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Tips for Webinar Attendees

* Technical difficulties? Let us know by using the “Q and A” box, or
trouble-shoot by clicking the “Help” widget below

— Quick tip: Common problems (like loss of sound and/or stall in the slides)
can often be fixed by a quick refresh of your browser.

* Have a question for today’s speaker? Submit via the “Q and A”
box

* Please disable pop-up blockers

« See what this console can do! Click on the “Tips for Attendees”
- \vidget for the complete rundown.

Don’t forget to “share” this webinar! E B #TMGWebinar
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\What's — 74%

Generating high quality leads
keeping B2B
m arkete 'S U p Generating a high volume of leads
at night?

Generating perceived valus in
"outting edge" product benefits

Competing in lead generation across
multiple media, from podcasts to
paid search to webinars to print ads

Generating public relations "buzz"

Marketing to a lengthening sales
cycle

harketing to a growing number of
people invalved in the buying
process

33%

33%

(_\D Mol rkef | ngsherpa Source: @2011 MarketingSherpa B2B Marketing Benchmark Survey

Methodology: Fielded June 2011, K=1,745

© Ruth P. Stevens 201
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BUYER BEHAVIOR IS
CHANGING
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Buying groups are growing In size

25

@ Members of the '‘Buying Committee' for a Purchase over $25k

Over 1,000 employees 501 - 1,000 employees 100 - 500 employees
. . 1y
Source: MarketingSherpa, Business Technology Buyers Survey, March 2007 (SN Pt S Bt
Methodology: N = 478 “(MarketingSherpa

© Ruth P. Stevens 2013
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Only 7% of industrial purchases are

made by one person alone

Customer Acquisition & Retention

# Glabalipes Inc.

Percent of Purchases Decided by One Person

™ 13%

25%

Percent of
decision
made by

respondents

© Ruth P. Stevens 2013
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Source: Understanding the Industrial Buy Cycle, GlobalSpec




Consumer buying behavior is changing
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eﬁnundsﬁ
where smart car buyers start®

NEW CARS CERTIFIED CARS USED CARS CAR REVIEWS TIPS & ADVICE CAR LOANS

Free Price Quotes | Price w/ Options | Incentives & Rebates | Financing | Insurance | Warranty | Comparisons

RUth pSt J—[—-— Customer Acquisition & Retention

New Car Prices, Reviews & Specs

| Browse by Category

" MORE CATEGORIES:
ﬂ ﬁ ﬁ © Crossover  Exotic Performance
: Hatchback

= Sedan Truck Diesel High-Performance
. BEST CARS:
ﬁ ﬁ ﬁ ﬁ 2010 Consumers’ Tep Rated
Iinivan / Van Convertible Coupe ﬁ Lowest True Cost ke Own

m Consumers' Favorites

& m ﬁ © More Best Car Awards
Wagan

Luxury Hvbrid " WHAT'S NEW:
© 2011 Mew Cars

@ 2011 Acura MD¥ Featured Special Lease Click to Expand ADVERTISEMENT
ACURA

| Browse by Make

Acura chrysler [nfiniti IMahindra Missan Sukaru
Aston Martin Codge Jaguar IMaserati Faontiac Suzulki 11

© Ruth P. Stevens 2013
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Fources Used When Searching for Products/Services to Purchase
imean scor@ on scale 1-7, 1= Raely e, 7 = Always usa)

1

2

1 4 3 b 7

Sqarch sndinas
Suppler Wb 5kas

Ornling catalogs

Colsaguas

Prinbed catakogs

Frintsd traeda publcailons
Frintsd direcionss biuvars guidas
Cnling Indust ry poral skas
Trades hiows’conii a5

E-ravezl Rilars

White pap=ars

Onling commuriils

Other E28 vard Gl saarch endines
N B s AW B rirs

Sodal meadla (Taditr, Faceb ook Linkadng

Blogs

# Globalspes, nc

55
Lt

Buyers’ top 3
sources of product
Information are
online

Source: Understanding the Industrial Buy Cycle, GlobalSpec

12
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B2B digital marketing to grow 14.4%
annually

Forecast: US Interactive Marketing Spend By Industry, 2011 To 2016
$80,000 :
$70,000
$60,000 umer products

Financial services
$50,000

Interactive
marketing $40,000
spend
(US$ millions) 30,000 Media and

communications

Health
Lead generation

$20,000 Retail and wholesale
Telecommunications
$10,000 Travel
50 Other
2011 2012 2013 2014 2015 2016 CAGR

Source: Forrester Research Interactive Marketing Forecasts, 2011 To 2016 (US)
61089 Source: Forrester Research, Inc.
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How B-to-B marketing Is evolving

Traditional approach: The new B-to-B marketing:

The “funnel” The “relationship”

* (Generate a lead «  Communications across a long sales
+  Qualify cycle

« Hand off to sales — Multiple touches, media, offers

+  Cross-selllup-sel « Messaging relevant to multiple parties

14
© Ruth P. Stevens 2013
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NEW APPROACHES TO LEAD
GENERATION

15
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The new importance of
content marketing

A library of content assets that can serve different needs.
— Case studies
— White papers

— Archived webinars
— Podcasts
— Videos

C-ontent Marketing Institute

— Infographics
— Research reports
— Blog entries

© Ruth P. Stevens 2013
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Articles 79%

Social Media (other than blogs) 74%

Blogs
eNewsletters 63%

65%

Case Studies

In-Person Events 56%
Videos 52%
White Papers 51%

Webinars/Webcasts 46% 9 1 % Of B —to - B m arkete rS

Microsites 31% .
r— B use content marketing.
Traditional Media 30%
25%

— 549% of B-to-B marketers

NG 20%

el plan to increase their
16% content spending in 2013.

Mobile Content 15%

Digital Magazines 14%

Virtual Conferences 10%

CONTENT 2 .
@ MARKETING y MarketingProfs
INSTITUTE Somit thiking .- phik it 6
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.Fact-::—r:-: Considered by Their Company When Creating Esa S

New Content According to US B2ZB Marketers,
Aug 2012

% of respondents

Content based on specific business needs and solutions

7d%

content based on the industri v Content marketing
onten S840 on tne INAuUstries or .o oy are ] )
targeting mpany types ¥ INcreases In

I <« Sophistication, now

Product-based descriptive content, brochures or product guides being created for

I specific target

"Thought leadership” content based on broad industry audiences.
awareness

I
Content focused on individual user profiles or buyer personas
I -

Sales-driven content, "sales enablement” pieces like ROI
calculations or vendor comparisons

sotrce: Demandbase and Ziff Davis, "Accatint-Based Marketing in 2013,"
Dec 17, 2012 18

145331 wiartleMarketer. com

ANULIT 1T & LU VU D vy
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Segment content by buying stage

CustomerAcquisition & Retention

Stage in the buying process

Early Middle Late
FREREE Education Spemal;ed Answers
needs information
Tactics Online Seminar e Comparison
demo Live demo e Free trial
White Technical e (Case study
paper white paper e Free consultation
Case study e Pricing
Webinar

© Ruth P. Stevens 2013

Modified from Marketo
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Social media I1s ramping up

Most Important Objectives of Social Media Marketing
Strategy According to B2B and B2C Marketing
Professionals Worldwide, Feb 2013

% of respondents

B2B 58% of B2B
Improve custnrwr angagemant 43% 5 marketers s ay
Increase wehsite traffic 3% i
ncrease cantant reach 34% they are using
Increase salss reyanue 3% soclal media
Increasa lead quality 29%, for lead
Increase lead quantity 27% 1 -
Imprave search angine rankings 259, Zgolezrsltgjgfnlon
Reduce marketing costs % SocialMediaExaminer.com
Reduce custamer support costs 3%

Sowrce: Ascend?, "Markefing Strategy Report’ Solial Meqa . in partnership
with Research Underwriters, March 18, 2013

153906

wrsieMarketer. com

© Ruth P. Stevens 2013



RUthpSt J_——l—-‘L Customer Acquisition & Retention

SUSIN

But it ain’t easy

Most Difficult Lead Generation Tactics o Execute
According to B2B and B2C Marketing Professionals

Worldwide, April 2012
% of respondents
B2C BZB

social media marketing =% 49%

Mobile marketing 42%
Social media SED 9% 26
contributes less Content marketing Z5%,
than 5% of all Email marketing 25% 18%
rafficand leads to | % o
BZ_B websites. Pald search or anline ads 13%
Optify study, 2013 : : :

Direct mail ar print ads 17%

Other 6%

hote: n=435

Souwrce: Ascend? and Research Underwriters, "Lead Ganeration Sirategy
Cutiook Report,” Apeil 18, 2013

155895 wianiiieMarketer.com

© Ruth P. Stevens 2013
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Social Platform Active Usage (Past Month)
(% of global internet users)

0% 1096 20% 30% 40% 50% 60%
Facebook | | | | | |
Googles Google+ recently
YouTube
Twitter overtook YouTube
Qz (China Only)
Sina W:;E:r [Ch::: Onky) as the number 2
Tencent (China Only) social network.
Youku (China Only)
Tudou (China Only)
LinkedIn
RenRen (China Onky)
Tencent Weibo (China Onky)
51.com (China Onky)
M ace
‘sadoo Fastest growth
Pinterest o .
Kaixin (China Onky) TWItter 40%
orkut Facebook: 32%
vkontakte [Russia Only) Goog|e+ 27%
COther
Viadeo
Odnoklassniki (Russia Only)
Quora
Bebo

22

© Ruth P. Stevens 2013 Source: GlobalWeblndex 2013
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Facebook drives the traffic, but Twitter drives the leads
SOCIAL MEDIA BREAKDOWN

While Facebook drove the highest percentage of visits from social media, Twitter outperforms it in terms of
lead conversion by over a 9-to-1 ratio.
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Case study in B-to-B social media marketing

Maddock Douglas in conversation

EXPLORE, SHARE, AND LEARN @
ND Maddock Douglas THE INNOVATION ENGINE COMMUNITY >‘

For Companies Driven By Innovation®

Innovation: What We Do | Open Innovation Innovation Clients Innovation Thought Leadership Community Request a Consultation

Maddock Douglas exists to bring industry-changing ideas to market. We invent new products, services: Hm:;:_:;ht Minute via EMAIL!

and business models, bring them to life and help our clients bring them to market.

¢ :f'na'

Click here to see the long version of What We Do »

Maddock Douglas .

For companies driven by lnnovahon

:;s:u EXPERT NETWO)

© Ruth P. Stevens 2013
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Blog Is promoted by Twitter

BANT

Webinars

Blogs Forums MD.com

FEATURED ARTICLE

"You Two Should Be Fired'

by Moddock and Viton on December 8, 2011 8:52 AM

- 3. Michael Maddock and Raphael Louis Yitdn discuss the
reader backlash to their "Three Types of People to Fire
m&ek Immediately" column By G. Michael Maddock and Raphasl
=am Louis Viton The response to our last article was fascinating
and a bit unnerving. The story, which discussed three types of
people employers. .. MORE =
Topics: Serendipity Lounge Culture |nnowvation Discussion Mew Products. Services. and

Buziness Models Feedback

RECENT DISCUSSIONS |RSS |

Title Replies Last Post

The New Paradigm of Advantage - Allocative & 11722 5:26AM

© Ruth P. Stevens 2013

Maddock Douglas

Hi, Guest
Log In or Register

Entire Site v Go|

LATEST BLOG ENTRIES

Insights Live Features Mike Maddock et S

Maoddock Douglas innovation Engine from 12/08 #:03 AM

Join Hosts Phil Davis and Kevin Gibson as they
welcome Mike Maddock, founder of Maddock

Douglas, self described as a “Innovation Company”.
Maddock and his... MORE =

Maddock Douglas innavation Engine from 10718 12:54 AM | @
Thinking About How Patients and Providers Can

et Health Care Done Without Any of What We Use Today
We've all heard about flash mobs. The... MORE =

%% Recent Threads

Future Health Care Flash Mob: Micro
HMOs

U5-ia*: Free Speech for Financial
Services Professionals

Aaddnel Nnalae Inemeatinn Enaine from 09720 §0-43 A0
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Applying social media
to lead generation objectives

Objective Medium Application

N Add an offer.
Cwikker Drive to landing page.
Collect data.

Supplement outbound
Lead qualification Linked m® ILEECEELS | communications with research

on networks.

s - Keep in touch with unqualified
Ewitter yuDd P |

prospects via every possible

g8’ slideshare g medium.

Inquiry generation

Lead nurturing

© Ruth P. Stevens 2013


http://www.linkedin.com/home?trk=logo
http://twitter.com/home
http://twitter.com/home

, —— s | —
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Effect of Mobile and Tablet Advertising on Brand
Metrics in the US, 2013

verage delta* above control

Best B-to-B applications
« Browsing: Enable your site!
* Apps: Where appropriate.
« Content: Make it legible.
« Landing pages.
SMS messaging
* Region-specific info and
alerts.
* Order status notification.
* Replenishment reminders.
* New product updates.
« Sales specials, coupons or
announcements.
« Event marketing alerts.
« Customer service.

d awareness

Message association
18%

Purchase intent

Tablet InsightNorms B Mobile InsightNorms

Wote: n=43 tablet ad campaigns, n=271 mobile 5d campaigns; *delta
defined a5 point difference in exposed vs. control groups

Source: InsightExpress &5 cited in press release, Apni 30, 2013

© Ruth P StevenS 2013 156841 WAl M arketer.com




Vendor VWebsites

WOM - Colleague

Search Engines

Diist. Websites

Trade Pub

Trade Shows

Online Trad Pub

© Ruth P. Stevens 2013

CustomerAcquisition & Retention

Both online and
offline sources
are important to
buyers.

28

Source: “Maximizing Your Touchpoints”™: Enquiro.com/b2bResearch



Where B2B marketing budgets go

Customer Acquisition & Retention

Chart: The average allocation of BE2B marketing budgets

Trade shows

‘Website design, management
and ocptimization

Email marketing

Paid search [FPC)

Print advertising

Direct mail

Social media

Search engine optimization
[SED)

Public relations

Telemarketing

Marketing automaticn

Virtual events / webinars

© Ruth P (\;1 marketingsherpa

16%
13%
13%
12%
10%
0%
0%
9%
B
%
T

Source: 22011 MarketingSherpa B26 Marketing Benchmark Survey
Methodology: Fielded June 2011, N=1.745

21%

29



RUth pSt _,—l——‘b- Customer Acquisition & Retention

evens .

Thank You

MAXIMIZING
LEAD
GENERATION

The Complete Guide
for B2B Marketers

ruth@ruthstevens.com RUTH P. STEVENS

@RuthPStevens Visit

MaximizingLeadGeneration.com
for a free sample chapter.

© Ruth P. Stevens 2013
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Director of Demand Generation
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You Can't Buy Love: The secrets of

demand generation strategy and
success

Heidi Bullock, Director Demand Generation, Marketo
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Not for the Faint of Heart

333333
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You may be
tasty, but | am
more cost
effective.

Page 34 =l
© 2013 Marketo, Inc. Marketo Proprietary and Confidential Marketa-



Average Cost to Generate a Lead

143

INBOUND
MARKETING

PPPPPP

-at]
Marketo
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Inbound Marketing



Help Leads Find You

Please Don't

Interrupt Me
While I'm |

Ignoring You

Pa -t
2013 Marketo, Inc. Marketo'



Some Inbound Marketing Tactics

News/Media/PR
Blogs + Blogging T T Research/White Papers
Comment Marketing Infographics

B . e
INBOUND MARKETING! —rrs

W (AKA all the “free” traffic sources)
Document Sharmg

Social Bookmarking Word of Mouth
Direct/Referring Links Podcasting
Type-in Traffic

Source: Optify.net

Page 38

© 2013 Marketo, Inc. Mafke‘o.



Most Effective Inbound Marketing

BLOGGING

SEARCH ENGINE
OPTIMIZATION (SEO)

ENEWSLETTER
LINKEDIN
FACEBOOK

TWITTER

LANDING &
REGISTRATION PAGES

NONE

YOUTUBE

Source: constructionmarketingblog.org

Page 39

-at]
© 2013 Marketo, Inc. Marketo'
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Content
Quick Tips



Content Powers Your Demand Gen Engine

Good content = Optimized performance

Poor content = suboptimal performance

1 -t
© 2013 Marketo, Inc. Marketo'



Tip One: Make it Visual

eBook Interactive Infographic

¥ BUILDING ABETTER

N INBOUND
3 | MACHINE |
= HOW TO AMPLIFY YOUR IMPACT fi%

, | R e Ol A YA SN, T TN \

RN \ ‘

e 145,000 fE

¢ AR D ) B by

e & [ RS
D | CEONC

pnm (0 & O | O ¢ C

~at
Marketo

Hits and Long-Tail Content

Page 42
© 2013 Marketo, Inc. Marketo Proprietary and Confidential Marketo



Tip Two: Map Content to Buying Stage

Early Stage - Awareness Gated?
Thought leadership and Research data, funny videos,
entertainment to build curated lists, infographics, NO
brand and awareness thought leadership

Middle Stage - Evaluation

Tools that help buyers find Buying guides, RFP templates,
you when they are looking ROI calculators, whitepapers, YES
for solutions analyst reports, webinars

Late Stage - Purchase

Company-specific Pricing, demos, services MOSTLY
information to help evaluate information, 3" party reviews,
and reaffirm selection customer case studies NO

Page 43 o/
© 2013 Marketo, Inc. Marketo Proprietary and Confidential Marketo'



Tip Three: Form Length

Short Forms Outperform Long Forms

First Name:  * First Name:  * First Name: #
Last Name: Last Nome:  # Lost Name:  *
Work Email:  * Work Email:  * Work Email: %
Job Function: * Cnoose One [z7] Compony: Work Phone:  #
Company: ~ * Job Function: * geigct v Company:  *
# Employees: * Saoc E] Job Function: * go.c :]
Industry:  * Ajedising & Media |v] ¥ EmPloyees: | Seiecy <]
CRM Systom: * Select =
Industry: * Advertising & Meda [+
Short (5) Medium (7) Long (9)

Conversion: 13.4% Conversion: 12.0% Conversion: 10.0%
Cost per: $31.24  Cost per: $34.94 Cost per: $41.90

Page 44

© 2013 Marketo, Inc. Mafke‘o.



Tip Four: Repurpose! Repurpose!

Infographlcs %

‘ “ \‘ DA
Presentations i SO’

.

-

z)'

PRI R g
T
:aoolon...,,.‘.'..

-atf
Marketo

Page 45
© 2013 Marketo, Inc.
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Promoting Your Content for
Demand Generation



The Asset

The Definitive Guide to Social Marketing: 111,000 Views

THE DEFINITIVE Marksto
GUIDE TO
SOCIAL MARKETING

PPPPPP

-at]
Marketo



Webinars
1. Webinar 1: The Definitive Guide to Social Marketing

1. Registrants: 2,775 Attendees: 588
2. Recorded Asset: 14,000 Views

THE DEFINTTIVE The Definitive Guide to Social Marketing

GUIDE TD

SOCIAL MARKETING We b| nar

. | &4 Check out this webinar presentation to discover how to add social to every

_r W marketing activity to drive buyer engagement, new business, and revenue.

b |
FT 1 el

1. Webinar 2: The ROI of Social Marketing
1. Registrants: 2,289 Attendees: 568
2. Recorded Asset: 3,000 Views

ROI of Social Marketing: Webinar

Check out the slides from our webinar to discover how to leverage

e < peer—-to-peer social engagement and use metrics such as brand lift, social

engagement, and influencer reach to measure the ROI of your social

T . marketing.

Page 48 -ll’
Marketo

© 2013 Marketo, Inc.




On Your Website

Marketing Automation Featured Resources

Marketing automation s a category of technology that allows companses to streamline, automate, and measure @ TIPS F0H SUCCESSFUL
NG CAMPA

MAL MARKET JGNS

marketing tasks and workflows, so they can increase operational efficiency and grow revenue faster

MARKETING AUTOMATION 101

1DC predicts that the overall market for automating marketing will grow from $3.2 billkon i 2010 to 54.8 bilhon

m 2015

THE DEFINITIVE
GUIDE TO EVENT

MARKETING

e

u 10 Tips for Successful
Email Marketing

Three key trends have been driving companses to adopt the technology

Graduating from
Email Marketing to
9 The Definitive Guide to Event Marketing . Marketing Automation

Al %o read wore

jam packed with wocksheers, remplates, and

¢ 10 Event Marketing

Thare s ;7‘,1151 i Bachlists, the Definitiv
> o Twest ¢ Dk o Q mm Sort By, | Meost Popudar your ome Mop shop Tor driving measurable resulty
Mot Recem
Morst Poputas '.»
Marketing Automation Resources Marketing
Most Tathed Absout _ P Metrics &

Marketing Automation Buyer's Kit
Choosing the right marketing automation system Isn't easy. This 1s why
Marketo has created a buyers kit consisting of key questions you should ask

- —— i evakiating any solution. Creating Content that The Definitive Guide 1o Graduating from Email
= B evan, Sells: A Guide to Content * ol Marketing Metrics and Marketing to Marketing

Success Kit | 14K Views

e ; b | SOCIAL MEDIA
<= (Cetting from Good to Great Marketing - A M RS - TACTICAL PLAN

Marketing Nation Virtual Event Keynote

In this presentation featuring Principal Analyst at Forrester Research, Lori
Wirdn. and Marketn's CMO Saniav Dholakia wou'll diccover why marketers

I

Page 49

© 2013 Marketo, Inc. Mafke‘o.



On Your Blog

marketo com

@ MARKETO B[_OG Categories ~

Marketing Automation - i ; Content Marketing Email Marketing

Most Popular Sign up fOf'
Email Updates

Email Address

SUBSCRIBE NOW!"

Hot Posts

How 10 Create Marketing People Love

The 5 Key Marketing Metrics YOU  4ith marketing Automation
Should Be Watching R

Wodern B28 Marketng

it's commaon wisdom that metrics are the foundation of successful marketing. Yet all

too often B28 businasses focus only on measunng number of net 610 st
Three Key Job Roles to Make Your "-‘q'kij‘:l'llf_’)
by Dayna Rothman | B28 Marketing, Modern B28 Markstng Automation Rock
1 )
70 550
Follow Us

Bie 0 wiweet 00 @swe . R w0 < Like our blogP Share the love!
g s

S L e ghike ' O o

Page 50 -l
© 2013 Marketo, Inc. Marketo Proprietary and Confidential Marketﬂ'



Email Promotions

1. Rolling Launch: 4 Email Blasts to Database

= Members by Progression Status

Sent:

Opened:
Clicked:
Converted: @
Unsubscribed:

Referrer Source: @&

The Definitive Guide to Markety

Social Marketing
A Marketo Workbook

Are You Falling For These Soclal Marketing Myths?
Hi Friend

Social marketing = changng - 2 you keeping up? If Inese three sock
MANKEING MyIhS Nave you fodked, 15 Ime 10 JoNad 00f just-rekessed

10 d=cover the lajest socis media
stratogses and trenas

DOWNLOAD NOW
DEFINITIVE GUIDE

o MyTh #1 - The goal of SOSAN MAarnoting I8 19 Aep your company 1
10 yoor buyer. Faise! Our guisds shows you how 1o leverage your
commnity (o ampity and extend your messages for you

MIyTN #2 - SOCiN MarReting Mmeans Soing Mmore SOCAN Campaigns
Fase! Our gude shows you easy ways 10 niegrate socta sio you!
extsting progams rather han creating Soc i-onty campagns

o MIyTN #3 - SOcial CAANNEN Are anTy refevant IO MATKeters, Aot sales.
Fase! Our gude shows you Iree easy ways lsien 10 your socisl
channeis and engage wih leads across Al phases of the salkes e

14430 Download the Definitive. for
everylhng you need 1o mmpiement and opl Zf YOLX SOCLS| markeang - and gel
social

The Definitive Guide to
Social Marketing
A Marketo Workbook

DOWNLOAD NOW

114299
27929
7845
4277

Your Guide to the World of Social Marketing
H Frend

Are you bex o] 1o take | Cdl strategy beyond posiing whie papers
¥ twoetng about eve Fear o0t - our Nesmst aufienive Que
1 here! Downioad The Defindive Guade 10 $ocial Marketing (o see how
YOu can take s0ciy 10 the nexd leved by Yansfonming & rom pst another
channel Mo 3 Ay IMegraled componant of &1 your mankating aciwtes

Ihat drives Duyer sngagement, New Dusiness. S0d uBmalely revenue

DOWNLOAD NOW
DEFINITIVE GUIDE

Our newes! QUIOR Nas averyining you feed 10 Imgement and Opamie your
SOCE! Manetng eNors. Youll kesen how 1o

Crame a 30C1 Jeam and eMoendy generate content

Tarn your cusiomers o powerid brand advocates and infuencers
" y Ppees! S0Cal Channeis sach & Qhes and Pimerest

e SO MAelng N0 every stape of your S3es lunnes

ldentfy and me: ey Socks metres for proving RO4

s time 10 dedight your DOSSCs and 2s0Una Yyour coleagues aith your grasp of
Y

sl -:nah-g\-' Downlcag The Definitive Guide 1o Social Marketing o
ang gt socian

-]
Marketo

The Definitive Guide to -atf
Social Marketing Aacknty
A Marketo Workbook

Social Marketing Has Changed - Are You Keeping Up?

M Foend

SO & N0 0nger sl & Channe. OfF & T
undersiang P =
they manesng &
prcece’

= 1Ay 4 Sdvvy Marsedons

D siradegy st et be present in every aspec of

O LAN YO 1AM MG PRCGOPNY 1180 000K MAaetng
NTUON QU Srand e w
GECOvEY DOV SOCKN MANNEING Lon Sve Duyer enQapenant New Dusiness and
utrrarel revene

DOWNLOAD NOW
DEFNITIVE GLEOE

Our nowest QUIOE Nas Cvenyiiend yiu aoed 0 iGNt 3N 0pLNSe your
2OCE! Farketng eforts You 'l learm how fox

E

o OAING COGANUENON G0 DOAN
- NOCtES Dy £NgIBNg N

P2
o Leverage socsr meda chaaness

GoOges and PItens. nea
o neorpocate soctl marketng Bl every
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Frictionless & Incentivized Sharing

Enjoy 80+ Pages Packed with Social Marketing
Tips and Best Practices

DOWNLOAD NOW!

Fill out the form fo receive the newest
Definitive Guide from Marketo

Fill out the form to get
the full guide!

First Name: % 4eigi [

Last Name: * 1@!['99‘ N W

Social Marketing

Work Email:  * jhpullock@marketo.com |

Job Function: *] Marketing
Company:  *Maeto |

« Make every campaign social I
 Increase your visibility and
engagement e T s E

SHARE TO WIN!

Get 5 referred downloads, and get a
hard copy of the guide and a t-shirt!

¥ in =
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Social Promotions

Facebook Tab: 10,854 Views, 2,680 Form Fill-outs
Facebook Ads: 2620 Downloads

Twitter Ads: 1,430 views, 31 Form Fill-outs
SlideShare: 7,641 views, 312 Downloads

= W

THE DEFINITIVE GUIDE =
T0 SOCIAL MARKETING Marketo

Marketo

DEFINITIVE Enjoy 80+ pages packed

S0CI with sodial marketing tips
EJAIRE:?HE AL and best practices! Checdk

it out!

THE DEFINITIVE Markelo,
GUIDE TO
SOCIAL MARKETING

W X <
v DOWNLOAD NOW!
Whether You're Just Getting Started or You're
a Seasoned Pro!

Y G W MO e
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Social Marketing
Quick Tips



6 Social Marketing Golden Rules

ssssss

N

o1

Think
before
you

Don’t take yourself too seriously
Inbound Is not enough

You must have good content and
solid offers

You will need a strong call to action

. Always add value

Never forget that social is a two-way
street
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Facebook for Lead Generation

Marketo
Marketo shared 2 link. -"' 23 hours ago ’ Marketo
-] July 10 @ wullf uys o»

Hey Boston! Marketo's JumpStart Tour s making 3 stop in )
Mysterious, majestic creations, cats and bacon have totaly your cky on 7/23! Your Guide to Today's Hottest Marketing Trend!
taken the Internet by storm.

Leam actionable tips on =emaimarkating, #socal marketing, Downlozd The Definitive Guide to #MarketngAutomation for
i i i #leadmanagement free: http://mrk.to/sz05

Check out our new #infoaraphic for a fun visual leadmanagement and more! free: http://mrk.to/szo0

representation of the insane popularity around cuteness and

deliciousness! Regster nowe: http://bit.ly/11RsDwWC #mktotourl3

Kittens & Bacon: The Most Viral
Infographic Ever
bleg.marketo.com

If the internet had a mascot, you can
bet it would be a kitten dressed in a
bacon costume, Mysterious, majestic

Like - Comment - Share G1
" Jason Miller and 31 others like this.

Wit a comment...

Like - Comment - Share P4«
LUka - Commant - Shars P Y 1,013 pecple fike ths, Too Comments
) 25 peopls lke ths., Top Comments »

m Wirae 3 comment

\x Matthew Kelly I wigh ] wasn't busy. Love you guys!

Lke « Reply - 23 hours age
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Facebook and EdgeRank

Marketo
.." .nli‘ﬁ'ﬂ":.."h'-' -

It's that time of the wesk...tima for the Weskly Hump Day
Marketing Joke!

Courtesy of the New Yorker

“Let's try focussing on your posis that do receive comments,”

ke  Comment * Share 123
£ 325 peoge ke tis.

L) Vi=w 12 more comments
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Twitter Promoted Tweets - Timelines

Marketo marketo 6 hrs e Use gated Fesource

Markét'c'u Want to take \(C for a test drive? Experience

in action today! ' pages

* Have strong CTA

e Can still be playful and
fun

* Results depend on
content and message
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The 4-1-1 Rule

“For every one self-serving tweet, you should re-tweet
one relevant tweet and most importantly share four
pieces of relevant content written by others.”

Do This Not This

I’'m

Share the Love == awesome
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Slideshare
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.‘ # BUILDING ABETTER

§ INBOUND =
" MARKETING fm—
't MACHINE

How to Build a Better Inbound Marketing Machine

o on Mar 22 2012

“."": by Marre

« Make it part of something bigger
« Base your presentation on your expertise

Z3Get in touch
" ww »

 Take it on the road

« Activate form capture to collect leads
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& HOW TO AMPLIFY YOUR IMPACT [SESREEE
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Marketo Proprietary and Confidential

Auto

Want to know more about our producte?

Markets'  Gove us your contact nfo and we'l get back soon
whkh detals
— Warkesn

First Rame * Last Name *

Work Emall * Phone *

Organization / Company *

Message

B Event Marketing Webinar
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Google +

#Google+ hangouts are fantastic for
content, engagement, SEQ, and
thought leadership.

1. SEO r—
2. Consider Google Hangouts!

Marketo

3,173 followers on Google+
Marketo Inc. makes marketing automation ..'
software for companies. In 2012, Marketo was

ranked 78th on the Inc. 500, #7 among software
companies, and #1 among marketing software
companies. Wikipedia

Stock price: MKTO (MASDAQ) 52686 -0.77 (-2.89%)
Jul 29, 4:00 PM EDT - Disclaimer

Headquarters: San Mateo, CA
Special Guest

Host i
Jason Miller Jay Baer Recent posts
SM:rflmMa Strolegut, - Marketing Keynote Specker P

L - & Bast-Selling Author r. Are you tracking #social as a lead source for
| {r_j #revenue 7 You absolutely should be! To capitalize
| on the selling power of social, and adopt a

E "'-H"""z’ progressive ... 53 minutes ago
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Tweetable Takeaways

1. Need a mix of inbound and outbound
for a successful demand gen strategy

2. Repurpose content when you can

3.  Map content to the different stages of
the buying cycle

4. Multi-channel content promotion will
give you biggest bang for your buck @heidibullock

5. Consider 4-1-1 approach for social
campaigns

6. Leverage “peer-to-peer” influence to
give every campaign a social boost

7. Measure every chance you get and be
able to course correct in real-time
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Question & Answer Session

If you haven’t done so already,
please take this time to submit
guestions to our speakers using
the “Q&A” box on your console.

#TMGWebinar
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Thank You

Thank you for taking the time to attend our webinar today.

For additional information about our webinar series,
check out the following Web site:
www.targetmarketingmag.com/webinar

Please take a moment to fill out our
feedback survey.

(It will open in a new browser window/tab momentarily!)

- #TMGWebinar




