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O General understanding of B2B marketing
O Make marketing practical for recruiters




B2B Marketing Primer

O Editorial Calendar

O Direct Mail

© Guided Voicemall

O Lead Nurturing Campaigns
O Incomplete Offers

O Marketing Mix

O Readership Surveys

O Segmentation

O Testing

O Win / Loss Surveys
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Editorial Calendar
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O Finding an intersection between:
O Resources
O What the market cares about
O Your company’s position

O Determine your goals and objectives

O Choose topics for the upcoming six months
O Choose your topics wisely

O Map it out

O What does your target audience see?
O Frequency
O Themes
O Types of communication
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Direct Mail

O Dimensional vs. nondimensional mailers

O Direct Mail Guidelines
O There MUST be an offer included
O People like people
O Letters can be exciting
O Postcards can be useful
O Most companies tend to use email for marketing

communications
O Email’s downfall is it’s risk factor

O It gives its recipients a sense of belonging to the
community
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Guided Voicemall

O

O

o

O 000

An application where prerecorded voicemail are
guided by live callers or an automated calling system.

Voicemail marketing is a cost effective means of
direct marketing that accomplishes business-to-
business promotion, formerly reserved for
telemarketers

Voicemall clutter remains low so your message will
stick out

Most people listen to their voicemaill
Easy to reach even the hard-to-reach
Live attendant vs. automated
Messages = 30 seconds
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Lead Nurturing Campaigns eV INTERVAL

O Consists of a series of messages

O Delivered to contact list based on common gualities

O Put the right message in front of the right person at the right
time

O Two types:

O Warming
O Pre-defined conditional logic times communications and selects
messages based on users actions
O Omnipresent
O Chance for the company to always be on the mind of a potential
client
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Incomplete Offers

O Consist of a promotion in which a portion of an
Incentive Is given up front in order to get some
kind of commitment from them

O Remainder of incentive is presented to prospect
when the fulfill a desired commitment

O Incomplete offers act more as a catalyst than a
pure incentive

O Need to be targeted towards an extremely focused

market
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Marketing Mix
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O Combination of marketing programs
O Appropriate for your business goals and maturity

O Every company has its own marketing mix

O There is no “right” marketing mix
O Your marketing mix should be changing with your company
O A business needs to make sure the foundations of its

marketing activities are sound before venturing on to riskier
marketing and promotional activities




Readership Surveys
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O A research survey focused on habits, frequency and
topics of a target audience

O Get a true feel for what list members are interested In

O Find out the list members’ ideal frequency
O How often do they receive your emails?
O How often do they want to receive emails?

O Find out what the best time for them to receive emails

O Ask readers what their preferred form of
communication
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Segmentation
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O Segmentation breaks down your house or alternative
prospects list into smaller groups based on
predetermined similarities

O The more data you know about the people you want to
target, the more relevant your marketing
communications will be

O The more relevant the email is to the target, the greater
the response rate will be

Examples - Industries, Department, Title, Age, Gender
Psychographics
O Attitudes, Beliefs, Interests, Values

o _0 _ 0 __ 0 o0 o0 0 o
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O Assesses the impact campaign components have
on the success of your transmission

O Itis the foundation to quality marketing
communications and if neglected, some of your
audience may not be able to ready your e-mail

O Variables - Three elements - List, offer and creative

O Split-cell testing or A/B testing
O A test requires a control and a variable
O Can only apply this to one element at a time

O Testing more than one element at a time produces
Inconclusive results
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Win / Loss Survey
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O Win/ Loss Analysis is a basic tool in the competitive
intelligence “toolbox” that a company can use to gain
vital information. Why an account was lost or won

O Used as a feedback tool to help better understand the
customer’s needs and motivations

O The goal is to provide you with insight that you can act
upon to improve the sales process and therefore have
better sales results

O Goes beyond pricing and should examine aspects such
as the decision process, the sales team approach,
professionalism, company reputation, product attributes,
service issues and handling proposals.
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O B2B marketing primer over
O Abby, let's make this practical

KEY INTERVAL

HHHHHHHH




Think about something you recently
purchased...
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Conventional ways of recruiting just
don’t work anymore.

R E S E AR CH

O A recent study revealed HR professionals and hiring managers were
dissatisfied with their new hires and would not rehire 40% of

their recent recruits. It's a hyper-competitive world for top talent and
finding the right people is harder than ever.

4|||

O “Candidates are in the driver’s seat, not recruiters. 83% of
recruiters report that the power has shifted away from where it has been for
years, the employer, and toward the candidate.” *2

O Recent data shows that 49% of candidates have some relationship with a
company prior to applying and 1 in 5 of these will be an existing consumer
- the candidate experience impacts more than simply the
recruiting process "3




Marketing + Talent Acquisition
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O How to think like a marketer:

Technology makes you better.
Try and fail, and try again.
Make the data work for you.
Remember your audience.

Surprise and delight.
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Candidate Relationship Management




Greenwell

Greenwell

Join our talent team!

Learn more about Greenwell opportunities
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Candidate Experience
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Message

Learning more Greenwell

about Greenwell
*Campaign name: opportunities Join our talent team!

Add Campaign

Feids marked In asterisk (") are required

Hi, Beth
You have 15 new leads

Campaign X01| from: Greenwell

to: Beth Dawley

Alerts v
*Status:

Select status v

DR — _

JohnlLa
Greenwell

Contact Lead J

Reports

New Lead activity

32 New Leads

5 New Leads

12 New Leads

. <
Welcome to Greenwell jobs!

Have a look around, find out who <
we are and what we are about Join

a community, search our jobs,

connect with people you know.

Job Questions

Designer -
ad, MD

Store Manager - Center City
M Featured Fields marked in asterisk () are required.

Become a part of Greenwell _ ;
Job Description How did you hear about this position?

The UxD department is looking for an v
experienced interaction designer to

help define, design, and implement “Which internet site did you learn about
language-based interactive this opportunity from?

capabilities. The successful candidate
will contribute to extending our
application’s capabilities, knowledge,
and intelligence, helping invent new
techniques for conversational
interaction, and building practices,
processes, and standards that will
become a foundation for design and
innovation far into the future.

*Have you ever been employed at this
company?

. Web

Graphic Designer
NY




Candidate Web Traffic
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No Job Boards
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Choose Your Team

Come take a look at the teams Inside Zappos and see what we're all
about. Find the one that speaks to you and take a peek inside. Meet our
people, get to know us, start the conversation. It's the first step toward
becoming an Insider!




Live Chat

INVESTORS MEDIA SUPPLIERS EMPLOYEES

LOCKHEED MARTIN ~

WHO WE ARE WHAT WE DO NEWS & EVENTS INNOVATION CAREERS a

Home > Careers > AboutUs > Events

CHAT ABOUT OUR JOBS, YOUR CAREER SEARCH, WORKING
AT LOCKHEED MARTIN...

LET'S CONNECT, VIRTUALLY.

Gathering information. Receiving detailed answers to your job or other questions. Knowing who to talk to regarding Lockheed Martin
hiring and other topics. It's all part of the research that goes in to making your best career choice. To assist you in your job search and
decision-making process, we offer the expertise of one of our own team members. Someone who has gone through what you are now,
and who knows what working at Lockheed Martin is all about.



What if?

Elan, a chef, is looking to change
careers. He has been searching for
potential roles at his favorite
organic grocery store.

Welcome to Organic Markets, Elan!

We saw you were looking at our
Assistant Manager role, are you
interested in applying at one of our
in-store kiosks?

The next day, he needs to pick up
some groceries.




Questions?

William Tincup

Principal & Key Analyst
Keyinterval Research
YW @williamtincup

<) william@keyinterval.com

Abby Euler

Online Content & Community Manager
Human Capital Institute

YW @abbyeuler

D aeuler@us.ibm.com

IEEY

Human Capital Institute SMARTER

H C I WORKFORCE

POWERED BY KENEXA



http://www.twitter.com/williamtincup
http://www.twitter.com/williamtincup
mailto:william@keyinterval.com
http://www.twitter.com/abbyeuler
http://www.twitter.com/abbyeuler
mailto:aeuler@us.ibm.com

Thank You ~

Think Global.
Recruit Local.

Visit us on the web for access to
more exclusive content

Talent Acquisition
Innovation Forum

www.hci.org
Webcasts Research
Podcasts Blogs
Articles Conferences
White Papers Classes

Human Capital Institute

HCI




