Building a Database that Results In Sales
Leads: Acquisition Methods and
Incentives Compared
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PTC
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First Things First: Who am [?

A | manage global enterprise partner marketing
Sylroft SYSyags Fa ¢Sttt |
partnership marketing worldwide

AL KSfLI te¢/ Qa fIF NHSaALU
execute their marketing plans, supporting
their efforts to bring our products to market
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The Situation

| 26 R2 ¢S 3ASG ySg LI
database of qualified buyers, generating sales
f SFRa UKNRdzZAK YI N

(with $10,000)
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Tactic 1: The Data You Have, and the Data
. 2dz 52y Qi

A |

Existing contacts:
Familiar with the company brand, but not the right titles
New contacts:
A List rentals/List Databases
A Publications/Websites
The right titles, but not familiar with the company brand
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Tactic 1: The Data You Have, and the Data
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They have no reason to go on a date with you
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Tactic 1: The Data You Have, and the Data
. 2dz 52y Qi

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

A Targeted list rentals ¢ domain-based segments
A Named Account teleprospecting efforts
A Data appends
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Tactic 1: The Data You Have, and the Data
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/| FaS addzRey LOUQa oK2 e2dz | V:
A $500 m rev ERP partner

AmMZannn alyz2eyé Odzal2 YSNE

A PLM Whitepaper L

A Source 1: Publication rental list =
0.7% response rate

A Source 2: Publication rental list
pulled by company name =
3.3% response rate
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Tactic 1: The Data You Have, and the Data
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More reasons to increase your footprint at existing accounts:

>

A Expand up:
Marketing to higher-level executives helps them to see your
LIN2 RdzOG Q& @I f dzSE y20 2dzai
A Go wide:

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

A Shift down:
Non-buying contacts can rise - especially when vacancies
occur above them. Make an impression before their roles

OKIFIy3aSd 52y Qi dzy RSNBAUGAYLl (S
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You to Date You Anyway

l.e. third party endorsement

Media, Associations & Analysts

A Establish the Need in the Marketplace
A Leverage Brand Recognition

A Offer perceived value
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You to Date You Anyway

l.e. third party endorsement

Best Practices:

A Use the right analysts!
Know the industry and who they respect
A52y Qi 0O2YS 2y 022
Keep third parties independent

A Make sure your messages align V\’
52y QU0 LINRPY20S GKS O 7LIS

‘_.
v




6th Annual . )
B2B Marketing Summit
2009

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

{ Getting marketing response lead to sales J

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

A Webcast =
2 seconds to register, 30 minutes to listen

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

A{lfSa YSSGAy3I AT &2
In the product =




6th Annual . )
B2B Marketing Summit
2009

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

A Three date rule =
52y Q0 a02YS dzLJ F2NJ O2F F ¢

A Get prospects feeling comfortable with increasing
levels of engagement

A Find out who is really interested in the topic and who
Ad 2dzaiu aOz2ffSOuUAy3IE
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Tactic 3: Engaging New Contacts
l.e. Increasing Levels of Risk

Case study: Ease into the pool

A Same $500 m rev ERP partner

A Quarterly webcast series ¢ why not do one on PLM?

A Webcast promoted to house list on ERP/PLM integration =
Webcast alone: 7 attendees, 2 qualified

A 2-stage campaign on ERP/PLM integration to house list =
White paper: 750 respondents

Webcast promoted only to white paper respondents:
34 attendees, 24 qualified
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Tactic 4: Asking all the Right Questions
APPSO gKIEG (2 aleé gKSy @2«

L' Making sure your message 1S right J

How do you find out what your prospects
want to hear?

Ask them!
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Tactic 4: Asking all the Right Questions
APPSO gKIEG (2 aleé gKSy @2«

surveys:
A Low risk for respondents = lots of respondents

A You can ask them qualifying questions
A You can tailor your follow-up messages
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Tactic 4: Asking all the Right Questions
APPSO gKIEG (2 aleé gKSy @2«

Case study: 5 minutes of your time

A mcaConnect: $10 m rev ERP partner

A No marketing database

A Survey to 8,QOO rental contacts = , o
,2dzZQONB |y AYRdzauNAFf RSOAaA:

A 136 qualified leads, 1.7% qualified response rate

A Split respondents into 3 groups based on survey answers

A 34 Immediate sales opportunities based on response

A The rest put into nurture campaigns based on their interests
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Tactic 4: Asking all the Right Questions
APPSO gKIEG (2 aleé gKSy @2«

YR 2yS UKId RARYQUO ¢

Case study: What Keeps you up at night?

A $1B rev company selling networking hardware/software
A Survey to 30,000 email contacts

A Creative: Crying baby image

A The survey options: Security, Availability, Support

A Giveaway: an expensive mattress

A Response rate: .3%
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Tactic 4: Asking all the Right Questions
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i Case Studies Compared: Survey Invite Copy Best Practices I

I Flattery ¢ Why it relates to you

. 2dzQNB JISUiUAYy3I GKAA 0SOIl dz
i Lazinessc2 K& A0 Qa 26 NRMaj
G¢CKAa oAt 2yite GF1S p YAY

i Briberyc2 K 4 Qa Ay Al F2N Y
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Tactic 5: Filling your Funnel
l.e. Promotional Incentives to Respond

“How do you fill your marketing funnel?

So:

A, 2dz2Q0S ARSYUATASR Oz2ydl
A 2dzQ@¥S 3F20GSYy GKSANI I (04!
A 2dzQ08S YIRS &adz2NB GKF G @;
A 2dzONBS Y20Ay3 GKSY FTNRY
A How do you improve your results?
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Research /
Lead Gen
Marketing

[ Surveys

Awareness /

Advertising

Lead [ Public Relations (customer wins) ]
. - | W w|| W | W W
Generation
Marketing Tradeshows/Industry Events ]
3" Party Reports and Media Articles ]
A y 4
[ Whitepapers (PTC- and 3r-party generated topics with a common umbrella message) ]
A I | A
Sales [ Business Issue Focused Webcasts ]
Engagement A\ ay
Marketing [ Analyst and Third-Party Reports ]
[ A ] y 4 |
[ Seminars & Product-Focused Events/Webcasts ]
[ Sales Meetings ]
| B [ B |
[ Demonstrations ]
Sales [ L~ I [

[ Opportunities
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Tactic 5: Filling your Funnel
l.e. Promotional Incentives to Respond

Common Objectives
AdL R2y QiU KIS (0KS Fdzy RA\
Adt S2LX S gAtt NBALRYR 2dz
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Tactic 5: Filling your Funnel
l.e. Promotional Incentives to Respond

A Make sure your prospects are qualified.

A Pay for qualifying information and their attention,
not just their response
A Make your incentive:

T Achievable
T Realistic

“Could be tiorse — wie conld be surrounded by timeshare salesmen...”
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Tactic 5: Filling your Funnel
l.e. Promotional Incentives to Respond
A Incentives: increase response, decrease your cost per lead

Case Study: When more is less

A $200 M rev T&E tracking software vendor

A Campaign to 22,000 contacts: one with incentive, one w/out
A Without incentive: 1.12% response rate, CPL $39.37

A With incentive: 3.00% response rate, CPL $21.37

A C-level financial contacts and a $7 incentive

A Higher value incentives used to drive to webinars
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Bribery: Best Practices
al 1S Ad F a&adz2NB GKAy3

{ase study: PTC \

Test 1. Survey campaign _
_ _ _ | never win

A Incentive = Win one of 50 $250 Gift Cards anything.

A 12 respondents

A Cost=$12,500, CPL = $227

Test 2. Same survey

A Incentive = Everyone gets a $5 Gift Card

A 510 respondents

{ Cost = $2,550, $5 /
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Tactic 5: Filling your Funnel
l.e. Promotional Incentives to Respond

2 KI Qa4 @&2dzNJ Odza i 2 YSNJ 6 21

LT L KIFIR F YFNJSOGAY3I 0
and 10 qualified buyers in the world, | would fly
each of those 10 prospects to the Bahamas for a
6SS1T YR FSSR GKSY f20a
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Credits/Thank You

Big Thanks to:

A Brian Hession and Team, Oceanos Inc.

A Shawnee Parris, mcaConnect

A The PTC channel sales and marketing team
A All of my lovely partners

Erin Daly, Enterprise Marketing Program Manager
Call or email me at: 1-781-370-6048
esheehan@ptc.com
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