

Å2-stage campaign on ERP/PLM integration to house list =

White paper: 750 respondents

Webcast promoted only to white paper respondents: 
34 attendees, 24 qualified



Tactic 4: Asking all the Right Questions
ƛΦŜΦ ǿƘŀǘ ǘƻ ǎŀȅ ǿƘŜƴ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ ǎŀȅ

How do you find out what your prospects 

want to hear?

Ask them!

Making sure your message is right



Tactic 4: Asking all the Right Questions
ƛΦŜΦ ǿƘŀǘ ǘƻ ǎŀȅ ǿƘŜƴ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ ǎŀȅ

Surveys:

ÅLow risk for respondents = lots of respondents

ÅYou can ask them qualifying questions

ÅYou can tailor your follow-up messages



Tactic 4: Asking all the Right Questions
ƛΦŜΦ ǿƘŀǘ ǘƻ ǎŀȅ ǿƘŜƴ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ ǎŀȅ

Case study: 5 minutes of your time

ÅmcaConnect: $10 m rev ERP partner

ÅNo marketing database

ÅSurvey to 8,000 rental contacts =
¸ƻǳΩǊŜ ŀƴ ƛƴŘǳǎǘǊƛŀƭ ŘŜŎƛǎƛƻƴ ƳŀƪŜǊΣ р ƳƛƴǳǘŜǎΣ Ϸмл [ƻǿŜΩǎ ŎŀǊŘ

Å136 qualified leads, 1.7% qualified response rate

ÅSplit respondents into 3 groups based on survey answers

Å34 Immediate sales opportunities based on response

ÅThe rest put into nurture campaigns based on their interests



Tactic 4: Asking all the Right Questions
ƛΦŜΦ ǿƘŀǘ ǘƻ ǎŀȅ ǿƘŜƴ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ ǎŀȅ

!ƴŘ ƻƴŜ ǘƘŀǘ ŘƛŘƴΩǘ ǿƻǊƪΧ

Case study: What Keeps you up at night?

Å$1B rev company selling networking hardware/software

ÅSurvey to 30,000 email contacts

ÅCreative: Crying baby image

ÅThe survey options: Security, Availability, Support

ÅGiveaway: an expensive mattress

ÅResponse rate: .3%



Case Studies Compared: Survey Invite Copy Best Practices

ïFlattery ςWhy it relates to you

ά¸ƻǳΩǊŜ ƎŜǘǘƛƴƎ ǘƘƛǎ ōŜŎŀǳǎŜ ǿŜ ǘƘƛƴƪ ȅƻǳΩǊŜ ǾŜǊȅ ǎǇŜŎƛŀƭΦέ

ïLaziness ς²Ƙȅ ƛǘΩǎ ƭƻǿ Ǌƛǎƪ

ά¢Ƙƛǎ ǿƛƭƭ ƻƴƭȅ ǘŀƪŜ р ƳƛƴǳǘŜǎΣ L ǇǊƻƳƛǎŜΦέ

ïBribery ς²ƘŀǘΩǎ ƛƴ ƛǘ ŦƻǊ ƳŜΚ

ά!ƴŘ ŀǎ ŀ ǎǇŜŎƛŀƭ ǘƘŀƴƪ ȅƻǳ ŦƻǊ ȅƻǳǊ ǘƛƳŜΦΦΦέ

Tactic 4: Asking all the Right Questions
ƛΦŜΦ ǿƘŀǘ ǘƻ ǎŀȅ ǿƘŜƴ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƻ ǎŀȅ



How do you fill your marketing funnel?

Tactic 5: Filling your Funnel 
i.e. Promotional Incentives to Respond

So:

Å¸ƻǳΩǾŜ ƛŘŜƴǘƛŦƛŜŘ ŎƻƴǘŀŎǘǎ

Å¸ƻǳΩǾŜ ƎƻǘǘŜƴ ǘƘŜƛǊ ŀǘǘŜƴǘƛƻƴ

Å¸ƻǳΩǾŜ ƳŀŘŜ ǎǳǊŜ ǘƘŀǘ ȅƻǳΩǾŜ Ǝƻǘ ǘƘŜ ǊƛƎƘǘ ƳŜǎǎŀƎŜ

Å¸ƻǳΩǊŜ ƳƻǾƛƴƎ ǘƘŜƳ ŦǊƻƳ ƳŀǊƪŜǘƛƴƎ ǘƻ ǎŀƭŜǎ ƻǇǇǎΦ

ÅHow do you improve your results?



17,550 Leads

1,755 Opportunities
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Tactic 5: Filling your Funnel 
i.e. Promotional Incentives to Respond

Common Objectives

ÅάL ŘƻƴΩǘ ƘŀǾŜ ǘƘŜ ŦǳƴŘƛƴƎ ŦƻǊ ƛƴŎŜƴǘƛǾŜǎΦέ 

ÅάtŜƻǇƭŜ ǿƛƭƭ ǊŜǎǇƻƴŘ Ƨǳǎǘ ōŜŎŀǳǎŜ ǘƘŜȅΩǊŜ ƛƴǘŜǊŜǎǘŜŘ 
ƛƴ ǘƘŜ ƎƛŦǘΣ ƴƻǘ ōŜŎŀǳǎŜ ǘƘŜȅΩǊŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ǘƘŜ 
ǘƻǇƛŎΦέ

i.e. ñthe tradeshow fishbowlò



ÅMake sure your prospects are qualified.

ÅPay for qualifying information and their attention, 
not just their response

ÅMake your incentive:

ïAchievable

ïRealistic

Tactic 5: Filling your Funnel 
i.e. Promotional Incentives to Respond



Å Incentives: increase response, decrease your cost per lead

Case Study: When more is less

Å$200 M rev T&E tracking software vendor

ÅCampaign to 22,000 contacts: one with incentive, one w/out

ÅWithout incentive: 1.12% response rate, CPL $39.37

ÅWith incentive: 3.00% response rate, CPL $21.37

ÅC-level financial contacts and a $7 incentive

ÅHigher value incentives used to drive to webinars

Tactic 5: Filling your Funnel 
i.e. Promotional Incentives to Respond



Bribery: Best Practices

aŀƪŜ ƛǘ ŀ άǎǳǊŜ ǘƘƛƴƎέ ǾǎΦ άǘƻƻ ƎƻƻŘ ǘƻ ōŜ ǘǊǳŜέ

Case study: PTC

Test 1: Survey campaign

Å Incentive = Win one of 50 $250 Gift Cards

Å 12 respondents

Å Cost = $12,500,  CPL =  $227

Test 2: Same survey

Å Incentive = Everyone gets a $5 Gift Card

Å 510 respondents

Å Cost = $2,550, $5

I never win 
anything.



²ƘŀǘΩǎ ȅƻǳǊ ŎǳǎǘƻƳŜǊ ǿƻǊǘƘ ǘƻ ȅƻǳΚ

άLŦ L ƘŀŘ ŀ ƳŀǊƪŜǘƛƴƎ ōǳŘƎŜǘ ƻŦ ŀ Ƴƛƭƭƛƻƴ ŘƻƭƭŀǊǎΣ 
and 10 qualified buyers in the world, I would fly 
each of those 10 prospects to the Bahamas for a 
ǿŜŜƪ ŀƴŘ ŦŜŜŘ ǘƘŜƳ ƭƻōǎǘŜǊ ŜǾŜǊȅ ŘŀȅΦέ

Tactic 5: Filling your Funnel 
i.e. Promotional Incentives to Respond



Credits/Thank You

Big Thanks to:
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Erin Daly, Enterprise Marketing Program Manager 

Call or email me at: 1-781-370-6048

esheehan@ptc.com
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