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1 Introduction

1.1 Background

BEverybusinessvantsto grow. In the fast movindigital world, it ismportant for

companiedo keep up with digital marketing in ordéo be agile, flexibleadaptive

and thusto stay ahead of the competitorslowever, for many unexperienced

startup companies, especially in B2B (Busines8usiness), there is a question how

to startwith digital marketing anadvhattodo.Thi s t hesi s descri bes
digital markeing journey, where the main goal was to improve the case Nordic
company’s di gi t aOurenrgerekce suggests thatarty businegsi e s .
without all the timetrying, testing, failing or succeeding and repeating therk mot

be improvements and seléarning.

The idedor the thesis came tdhe author duringher sales internship in thease
startup company By havinga deepaccess tahe c o mp aactiyities the authorhas
found apotential areafor its businesslevelopment. TheNordic company wanted to
improve its business growthotential, expand awareness of their product, and
eventuallyincrease the number of clients ad a result to generate mosales.The
case startup company has not been having much ordictevities whichbecame a
great opportunityfor the authorto exploredigital marketingield and make relevant
research At the momentthe Nordic company has only their official website and
email marketing system facilitated by clobdsed CRMTI he fnhal goal of this
research will be to entethe Nordic startupcompany intathe social media worldo
create a high qualitgnline presenceto compare effetiveness of three digital
marketingchannelsuse potential of various digital marketing techniqueslido
formulate recommendations for overall medium to leteym digital marketing
strategy. It is hoped that some of the findings may become relevant and applicable

for other companiesand in particular those in B2B market.



1.2 Motivation for the research

The main purposeof this research is to find howstartup company can optimize its
multiple digital marketingchannels in busineg®-business (B2B) market order to
increase lead generation am¥entuallyincrease revenue generatioin particular,
the author will addresthe folowing generic digital marketinghannels social
media, email marketing through clouebased CRMndsearch engin®ptimization
(SEQ)One of the objectives of this rearch is to help a Nordic stagh company to
promote its prodict (@ mobile cloud based applp increasebrand awareness and

sales through different digital marketing techniques in global B2B market.

The aithor will therefore make an attempto identify in the existing literature
relevant best practices, core maaes and possible recommendations for digital

marketing strategy of immediate relevance to the company.

1.3 Research questions

To begin witlthe researchprocessthe author will clarifyresearch questions that
flow from the research ideaf this thesisin order to helpachieveresearch
objectives(Saunders, Lewis, & Thornhill 2082;33).

RQ1 (research question): How ddke running oftargetedemailcampaigss affect
lead generatiof?

RQ2 (research question): How does the running of social media égqngpdfect
lead generation?

RQ3 (research question): Howgsearch engine optimization (SEO) designedftect
lead generation?

RQ4 (research question)hichdigital channel (email marketing, social media

marketing, SEO) is the most effective onlinditafor lead generation in B2B?
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RQ6 (research questiarbhlowto optimize the use of email marketing, social media

marketing, SEO in formulation of digital marketing strategy in a B2B company?

1.4 Structure of the thesis

The structure of thehesishas ben divided intofive main chaptersintroduction,

literature review, methodology, results, discussion and list of referentés. hesis

starts withthe | nt r oduct i on’ hortiywleseribes thetbpec, aut hor
backgroundsmotivation and relevancef the research After the introduction

fol Illowsr &t ure review’ part, where the au
problem literature.A review of the literaturgrovides conceptual foundation and

shows how the study supplements the prior researichthe field. The* Met hodol og
part presentghe choice of methodsppliedfor data collection in order to solve a

problem.l n t he ‘' Resul t s’ ntstharpsults and fintirgs oaithet h o r
research which helps to draw conclusiobastthe* Di s omss chapter col
the parts where the authowrites conclusionsanswers the research questions,

presents practical implications, describes limitations of the research and, in the end,

provides recommendations for the future research.

1 Literature review

Thefocusof this thesis will be o three parts (channels) which are key concegfts
literature review part However the author will start with the introduction to digital
marketingfor B2Bandlead generationA number otheories, which supprt the

researchwill be discussed.



1.1 Digital marketing ad why it mattersto B2B

Digital marketingalso known as onlinmarketing, internet marketing or-e

marketing is marketingwith the concept oppromotingproducts (services) to current

or potentid clients via InternetDigital marketing differs from traddanal marketing

by thechannels, whiclare used to interact withthe audience For example, instead

of print, TV and other types of traditional media, marketers use Intebzeted

media such asocial media channels, emahd websiteto reach customergMiller

2012,6.) In the future all companies will need marketers with-tigpdate knowledge

of digital marketingn order tosucceedChaffey(2012,190) refers to the famous

saying of Michael dtter (2001) to explain why Internet is so important for modern
business strategy The key question is not whether

companies have no choice if they want to stay competitieut how t o depl

According to Mille 2012, 7).there are several important reasomgy digital
marketing matters tdB2Band whycompanies should construatdigital marketing
plan. Firstly,to stay ahead of the competitorand establisitloser bond with target

customerslt is not a secrethat nowadayseveryoneisonlineModer n buyer ' s
behavior consists of exploring product features onli@fore makinga decisionof
purchasing. Aythingfrom watching videosreading blogsand reviewgo
participatingin different social networksNowadaysn orderfor acompanyevento
survive, an effective online preseeis essentialSecondlyit isimportant to
understand that anypusiness carand should reach target buyeosline. Moreover,
customers expect businessesdo so,because the customee an increasingart
of the online communityTherefore,it is very crucial for th&2Bcompanies
nowadaydo invest indigital marketingin order to be ahead of its rivadsd remain
competitive Another reason why digital marketing matters to B2Bat it is
becoming more prevalent anth fact, costs lessthan similartraditional marketing
methods As an exampl#iller providesMarketingSherpand Forresteresearch

findings where they prove thdately most ofthe B2B companies have been

relativelyincreasing their budget for digit marketing and itsools SEQsocial



8

media, welsite etc.). Thigepresents the priority change over traditional marketing.
The world is swiftlymoving from analogue to digital, thasiwhy companies need to
walkawayfrom traditional marketing, pay more attentiorand invest into digital
marketing evenif it might seem risky at firsBusinesseseed to innovate and keep

up fastwith digital marketing nowadays in order to grow and be succes#fid., 8.)

Digital medidandscape has never been as complex as today. Rapid introduction of
new tools, éta sources andifferent platformson daily basis makesdhallerging

for marketers to assess and identify which innovations are medetant to the
company in ordeto acheve digital goals and objective@demann & Burbary 2013,

1)

The one important difference between B2B and B2C marketing (especially online) is
the length of the sales procesBheB2B sales process ha®ra stages in the sales
journey. In additionit requires a more involved relatiebuilding processvhere

many decision makers included, thus making it much longer and more difficult.
(Miller 2012, 25.)

According to Miller (2012, 488), there are five tges of the B2B customer litgcle

or what hecalls it- buying continuum

1 Reach-the first stageof the B2B buying continuumwhere it all starts from
for any B2B companyhis stage consists of reaching out to new customers,
letting them know that your company exis@nd capturingheir attention by
spreading a message. Miller suggests that the best digital media for the
“reach” stage ar @onthERRandbbgying. adverti si
1 Acquisition-the second stage dhe buying continuum igssherethe company
is moving fronthe process of gettig online attention from the prospect
customers, to entering into thejpurchasing decisiomaking process. By
luringthem to further inquiries and consequently moving them to the next

stage ofthe customer bying cycle. Bsicallyacquiringthem asa qualfied
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lead. Thebestsuiteddigital media foithe acquisition stage areetsite/blog,
multimedia and email.

1 Conversior-the third and midile stage of the csomer buyingcycleis one
of the most interesting and important for any company pakonverting
leads to paying customers. Website and email are consatire best digital
mediafor conversion stage.

1 Retention-possibly the hardest stage for any company. lieorto retain
customers, companies have build and maintain strong trustful
relationships, thus to avoid losing them to competitors. That is where social
media, website and blog shine

1 Loyalty—the last stage othe B2B buying continuum. Thatidere
companies buildongterm loyal relationshipwith their customers, so they
would reconmendthe product orsewice to other potential clientsnlother
words, making them part of the team. The best digital media forltgyae

social media and email.

Understandingof thesestages obusinesgo-businessugomer life cyclecouldhelp
marketers and B2B companies thoosewiselydigital channelsbased on thegoals

whichthey want to achieve with digital marketing.

1.2 Lead generation

It is importantfor any companyo create relationships and build trust with clients in

order to gain new cusmers and make existing once to come bdg&thman defines

lead generation as a marketipgocess by whicthe company stimulates and

captures interest in its product or service offeringsad generation helps businesses

to identify potentialcustomersgenerate more leads andrive more qualified leads

to salesTherefored evel op company’ s sales pipeline
to grow business in many other ways. Lead generation has become a relatively

popular strategy for creating demanand helping marketing campaigns to reach and

be heard by target audience across different digital channelsk&tmg has

drasticallychangedn recent yearsas well as the buying procemssd cold calls.
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Advertisement in print magazines is not enoughanymore t oday’ s mul t i
world of social media and mobile devices. Nowadays companies have to reach
customers via different digital marketing channels such as social media, website,
search engine and moyén order to makéusinesgyrow. Being a faceless

corporation is not working anymore. &ern buyers wanto get to know companies

and theirbusinesss engage with thenas theywould engage with a friendnstead

of finding customers, modern companies need to focus nwréeing found.

(Rothman 2014,492))

The frst important stepto gettingstarted with lead generatiofor any company is to
identifythec ompany’ s | eads and n otordgrtodefinel ead s,
leads, companies need to understand who tHaiyers are By using demographics

(gender, title, age etc.) and firmographics (company size, company do¢atidustry

etc.) segmentationB2B companies can identify and createrofile of what sort of

individual (group) buyers and organizaticare interested in their product aservice

thusthey can define who theibest leads areThe gcondstep is to definghe
company’s sales process. | n f acfanpel most
which consists typically of thraeainbuyer stagesearly, mid andater. Depending

on salegprocessgvery company has a different sales funriteis important to track

where buyers are itheir purchasing decisiothus every company hat® have some

form of alead generation program.hE third important step is to definéhe key

metrics because they will be one of the driving forceehindthec o mpany’ s | ea
generation planThe rext step is the most important for any strategy or plan to work

— establishing goaldVhat is thecompany trying to achieve? Get moratks, more

social media actity orincrease brand awareness et@fer establishing concrete
goals,companiesanstart choosing which digitaharketing channels to exploit.

Basedon what makes more sense tbec o mp amagketisg mix(ibid., 2034.)
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1.3 Key concepts

Nowadays withthe diversity ofdigital media typesit is important for any company
to focuson its optimization, and resourcesn coredigital channels that drive

c 0 mp avalye!(Ghaffey & Aller2016 4)

There are plentyf different digital marketing channelsompanies and marketers
are using today3ich as website marketing, search engine marketing, online
adverstising, content markimg, mobile marketing, onlineyblicrelations and many
others, in order to attract and engage potential and existing customersenMiller
2012, 24)In theresearch the author will focus mainly othree digital marketing
channelsemail marketing, social media markeagiand search engine marketinthe
choice of the digitathannelghat will beexplored in this thesis was baseah the

a ut hpersonalnterest,c o mpany’ s mgoaléamtovenallgeleraingas

well asthe surveyresults fromrecentmarketingresearcles

Website(63%) email marketing(52%) social medianarketing(49%)and organic
search (31%ave been ated by marketersasthe most effectivechanneldor a
digital marketing plan to include in 2012017 Digital Marketing PlapSurvey
Summery Repor2017, 9).

Below presentedesearch results fromecent report conducted by DemandWawe
November andecember of 201fseeFigure ). They surveye@00B2B marketing
professionalsn the United Stateandfound outthat email marketinghas been
ranked aghe top channel for driving lead§3%) in 2016, followed by organic search

(7099 and social medi&5%). (2017 Stateof B2B Digital Marketing, 2016, 10.)
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“ WHICH OF THE FOLLOWING CHANNELS DRIVE LEADS FOR YOU?

Email I 7 3 %
orgaricsearcn N 70
Social Media D -5

Paid Search I S < o

Display Advertising

Mot Sure

*Respondents were asked fo select oll that apply.

Figurel. Which channels drive leads? (2017 8tat B2B Digital Marketin2017)

The results of botlstudiesgave an idea of whickey conceptsouldbe employed in

the research The seleted key concepts are

1. Social media marketing
2. Search engine optimization (SEO)

3. Email marketing

Perbrmance and impact measures suchcae mpany’ s revenue, t

media followerstotal likes,link populaity of welsite, using Google Analgswill be

applied, analysed and discussed in the results and conclusion chapters of the thesis.

The best practices and recommendations regarding strategy for multiple digital
marketing channels as well as tactical and operational aspects with a focus on

performance and impact will be presented.

1.3.1 Social media marketing

The hottesttopicin digital marketing today is social media market{81M)-
marketingon different social mediglatformssuch as LinkedIn, Facebook, Twitter,
Google+YouTibe and manymore (Miller 2012,15) Social media coveeverything
from social networks to social bookmarking seegicShortlysocial media givethe

opportunity forpeopleto share their experience and opinions with each other

ar



13

online. Social media differs from traidinal media TV, newspapers, magazines) by
the fact thatthey ae two-way conversations betweeparties;meanwhile,

traditional media i®ne-way.

There are different forms of social medguch as social networks, blogs,
microblogging services, medishaing sitesand they all need to be considered for
online marketing efforts(ibid.,214.) According tdStelzner(20167), 90 % of

marketers responded that social media is important for their business today.

Thechoice of social media platforms exploitwith the case B2Botmpany will be
based on several latest social medesearch findings regarding that issUde @ase
startup Nordic company is just getting underway with social media marketing.
Stelznetr @016, 24)kurvey results show thdhere are ertain social media

platforms (®e Figure 3)hat are being utilized by those companies, which have been

employing social media marketing less than a year in 2016.

0% 17% 33% 50% 67% 83% 100%

Facebook
Twitter
Linkedin

Google+

YouTube
Instagram
Pinterast
Forums

Social review sites {8
Slideshare A

Social bookmarking

Snapchat
Geo-location

Vine <
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Figure2. Platforms used by those companies with less thami2 n t experience of
social medigStelzner2016)

Based orsurvey results, Facebodakthe numberone choice fostartup companies

to exploit followed byTwitter, LinkedIn, Google¥,ouTubeand Instagram

Accordirg to Content Marketingnstitute/MarketingProfsresearch result¢é82B
Content Marketing 2016Benchmarks,Budgets, and TrereNorth America2016
18), most of the platforms remainn the top as inthe previous study, however,
LinkedIn dominates anid considered to be the most effective pfatm for B2B

companies in 2016 followelly Twitter, YouTube, Facebaok

Some of the most popular social media platforms for B2B compzsueh as
LinkedIn, Facebook, Twitter, YouTube, Google+ and Instagram will be listed below

and, in fact, will be utiied bythe authorinthec ase company’s cont e

LinkedIn

It is the most popular social media platform famofessional networking. LinkedIn
offers to people an opportunity to connect with other professionals in the same or
similar industry from all ovethe world. (Maina 2016.66% of B2B marketers rated
LinkedIn as the most effectivandbestperformedplatform in 2016B2B Content
Marketing 2016Benchmarks,Budgets, and Trerdsorth America 201618). In
addition, LinkedIndominates as well dseingthe number one social medigetwork
for lead generatior(2017 State of B2B Digital Marketing, 2016, Lif)kedIn can help
B2Bbusinessesvith several thingsoday, such asuildingcontacts building brand
and personal profile andeveling relationshipsBesides, making it an information
hub, source of news place where companiesn offer help and customers can ask
for help, as well as a place for sharing experience, showcasing experitséor

marketresearch (Power 2016, 167).dgtimportantly, LnkedInis a wonderful social
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network for reaching potentiabusiness decision makers in spedifidustries (Miller

2012, 231).

Assumingall these features, LinkedIn is the besicial media network for B2B

companies tadtilize today.

Facebook
Facebooks the largesand most popular social mediaetwork on the Internet today
with both businesses and consume@dpperton 2009, 61Regardlessf the fact
that Facdook at fistwas neverdesigned specifically for business, both B2B and B2C
companies havéound success marketing on this socreddia platform (Miller 2012,
227). With more tharamassivel billion usersFacebook is a great placedpread
thec o mp a ny ' .Becausasoineofithe target customemmost probablyare
usingthis social media ptform inone way or anotherit is increasing chancesr
businesseso be found and heardAnother reason for businesses to use Facebook is
because it offers a lot of different ways to engage with audience, as well asghly
targeted andow cost PP@dvertisement, simultaneoushyrivet r af f i ¢ t o con
website.(Power 2016, 180lj is a very simple process to start marketing on
Faceboolby creatinga Facebook pagactivelyupdatingit with interesting relevant
content encour age KkcetlisRaaeoekrpage and recorhmend it to
other people, and in the end monitimg and responding (Miller 2012, 229).
According to Hemann and Burbary (2013, 16), thesesange ofthe most popular
metrics in Facebook Insights fibre page owner to use in der to track and evaluate
page perfomance
1 Total likexxt ot al amount of peomhteepaghho have
1 Reaclt there arethree categories of reactorganic, paid andiral. Organic
reach ighe amount of people who have seen specific pashieir news feed
on Facebook. Paid reach means the amount of unique people who have seen
anad or sponsored post you paid for. Viral reach means the amount of
people who have sn post fromthe page publishedby their friendson

Facebook
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1 Engaged usersamountof people(who areactually interested irthe content
and reading page postsvho have clicked to see your post during@ecific
time duration.

1 People talking about this (PTATamount oflikes shares, comments, posts

created over 7, 14 or 28 day time period.

All these features make Faceboakvonderful social networto expbit for any

startup company.

Twitter

It is another populaand,in fact powerful socialmedia platform. Twitter haa
concept of micreblogging, where people can weitand share shoitl40 characters
or less)ymessagesgtweets)with other people from all over the worldLacy 2011, 1D
As for businesss it is a very valuable marketing todlwitter can help to interact
with prospect clientstos h ar e ¢ o0 mp adrstpriessempowerfans,as well as
turn customer service into a competitive advantage. (ibié.) As for B2B
companiesit is a great toolfor example, toccommunicate anahotify customers

about new producannouncementgMiller 2012, 2016).

Hemann ad Burbary (2013, 17) provide some common metrics to examine for
Twitter:
1 Followers The amount of people whsubscribed taccountupdates
1 Retweets- The amount of people who have shared your posts with their
followers.
1 Impressions- The amount of peog who have seen your posts.
1 Mention—Refers to how rany times someone has mentiongdu in posts

with @ sign

YouTube
Googleowned YouTube ithe most popularvideo-based social mediaetwork and,
in fact, thesecond largessearch engine after Googl®léina 2016). The idea behind

YouTube is simpleto upload and share videos with other people around the world



17

(Clapperton 2009, 88Video search is becomirggmore popular type of online
search. Today B2B buyers are using internet in order to searcte¥oproducts or
services, and theyfind that video isagreatwayto familiarizewiththec o mpany ' s
product (service) imfast and eag way. Power2016, 143.53% marketers plan to
increase their YouTube marketing in 2017 (Stel2@dg 32).Channel owers can
useananalytics platform on YouTube to track channel performance. These are some
popular metrics
1 Viewsc the amount oftimes someone watched a specific video or she
YouTube channel.
1 Subsribers the amount of people who are following théurube channel
1 Likegdislikesc the amount of timedhe YouTube vieers selected if they like
or dislike aspecific video.
1 Comments; the amount of people who shared their opinion or gave

feedback on the particular vide@Hemann & Burbary 2013, 118)

YauTube channalcould helpthe case startup company sharitigeir products
featuresvideos, as well as tutorials on how to usepteduct(mobile cloudbased

app)with potential customers online

Instagram

Instagram is visual fast growingocial medh platform,whichhas over 400 million
active users ommonthly baseB2C companies have been successfully utilizing this
platform since the first launch in 2010okever, the process of exploiting Instagram
has been slow for B2B businessElse reason folnstagranbeing challengindpr

B2B ighat it isa mavile application, which were designed to be usimdy with

smart phones or tabletsThe idea behind Instagram is for people to share pictures
and videos of their activities, where they aaedwhomthey are with. Hashtags and
tags areanew dimension for B2B marketinBegardlesall the challenges, Instagram
offers to businesses a greaty of reaching outo atargeted audience (by age
group, geography, job titleandbuild closer bong with customes. (Power 2016,
188-190.)Unlike Facebook and YouTulmstagramdoes not offents ownanalytics
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dashboardyet. Nevertheless;ompanies can use other analytics tools like Google

analyticsto monitor Instagram activitfyDelLane 2016).

Google+

Google+ is lot like Facebook, however it has one greater benefit for businesges
ties together soci al medi a post gshewi t h Gc
company’s search ranking (Miller 2012, 2
own analyticslashboard on channel performanc€onsequentlythere is a need of

having some extra analytics tool for social media.

Blogging as a part of social media

According to Miller (2012198, 215), blogging is a form of social connection érisl

considered to bene of the key social medidoday nost of the B2B companies

include blogging intoheir digital marketing strategy-However, the author will not

talk about blogging in théhesis.The a1 t h calleagueMircea Hotoleanu is doing

his action esearch regardinglogsfor the case startup company. In the end, there

will beashort comparisob ased on bot h aut lefiedivenesséfi ndi n

social media networkingnd blogging

Social media, especially social networkiraye become dticallyimportant for B2B
companiesSince it is a twavay conversation typesocial networkingyives
opportunitiesfor businesse$o establishclose bonds with their customersto build

trust and lasting relationshipdhat is why most of the B2B markes include social
networks like Facebook, LinkedIn, Twitter, Google+ in their social media strategy
nowadays (Miller 2012, 235.50cial media is not anymore considered only for brand
awareness and buzz, in fact, 64% of marketers responded that soci& hmesian
actual impact on lead generatioodern buyers like to sekducate andearn

online about the product or service they are interested in purchassuogial media

gives companiesan opportunity to share theiexpertise and educational content
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with potential customers, as vleas assist leads to the point whémey are ready to

purchase.(Rothman 2014, 14142)

1.3.2 Search engine optimization (SEO)

Creating social media andagebsite for the company is greahd amust-have.
However, thereal chalkengeis that customers need to know that your business
exists therefore it needs to be found (Clapperton 2009, 98je all turn toseach
engines like Google, Yahoo!Bing to find information productor servicewe are
interested in the same witlcusomers in B2B worldAt first, B2B potential
customersare just searching for something onlinend then most likely they would
click onthe first business website on the top of search resuhsorder to find
relevant information However, the lsallenge $ that companiesannotjust simply
buy thesetop placemensin search resultsit is all aboutanking How well business
sites matchwhat its potential clients are searching fonlme. That is where the
importance ofsearch engine marketing (SEM) arglaptimizationcome in Search
engine marketingSEMJs an activitywhichhelps companiesptimize their website
ranks higher in search results. In fact, their goal is tdrg#te top ten sites in search
results in order to getmore visitorsand new pospects (Miller 2012, 123125.)
Search engine optimization (SEO) is there to help with that jsésugbringing more
visitorsfrom search engineSSEO ia proadive approach for making compas
websites as friendly as possiblen order to improve itgosition in the organic results
listing of search engine@Power 201675.) The goal of all the search enginéke
Googlei s to provide the most ac todeliverttte r esu
best search experience. In simple words, seardjiregs examine different websites,
choosethe best matcles and rankthe sitesto the top search result&ith the best
suitedcontentb ased on t he parti cuBiacecompamesc o f
cannotbuytop placement, they need to focus amhatis called organic searchh@t
meansthe overall website contentwwhich should match thosspecific terms or
keywordsc o0 mp a potemtial tistomers are most likely using in search engines
(Miller 2012, 125131.)
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There are plenty of SEO tricks and teciugis companies ugedayfor optimizing
their websits to the top of search resultsol¥ever, the most important andhe

most effective thing companies can actuadlyg, in order to improve their search
ranking is to focus onmprovingt hei r we bns. (ibid.e183.)Ther@isrt old
but accurate Internet marketing terncontent is king which is truebecause
contentisafuel for anycompany activity on the internet. Having elevant, good
guality andgrammatically correctontent will help compaies to attract, engage and
retain their visitorgpotential leadspnline. (Power 2016, 81Miller suggests that
thecompany’ s site cont en tandgdevantbutdalsb SEON ot
friendly. Meaninghat it needs to be presented in sueaway, that Google or other
search enmes wouldnoticeit. These aresome tipsfor companien how to make
their content more SE@riendly provided my Mille2012, 135)

1. Focusing on words, not picturgsompanies shad not put important content
inimages,videos oranimations. mstead they should plagein the body text
on the site in order for search engines to find what is important and what to
analyze.

2. Including keywords in the cogyis important for companies to work with
particular keywords andohrases, whicltheir potential clients are actually
using when typing into the search ban the Internet. Those keywords need
to be i ncl udedinoraerfdor bearchprgmes tocongiderit §s
a relevant search result.

3. Natural repeating okeywords Plachgthe mostimportant keywordson the
web page isiecessaryln addition, the good fctice is to repeat them, but
not too much in order to avoid unnaturatuffing.

4. Important informationfirst. Byplacingthe mog important information arml
key concepts in prominent places, suchoasthe topof the page. br
example headings, sbheading offirst paragraphs, could make it easier for

search crawlerto findthec ompany’ s web page.
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According to Rothman (2014, 193), the first step in creggisearch engine
optimization (SEO) strategy facompany is talo a keywordresearch, neaning to
identify right keywords. Its important forthe companyto understand what exactly
their business wants to be ranked fafter realizing thatthe compary needto
determinekeywords and kephrases, whiclmakes senseto their business
Sometimes it can be a alkenge for companies, especially startufgscomeup with
keywords. Tat is why keywords research tools like Google Keyword Planner exist.
Compangs can start exploring that tool in order tmme up with keyword ideas, but
they have taremember the fact that this tool requigethe owner to have &oogle
AdWords accountirst. Otherwise, Rothman suggesigeatinga spreadsheet where
the company wouldist every siglekeyword, its phrase, priority and page URL. This
will helpcompaniedo organize and keep traak their keywords. (ibid., 194.)

Keywords are one of the most important asp&ict successful search marketing.
Thereshould be a correlatin between whata company has as their content aheir
website and what actuapotential customers are searching for on theernet.
(Power 201687.)

Powe (2016 8889) suggests that there are somrecommendations on how B2B

companies can promote keyord positioning in practice

1 Headlinekeywords The first 200 words on the website are usually the most
important. Headings and subeadings have the biggest effect on search
ranking algorithms, thus making it essential for companies to put their
primarykeywords inthe headline.

1 Qarification words.Some words have several meanings. In order to clarify
particular meaningthere is a needo addan extra symbol in the beginning of
the key phraseThis will help to see other customers most common searches
related to this word or phrase, thus refléatyconsumer search behavior in

B2B.
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1 Keyword distribution and densitysome compaies overwhelm their website
by repeating the same keywords in every senteneich looks unnatural.
The propermpractice is to us synonyms and to have a balada@mount of

two keywords in the body copy.

Another important aspect to consider is that search engiewesnot only checking
c 0 mp a wisible gxt on websitg, but also what lies underneaththe metadata in
the HTML cde. Metadata includeshec o mp a ny ' samwand keywore
content (KMETA> tag). Clearly defined and written metadi&scriptions provide
better picture to search engines like Googihat kind of contenthe particular
website has, thus increasingances fothe company to rise in rankingesides the
<META> tag, search engine crawldsoanalyze <TITLE> tag in the HTML cddhet
is another reason to place the most important keywords in the t{tiéiller 2012
132))

Everything discussdakfore was basicallpbouton-page SEO, which often meaas
employment of different tactis to make suréhat everything orsite is working hard

for the company andthey areusing SEO to its full potenti@ower 2016, 90).
Howevae, in order to succeed, thershould be a mix of both opage SEO and eff
pageSEO link generation efforts. Search engines like Google pay a lot of attention
notonlyo t he o v er avebbkite contenty umlsote the fact that others
actuallylink to it. Link building is a veliynportant practice which consists of dithg

Il i nks t o t h site&nd gefirayqualitysnbourel inks from relevant high
ranked sites(Rothman 2014201.)Quality is the keythusgood practice foa B2B

C 0 mp asiteyis tesget quality inbound lks fromtheir suppliers, distributors and
customers, as well as from other sites,
industry (Miller 2012, 146)Nowadays, there are many famous influential bloggers in
different industries and some of them have ithons of followersAs an example,

companiexouldshare theirinterestingcontent with bloggersin exchangdor adding
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links backo the companywebsite thus gettingattention fromtheb | ogger ' s

audience(Yakimenko & Kostromitsikd011, 29.)

SEO is sery important part of lead generatiokearch engine optimization (SEO)

helps companies to make their sites more vistioléhe potential leads, thus
increasingchancedor businesssto befound. (Rothman 20141,84.) Since search

engines, such asoogle are driving themajor of prospects to B2B sitasis

necessaryor B2B marketertodayt o i ncl ude S EdQigitalmarketm@ ¢ o m
strategy. Even if it isl@ang-term process, aftethe company gets it right, leads will

flow. (Miller 2012, 150.)

Chaffey (20163) provides several recommendations on how to boost B2B online
lead generation by using inbad marketing communications, such sscial media
and search marketing hese are some of thechniques, whicttan helpB2B

companiesmprove ther lead generation:

1. PersonasUsing personas is a great way to determine what corgent
company’s audience really need. Chaff
of target buyer with specific needs, characteristesyironment,and
motivations. Based oanderstanding of its target buyer personaise
company can start thinking how to increase leads.

2. Content formatsBelow presenteccontentmarketing matrix tool, which was
structured to help B2B companies to identify what types of content they
should create(see Figur8). The ontent marketing matrix includes four
guadrants educate, entertain, inspire, convince. Depending on what
company as a business is trying to achiglre company can use this tool as a

starting point for generating content marketing ideas
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The Content Marketing Matrix

re your marketing goals for

ew your content marketing

Letusk you think

@smatinsights and
www.smartinsights.com
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&
Spis

Figure3. Content marketing matrix tool (Chaffey 2016)

3. Editorial calendarCreation ofin editorial calendar is a great way to organize,
plan, schedule production and publishingggf o mpany’ s content

4. Content repurposingn addition tothe editorial calendar, companies should
alsoplan in advance repurposirtgeir content. By creating different content
formats and planingrepurposing early will help to achieve more reach from

compani es online campaigns.

5. PEO combinatialPEO stands for Paid, Earned and Owned types of media.
The content distribution matrixlesigned by Smart Insightsan help
companiegeview the use of latest digital medigous boost lead volumésee

Figured).
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Today there are almost limitless media options for
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media can give you incremental conversions - you
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Figured. The content distribution matrix (Chaffey 2016)

6. Using keyword researctne of the most important kegto search engine
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optimization (SEO) is keyword research. The author has been talking about

keywords earlier in théhesis. lbwever, recently Googlhas updated its

algorithms (Hummingbird and Rankbrain) and its approaches to language

gueries. Consumer search behavior has chantped is why Google suggests

for B2B mar keters

strategy.s’*

Memuman

y

to think

consists

fgeneratianb o u t

of

showing how customers are searching differently on smartphones.

7. AdWords and display network remarketir®EO is an organic way to get

four

visibility in search results, but is it enough? Chaffey (2816uggests for B2B

companies also to try to explore paid search advertising. Cordgariee

SEO, paid listings in B2B are mainly costly, however they can create many

opportunities for B2B companies to attract new customers. Most of the B2B

consumers a using Google for search today. That is why companies should

also try, what is called remarketing, in Google AdWords. This will help to

(
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create a followup display ad (message) popping up for both existing in
database customers and newteatial leads, whdave visitedat some point

thecompany’ s website.

8. Social network advertisemeris paid search ads were created for reaching
more people through organic search results, paid social ads were created for
the same purpose, but only for operating through isboetworks. Facebook,
Instagram, Twitter and LinkedIn provide many options for companies to reach

their targeted online audience.

1.3.3 Email marketing

Email marketing ia very important part olanyc o mp adigial ngarketing plan
especially in B2Bt is a great way to communicate with existing and new potential
customers online. (Miller 2012, 18®gcording to Chaffey and Allen (2016, 4), in
2016email marketing had the best performance with 80% by delivering the best ROI
(Return On Investmentjhusit was the most cost effective channel, followed by SEO

71% and organic social media 69%.

Email marketingin fact, is a form of direct marketind32B companies can use email
in all the stages of the B2B buying continulviastly companies use email mating
already with existing customerathbase, after theyirst makecontact.(Miller 2012,
179,180.)it is a fantastic way for companies baild trustful personalized
relationships withbuyers, as well as tkeep in touch with theiteadsby sending

compa n i updates, new product laun@s, events and mor¢Rothman 2014, 292).

According tahe report conducted byAscend2Z017 State ofB2B Digital Marketing.
2016, 9) email marketing has been the most effective lead generation channel in

2016, followedby content marketing and social media market{sge Figur®).
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What are the MOST EFFECTIVE online tactics used for lead
generation?

Email marketing

Content marketing

Social media marketing

Landing page/website optimization

Search engine optimization

Paid search or online advertising

Webinars or virtual events

Ncendz State of Lead Generation Survey, Ascend2 and Research Partners, August 2016

Figure5. The most effective online tactics used for lead generation. (State of Lead

Generation Survey, Ascend2 and Research Partners 2016)

However the case startup companlyas not yet generated much leatsits
databaseandthat is whyits currentstrategy consists of usirgmail toreachnew
customersThe author will discusspportunities,challengesand recommendations

on using email marketing in the reach phaseB@Bcustomer life cycle

Many of B2B companies are using emathimreach phase. The problem is that
legitimate email marketing ispt-in marketingwhich means that companiesmnnot
send out emails to the new prospects without getting their permissicst. fThese
massemails, which have been sent by companies without prior permission of the

customers are considered to benwanted commercial emails (UCES), or simply
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spam.Nobody likes spam, spamming potential customespecially busy
businesspeoplasthe worst way to start new business relationships for any

company.(Miller 2012, 184185.)

Miller (2012, 187) suggesB2B companie® follow some best practiceshen using

emailin reach phaséor lead solicitation

1 Send email from someone importairt orderto increase chance®r
recipients to operan email, it haso be sent from someone importantith
uppermanagementitle in the company.Recipientsare morelikely to pay
attention and operthe email if it was sent from someone withnameand
title.

1 Work the subjectAnother thing that recipients look first is the subjecttioé
email. If they find it irportant and relevant to themmost likely they will read
it. That is why companies need to think carefully how to make the subject
matter for their recipients.

1 Make itshortwith a point. People, especially businesspeople are very busy
nowadays Moreover, amajority of them are most likely using mobile phones
to checknews, social media and emails on daily basis. That is why it is critical
to make emailsasshortas possiblendto get quickly to the pointCtherwise,
if the emailis toolong, peoplesimplywill not read it, evenif it has interesting
content.

1 Value is importantThe goal of sending emailsthre reach phase is to convert
recipients intolead. hatis why companies have to offer something of real
valuein exchange for their time.

1 No images, allext. In fact, most of the newwomingemailsfrom unfamiliar
contacts with attached images are often considered as spam. In addition,
email servicedike Yahoo! andmail block images most did¢ timein order
to prevent emails from viruse3hat is why altext approachwill be the best
choice to use in the email campaigios B2B companiet® solicit new

prospects.
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Byfollowing theserecommendations, theompany can tailor their email marketing

campaigns in order teeach potential leads.

1.4 Theoretical framework

The key concepts of the research form an emerging theordtiaalework that

explains the research problem under study in theploratory phase.

All three digital marketing channels are designed to be effective tafctidead
generation ancconsidered to be essential fatl B2B companies as depicted in below

figure 6

A Strategy
Social Media Tactics
(Facebook, Twitter, Linkedin...) L
B : Procedures
est practice Day to day
SEO (Search Engine Row i
Optimization) Y an Y
know how

Performance
or
impact measures

Figure6. Key concepts

The author (researcher) will follgwsted abovebestpractices and
recommendationgor SEO, social media and email campaigreasureperformance

andimpactof digital marketing activitpn the startup Nordic company.
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2 Methodology

Research iathoroughprocess oinquiry, whichhelps people to gebetter
undersiandingof the nature of phenomena (Stringer 2007, Bsearch organized in
the real world can be defined assystematiceffort for investigationof the particular
problemand finding its solutiorfGray 20092). Knowledge is what researdhall
about. The basic idea of doing research is to discover existing knowgelgerate
new knowledgeand share it with othersThe sudy of knowledgas called
epistemology (McNiff 2016, 10

Based on thessumptions the researcher makes about the word ¢he nature of
realities,a conclusiorcan be made of which research philosogpuldbe adopted.
The assumptions shape the wne researcher understands its research questions
and the choice of the péicular methods thus affect its interpretation of the research
findings.In thisstudy,the authorassumel pragmatism as itphilosophical stance

The chosen reseeh philosophical positiosupporedt he aut hor’' s choi ¢
research strategy and the methad8ragmatism insists that the only relevant ideas
arethose, whichsupport the action, thus makes the research question with the most
important determinant to consider. This philosophical position enables to use

multiple views to answer research questi@s, well as it allowadoptingmultiple

method designs within one studfydesired.In the end, the pragmatic choice of the

particular method (methodss focused more on practical applied research

combining different perspectives in order to help interpoetlected relevant and

reliable data. (Saunderkgwis & Thornhill 2012, 12830, 140.)

2.1 Research approach

The authorof this thesishasconduced aninductive research approacmductive
reasoning always startsith particularobservationsdetecting patterns,then
formulation ofsome pilot hypotheses which are desired to é&eplored, and
eventually, coming up witsometheory developed as a result of data analysis
(Trochim 2006.)
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The objective of thetady wasto exploreparticulardigital marketingchannels real
effect on lead generatiom B2Bmore thoroughy in order to develo@ hypothesis

that canbe tested in theaesearch.

Research design can be described as an overall plan for answering research
guestions. Coherence of research design withriature of the research, research
guestions and objectives is very importaibid., 159164.) Research design is
needed to plan in advance which methatie researcher wilhdopt in order to

collect relevant data, as well as which techniquélébe used to analyze that data
(Kothari 2004 32). Studies can be classified not only by their research methodology,
but also based on their purpose. There are three main types of saxbfanatory,
descriptive and exploratory which describe the nature of the ipatar research
project. (Gray 2009, 354n exploratory study gives opportunity the researcher

get better insights about the topic of its interest. It has such advantages as being
flexible and adaptive to changes, however, it can also be discoverethiha
researchmight notbe worth of pursuing (Saunders et al. 17IThe author of this
thesishas plannedo explorethe emerging and fast changirigld (digital

mar keting), gain knowledge and try to fi

Hencethe author conducted exploratory study

According taKananen2011, 27), scientific method in the research can be described
as a technique which is being used for collecting, analyzing and interpreting
phenomena. It is important to know not only the rigttioice of the method, but also

its correct application.

The esearch strategwasan acti on research with focus
within the Nordic company. Action research can be defined as a systematic approach

for finding effective solution to t& specific problem. (Stringer 2007, 1.) Action

research aims at effecting change and its implementatibus, it demands more

from the researcher than traditional research methods and usually takes more time.
Action research does not have specific dathemtion or dataanalysis techniquest |

therefore can utilizegualitative orquantitative or both types of data(Kananer2011,
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148-150.)In thisstudy,the author collected structured observations in form of
guantitative data concerning frequencies ofrpa i c iagiens($aanders et al.

2012, 340)For example, target contacts, leads, total likes, YouTube views etc.

Action research strategy has its own strengths, which focus on chtdrege
recognition that time should be dedicated to diagnosing, plagntaking action and
evaluating, and of course the involvement of the researcher throughout the
particular process. fie action research spiral (see Figuyel@monstrates emergent

and iterative action research process and its sta@bsl., 148.)

D lagnosing \

Planning

e

Fvnluumﬂ

T'|k|r1£; action

Diagnosing \

Planning

gt

Ev 1|u.:11|ru
Context and

purpose
Takmg action

lJI1,LJ'I(?‘sII1;_| \

Evaluating Planning

N

Figure7. The action research spiral (Saunders et al. 2012, 183.)

Taking action

According taKananen 2013, 40i,is much more challenging for a researcher to
implement the change because it requires an understanding of the causal
relationships (causeffect) of the phenomenon and influencing them by means of an

intervention.
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Participation is a crucial component of action research, which means that without it
this approach simply will not be viable. Action research requires the relseato
collaborate with members of the organization and perform as a teacher or facilitator,

in order to improve organizational practicSaunders et al. 2012, 184).

All'in all, action research strategy was selected as the best suited reseatdygto
conduct in thethesis. In this study the researchéing author of this thesis) was
involved in planning, developing, implementing (running the real life experiment)
and learning (measuring impact and drawing conclusions) from a complete cycle of

the adion research process within Nordic startup company.

2.2 Research context

There areamany digital marketing bookg-books) websites articles,and blogs
availablenowadays with a lot of different advicesid best practices on how to
devel op c o @parketing strategglowgvetthere is a shortage of
publications referring to digital marketing in B2B, let alone startup companies
operating in these kind of market@?ower 2016, 7.Jhis studys an attempt tafind

out which digitalmarketingchannel(social media marketing, SEO, email marketing)
is the most effective channel for lead generation in BRtige topic of this study
“Opt i mi Digital LeadhGemefatioGhannels. Casa Startup Nordi€Company s
Entryinto theB2B Market i s d eckirptheyontext af thesbusiness problem
(challenge) currently faced bysaall startupNordic company enterinthe B2B

market.

2.3 Data collection

As the author mentioned before, the data collection methods can be divided into
two categories: qualitative ahquantitative. Quantitative métod has been chosen

as themethod for cdlecting the data in theesearch.

Thereare two types of data that can be collectgatimary and secondary data. The

primary datarepresentsall the new originasort ofdata that kave been collected for
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the first time. Meanwhile, secondary datapresentsthe type of data thahasbeen
already cdlectedandanalyzedoy someone elsgKothari 2004, 95.Jhe ollection of
primary datawaschosenthrough observation method, particulgristructured

observation.

According to Saunders et §2012, 340335, structured observation is quantitative
andfocuseson frequency of actiongevents) Structured observation in contrast with

participant observation has more afpredetermined strature.

Theapproach has been facilitated by computer technologiesdayinternet

provides many opportunities to conduct complex structured observations. However,

it does not mean that structured observation itself is just fAwctings. It is much

morethan that,because it enable® transform activitiesnto valuable research
results.Nowadays, every website can trackutsitors electronically and online

behavior can be tracked and analyzed. In fact, today search engines like Google
conductresearco f t hei r us er. (id, 35% 3b66.Jhéreisbe havi or
specifically dermcalled’ i ndi r ect obser vaayzingaonlinef or t r e
user s’ behavi or ( Everyosganizatientis trgilg now20did3he 4 6 )
bestdigital solutions b invest in, in order to get detailed online data of the

observationand analysisaf t s onl i ne IHangegirpsovidebtethea vi or .
researcher advantage ohobtrusivenessnd bias avoidancehen usingnternet for

the structured observation(Saurers et al.356.)For that purpose, Google Analytics

and Suite CRM system, described below, have been utilizgddifoary data

collection throughstructured observatin in the research

SuiteCRM

SuiteCRM is an alternative to Salesforce open source masteelationship
management (CRM) platform that can be downloaded for free onkmeduct Tour.
SuiteCRM The world's favorite open source CRM applicati®@uiteCRM includes

many functions, which can benefit organization and its sales. In the contéxg of
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Nordic startup company, it uses this platform mainly to facilitate its email marketing

and track its performance.

There was a speciffirocessdiscussednd established by thBordiccompanyfor
email marketing strategy in B2B. This is a short digison of the procedurethe
researcher (the author) was following in order to collect data make conclusions
of the email marketing effectiveness dead generation of the startup Nordic

company:

Creation ofa personal email templaten SuiteCRMor the reach phase.
Internet research on the potential clien(grgets.

Recording d@argetin SuiteCRM

Tailoringthe email for the particular perso(target)to be sent.
Sendinghe email.

Waiting for theperson (target}o respond

N o g bk~ 0w NP

Respondentvho showedthe particular interest inearning more about the
product was converteffom targett o c o sipaany’
8. Follow upemailingto assistthe lead tovardsa buying decision

9. Tracking results.

TheNordic company has defined their lealem email marketingsall the
respondents, who expressed anydiof interest in the product. Theompany has
been havingskype sessions (product tutorials) with every generated ieaxider to
establish closer bonds with their customers, to build trust and lasting relatipashi
Hence, the number of all generated leads out of all generated targets chosen as
appropriate to the research metricandwill be presented in the results part of this

thesis.

Google Analytics

In the end, one of the most important goals of rungilead generation campaigns is

to drive traffic to the company’ s websit
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as Googlé\nalytics can help companiesr ack resul ts of campai
analyze how they affect overall website traffic. Ot@rmillion websites are using

Google Analytics, thus making it a miwstve analytics solution for any company

today. (Rothman 2014, 58This analytical platforrhelped the researchetrack

particularly social media and SEO performarit¢e procedure foracial media and

SEO was the following

1. Establishing social media platforms for the Nordic startup company
(Facebook, LinkedIn, Instagram, Twitter and Google+).

2. Creating social media content, infograpbit a regular basiand establishing
apublishing candar in collaboration witlt 0 mp abfog.’ s

3. Publishing created content on social media platforms.

4. Using Google Analytiesid so¢ a | n et w o forkracking soniad meglia t s

campaigns performance.
5. Recording trafficoming from social media to the wsite.
6. Comparing effectiveness of soci al me d

using Google Analytics.

TheNordic companyeadscomingfrom social media and SEO were detiras all of
thosewho would contacthe company through social mediaebsite visitos who
would contact and give feedback that they have found the case comipaoygh

particular social media networks or using search engine

The study wasrosssectionalwhich means that the data wallected at a

particular period of time (Saunders &l. 2012, 190).

The researcher (the author) in order to observe and collect primary data utilized both
platforms. The researcher was involved (responsible) in every online campaign
creation,testing,planning publishing schedules, collaboration with atbenployees,

developing, implementing and in the end learning from the performance.
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2.4 Data analysis

Thegathereddata needs to be analyzed and interpret€therwise, the meaning of
the datacollectedwill not be understoodhus will be useles€harts, grphs and
statistics refers to the quantitative analysis techniques, which can help with the
process of exploring, describing, analyzing and interpreting variable relationships.
In quantitative analysis, there is a possibility to use different types ofyaisal
software for calculations and chart drawinthere are many complex statistical
analysis and data management tools like IBM SPSiStlBs@a{Saunders et al. 2012,
472, 473.)n the current case, the researcher already utilized stelistical

software as SuiteCRM and Google Analytiextdlecting primarydata, thus there is
no need to structure data bgnother complex data analysis tools. However, such
spreadsheets like Excel weuglizedfor creating visual tables, charts agtaphs for

data prentation.

Primary data for this research was collected througflernet-mediatedstructured
observationwith the help of usingsoogle Analytics and SuiteCRM software.
Particularly, Google Analytics gate opportunity to trackregularlythec o mpany '’ s
overall website traffic (sessionshonitor the number of visitors coming to the

website from diferent digital channelésocial, organic search), as well as from

different social media platformg-@cebook, Instagram etcJuiteCRM software gave

the opportunity to structure email marketing performance by monitoring and

journaling potentiat u s t orespanses. In fact, the numbef targets and leads

generated were analyzed.

2.5 Research ethics

The researcher needs to keep in mind ethical concerns and access whenttogduc
research. Action researchhbssed on collaboration between the researchedan

participants withinthe organization. Access needs to be negotiated within the
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organization in order to know what can be done (accessed) and what is not,
according to the organization’s policy.
anonymity andconfidentiality, the rights to withdraw, communication and

maintenance of good faith wereonsidered. (Gray 2009, 3330.)The researcher

(the author) of this study was opeminded,truthful, and respectful while working in

the case company. Any harm tie participants wasstrictly avoided, including

mental or social pressure causing stress, anxiety, and discomfort. Since the research
was internetmediated nature, general ethical issues associated with that were
explored and considered. While internet is prowgithe opportunity to access

certain types of data, it is also raising dilemmas and issues regarding applicability of
the ethical concerns to the interneghediated researches, notably related to

respecting rights of copyright and privacyetijuette, which refers to the standards

of encouragd courtesy on the internet, was considered while creating emails,
messages, social media posts. Overall, the researcher was acting ethically at every
stage of the research. (Saunders et al. 2012;:234.)

3 Researcheasults

Before the author started working for the startup company, the main sales or
partnership creation in the startup Nordic company wenade simply based on the

word of mouth marketing Hence, in the beginning themas no such online

performance, egept the official website, which later was replaced thye new
websitegener ated according to SEO recommend

Ekaterina Murasheva

Email marketing
Table lpresensresults of running email campaigns in the reach pHaséhe

researcher and the sales team of the Nordic comp&yighin the period 11.2015
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12.2015 were generatei6987 targets, which simptypeansthe amount ofemails

that were sentto potential clients Out of 16987 targets, 179 leads were generated.

SuiteCRI Time periodl1.2015- 12.2016
Targets 16 987
Leads 179 (1, 05%)

Tablel. Email marketing lead generation results

Al | | eads expr es s e sprodutttardwansed to leamn nmiork € ¢ 0 Mg
about it. Even if the number @generated leadsvassmall compard to the
generated targets, mail marketing campaigrstill were considered aan effective

tacticin generating leads for the startup company.

Social media and SEO

The datafrom social media and SEO performamaes ollected from September
2016to April 2017. Below presented results facilitated by Google Analyaigare 8
presents a overallwebsite traffic of the Nordicompany takerirom Google

Analytics.
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® Sessions

200

100

October 2016 MNovember 2016 December 2016 January 2017 February 2017 March 2017 April 2017
M Returning Visitor M New Visitor

Sessions Users
1,631 758
A—-f\-\__.m /—'\/\-'\.‘_,_f\/\-\./\
Page Views Pages/Session
3,067 1.88
PO N~ VN )
Avg. Session Duration Bounce Rate
00:02:19 73.02%

e od | R

Figure8. Nordic company sew website traffic from the paod 09.201604.2017

Total number of sessions represents the amount of time sis@reactively engaged
with the c¢ompa nhe'specifimlacranget(09.2046 04.2017h
Within 8months,theNor di ¢ ¢ o nwelsite génarated £6@1 sessions.

Figure 9 blow demonstratesdrom which channedthe visitors were broughtd the

website.
Default Channel Grouping Sessions v | Sessions
1,631 1,631
% of Total: 100.00% (1.631) % of
Total:
100.00%
(1,631)
1. M Direct 1,127 69.10%
2. W Qrganic Search 265 16.25%
3. M Social 225 13.80%
4. Referral 14 0.86%

Figure9. Digital channels results
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Direct was the leading channel and the main traffic drivehichmears that most of

the visitors werecoming from direct sources like bookmark&cording to Google
Analyticsorganic search (SEO) generated 266.25%essions out of 1631, and

social media 22%13.89%,)These results demonstrate improvemerdaad changs in

the overall company’s new website traffi
aone-month performance of theoldcompmay ° s websi t e prFigseent ed

10).

Default Channel Grouping Sessions a -+ Sessions contribution to total: Sessions a

1. M Direct 9 64.29%

2]

2. M Organic Search 35.71%

FigurelO. Nordic company's old website trafficadts

As we can sed¢he amount of sessions was very snaaitl anly two channelssuch as
direct and organic searckvere bringing traffic to theld website.The
implementation of social media and creation of the new website according to the
SEO recommmationsimproved theoverallwebsite traffic, thus brought more
online visitors Social media created an extra source of traffic for the new website.
Running of social media campaigns on Facebook, LinkedIn, Twitter, YouTube,

Instagram and Google+ increase company’ s awareness, as V

Figure 11 depicts all social medietworks whi ch brought visito

website.
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Social Network Sessions % Sessions
1. Instagram oz [ 40.89%
2. Facebook 72 I 32.44%
3. Twitter 31 [ 13.78%
4. Linkedin 23 [ 1022%
5. Weebly 3 | 133%
6. WordPress 3 | 1.33%

Figurell. Social network results

Surprisingly, Instagram becartiee number one social network for getting traffic to
thec o mp awelysitesfollowed by Facebook, Twitter and Linkedlinfortunately,
according to Google Analytics, there was no traffic at all from YouTube and Google+

which lead to some reconsideratiarf these retworksand the use approach

Sincethe budget of the startup company was limited pst of the online activities

had an organic nature, which means thlaéy have been created without spending
anymoney. However, intie end of the research process, thdras been made
decision to tryto investin paid social ads (advertisements) on Facebook and
LinkedIn. Paid ads (promotions) were running for the last 10 days. As a result, they
significantly increasedctivities on social media pages, and generated mabsite
visitors.Figure 12 and 13 demonstraiesightsof running sponsored advertisements

on Facebook and LinkedIntime end ofApril 2017.
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Page Summary Last 28 days * Export Data )

B Orgaric [l Paid

Actions on Page i Page Views f Page Likes i

3 67 13

4100% 4 37T9% 4.1,200%

A AN Ae

Reach i Post Engagements ¥ Videos i

3,173 960

4 937% ATB1%

[ A

Figurel2. Facebook Insights on the results of running paid ads in April 2017

After creation by the researcher (the author) the social media networks for the

company, there was a very slow process of getting people to engage with the page
through organic postaMost of the fansvho startedfollowingthec o mpany ' s
Faceboolpagewere co-workers, their friends, but not potential customewstter

running and testing organic posts, there was a realization that there is a need of
something else to boost the buzz. That is iy company invested in paid ads in

order to test that approachAs expectedthere was alramatic increasef the
company’s Facebook page activi tHenees af t er
paid ads gave opportunitipr the Nordiccompany to reacimore people fargeted

online audiencgon Facebook

The same expément has been done with LinkedIn network. In the Figure 13 clearly

seenchangesveractivitieson LinkedIn
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0 0 7,464

conversions leads impressions

Time series Demographics @

Metric: Clicks ~ for This month ~ @

Figurel3. LinkedIn Insights on the results of running paid ads in April 2017

As soon as, paid ads started rumg, there was a dramatic increaseimpressions
and clicks orinkedIn Impressions means the amount of time people she
company’ s awmeamrngtide amdunt of kinee gpeople actually clicked the
ad. These results show that paid ads are actuadlyy effective in term of getting
buzz of the product on the interneRaid social addefinitely giveopportunities to
reach targeted online audience via social networks, theip to reach more

potential customers.

However, out of all the website visitors, there was no leads generated for the
company. Table 2 below demonstratéheresults regarding particularly lead

generation of all three digital channels.

Digital channel Out of Total leads generated
Email marketing 16987 (targets) 179

SEO 1631 (sessions) 0

Social media 1631 (sessions) 0

Table2. Digital channels resultsn lead generation
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Based on the research results, email marketing should be considered as the most
effective digital channel for lead generation. Social media and SEO delivered zero
results. Hence, supposed to be considered as ingWfecThe authord, however, in

the opinion that all threechannels are effective and neéal be exploied by the
company There have been many factors affecting the research, which the author

describes in the conclusion part.

4 Discussion

4.1 Conclusios

The purpose of the ®=arch was to helfhe case Nordic startupompanyto find

how it can optimize its multipleligital marketingchannels irB2Bmarketin order to
increase lead generation and eventually incresskes Email marketing, social media
marketing and search engg marketing were chosen as digital marketing channels to

utilize and explore within the Nordic company.

The study has shown that implementation of particular digital channels increased the
number ofthe onlinevisitorscoming to the websiteHence, estilishment of the

social media networkand the new website according to SEO recommendations
increasel the company Ilsrand awarenessnline. Social media, in particular,
Instagram, Facebook, Twitter and LinkedIn became an extirae source for driving
potential customers to the websit&urprisingly, Instagram was the best performed
social media network, even if at first, it was not considered as a potential suited
social network for the case B2B company. That possibly means that Instagram is
becomingincreasingly more of aeffective social network for business purposes.

Paid sociahds have been examined and evaluagedan effective solution for the
startup company to use in term of boosting the buzz about the brand and its product

in order to be noticedcrosssocial media.
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The researcheveded that email marketing performed the best regarding lead
generation. Within 2012016 179 leadsvere generated, yeho deals were closed.
Meanwhile, social media and SEO have not generated the actual leadsvétpwe

they had a significant effectrothe improvementsot he company’ s di gi

activities.

In the beginningf the research process, there weeapectations of getting more

results in terms of leads and revenue generation. However, the ramdigcorrecting

them. The case Nordic company is a small startup, which started operating not that

long time ago in B2B markeds welit did not have many activities on Internet

There was atart from the scratchfor planning and establishirthe Nordic
company’s di gi t aTheresemrchkad &cionngc espttr aotfe g'yl.e ar
doing”, the author of this thesis was fc
marketing, planningtesting,evaluating what works for the case company onlxmel

what does notAs in all businesses, there Hasen many factors affecting the

process and of course, many challenges have been faced. The 'adpioion is that

the main goal, which was established in the beginning regarding improvement of
digitalmarketing activitieshas been achievedheNordic startupcompanyhas been
enteredinto the social media worldthere has been created a high quality online
presence, and was made a comparison of effectiveness of three digital marketing

channels.

Accordng to this studyemail marketing based on thhesearchresults was the best

online tactic for lead generation in B2B. Meanwhile, when social media and SEO has
not generated any leaxl The author analyzed the saltsand created a hypothesis

why thishappened Firstly, social media and SEO compdoethe email marketing

are much longer processes. Especially if the company has just established their social
media accounts and recently created new webdaNething is happing oveight,

especially when it coes to businessEvery company needs time to find their own

way of doing digital marketing and maki®EO and social media work for them.

Secondly, not only the Nordic company is a smattgpe it also operates in
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Businesgo-Businessnarket.B2B markets much more complicated and challenging
than B2C. In B2Bere are more stages of the sales process, as well as many decision
makers, that needs to be considered. Even in email marketing wieeNordic

company got a positive responffiem the lead, had Slpe session®tc. it was hard

to convert this lead to the buying customer. The reason is thafpeople being
contactedwere not decision makers in their organization and it was taking significant
time and delays on closing any deals. SEO and social heatigedifferent approach

to getting leadslin the beginningthere was nalear vision and understanding how

to generatethec o mpany’ s a c its®E0 and secialdnsdthht 1s ovimy

there a decisiorwas madeof getting potential feedack from buyers who would
purchase the product online or who would contalse company directly though

social media. However, it did not happen. The researcher has a possible explanation
based on its own experience. Even when the product is great anckgiieg for
particularB2Bonline audiencemost probably they will not buy it straightvay

online, because they are simpipt ready for this purchasén the future, here is a

need for companieto create some sort of forms to sign uporder foronline users

to access so0me c o ntpnapanedogetic ® aifaamation.and f or

Answers to the research questions

Even with all the challenges facetletauthor has an opiniotihat objectives of this
research have been achievadd research quegins have been answered
Implementation of digal marketing channels helpatie Nordic startip company to
promote its product (mobile cloud based app) amtreasel brand awareness in B2B

market.

According to the study,wery digitalchannel hadts owneffect on lead generation.

Email marketing has beaonsideredoy the researcher athe bestdigital marketing

channel ingenerating lead$or the case startup companit wasa great tactic to
communicate directly withhec o mpany ' s pot goustomarsinB2Bd e x i

market, send them relevant content, inform about new products, events, as well as
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to send follow ups in order to remind about the company or to assist leads to the
buying decision stag&mailcampaigns weraorkingat their best when

communicating with existing customers. Even if email marketing was working in the
initial phase to contact potential leads, it was not as effective as was hoped.
Compare to all generated targets, the amount of leads generated was anyway small,
which pssibly means that many potential prospects were considering effinaits

the case compangs a spanor unwanted emailThe company should possibly move

a little bit from this strategyn the futureand, instead, use email marketing only with
people who ga® permission to receive emails from the compalyen if ecial
mediamarketingdid not generatea concrete number of leads,iitfluencedthe

overall digital activitie®f the company Social media networks such as Instagram,
Facebook, Twitter and Linked@jenerated onlinduzz, gave opportunity for

followers and online users to learn more about the company and its product (mobile
cloud-based app). Whin 8 months, the researcher has beerperimenting withthe

Nor di ¢ c¢ omp a n,norder te fncthe ddst wayeotlusireg this digital
channel Every social network requirats own approach and plafhe researcher

was making sure that every social media campaign had high quality, rekaven
interesting content. Latethea ut h or ' s MirceaHololeaanuhas established

thec o mp a n y There was aonge collaboration between blog posts and social
media campaign 8ot h bl og and soci al medi a wer e
website, which is one of the moshportant goals of running leagleneration

s ashdvd hasacrpaterl th&Edesigne r i n

campaignsAn ot her author
fort he new c o mpazcordingso SE@ recemnierdations. SEO is playing
criticalroleit he visibility of the compamy’ s we
helpedto improvethe c o mp aseaych ranking online, thus madeeasier to find

for potential leadsIn the end, it is just a matter of time for th@age company to start

gettingactual leads from social media and SEO.

The author has thepinion tha all three digital marketing channels are effective
online tacticsand work the bestvhen theycombinedand reinforce each otheat the

same time. In fact, it is importaror the B2B companyo consider also other digital
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channels such as wslbe marketing, content marketing, blog marketing, display
advertisement etcThey allare thepart of the bigworld of digital marketing fithe
company wansto be successful and stay competitive in tthigital era, it should
include all dthose digitd channels in theligital marketing plan in one way or

another.

Practical / managerial implications

After this digital marketing journeyhe author wouldsuggesfor any startup
company in B2Bo createa digital marketing strategy and to indeit in all three
describeddigital channelsThe simple reason is that everyone is online today and if
the company wants to grow, be competitive ahdcome successfut, should be
active online as welBased on the researchiemxperience, the main @llenge in
every digital channel was content creatid®eopleare alwayslooking onsocial

media for something relevant to them, funny or interestifigne research shown that
the most liles and views on social media were received froats withthe

compary ' s own cr eat i v e hyjtmefawuhgrrwaudisuggestthat That |
companies always creatbeir ownrelevant pictures to thecontent being sharedit
isbecause not only pictures get more attention than text, but alghowsthe

C 0 mp aindyidiality.

Another important aspect to consider for other companies is that one person cannot
handle all the digital marketing for the whole company. Every digital channel has its

own nuances Every social networking site requires its own approach and new

updates following. Digital marketing itsédfa very fast changing field and it requires

a |l ot of efforts an collabbrationoMthmaptaeny ™ s par t i
departments in the companig essentialRublishing contenshouldnot onlybe

coveredfrom the marketing perspective.dpeciallyif the companypromotesthe IT

product or serviceas in the case companin any casa qualified in tre field person

shouldassist withcontentcreation as well
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Based on t he remcs, thafirstahdetine mest impontast thing thtte
company needs to do te establish digital marketing plan with written strategy,
goals and objectives. Everyonetle marketing team and company should have a
clear vision of what thegre doing onlhe. Without clarified goals, nothing will work.
The authoitself has learned a lot about digital marketing and has practiced the real
implementation of digital channels in busine$sat is why the author of this thesis
would like to givesomeshort andsimple recommendationsn digital marketindor

startup companies in B2Barket

1. Identify goals and objectives of the company

2. Analyze the current 0 mp admgiyal ngrketing situation.

3. If the startupcompany does not have an exjpanced digital marketing
specialist then the onlythingthe company can do is tiearn the best
practicesfrom digital marketing gurus such as famous Dr. Dave Chaffey.

4. The bestwaytofinthec ompany’ s own way to do di
test, evaluate, and repeatf it does not work, therio try something different.

5. There is no common digitatarketingstrategy. Everyone creates th@wn,
based onthe c 0 mp achayactsristics.

6. Not to be afraid of getting zero results at first, especially in B2B.

7. Consider time. Timeiill definitely playacrucial role m making all the digital
channels work for the company. Nothing happens overnight, especially
success.

8. Find what works for the company and what does antlkeep it going.
Running after absolutely all the digital ugda is notan effective strategy.

The same as gettirgnew Phone every year. A waste of money and time.

9. Even ifthe budget is limitedthe company should consider paid ads in order
to generate the buzz.

10. Spend more time but create creativiateresting,and individual content.

11.Createthec ompany’ s own style of infograph

12.Everybody in a company should involvedn digital marketing.

13.Improve,improve,and improve.
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The author hopethat some of the findingand recommendationmay become
relevant and applicable for othestartup companies and in particular those in B2B

market.

4.2 Validity and Reliability

According to Kananen (201125), the researcher always has to evaluate tadidity
and reliability of itsscientificwork in order to prove the quiity of the research and
its results Reliability and validity needs to be considetsfore the actual research.
When we talk about reliability in quantitative research, it refers to tbasistent and

repeated findings. Meanwhile, validity refers to theality of the findings.

There are particular issues related to the structured observations in terms of
reliability. Such threats as informant error, observer error, observer effects and time
error were considered by the researcher and tried to be aedidr minimized
(Saunders et al. 2012, 361,362.)

Validation inthe action research was for the purpose of identifying where was the

lack of clarity or focus, sharpening claims to new knowledge and making sure the

data was matching those claims, for déyging new ideasor the case company

regarding digital marketingrhe process inctied the use of formal groups including
criticalmentors in the company and the action research colleagues working on the

Nor di ¢ ¢ o mp Bveryohesin the campaayoderstood and empathized

with the cont ext dlieddtacelectedtibuyloactiorsreseaecls e a r c
wasval i dated through eliciting the views
colleagues in the Nordic compar(gray 2009, 327333)

The adhor of this research was putting all the efforts in order to present accurate
documentationon di gi t al mar k et i within eoineat mitiized s’ pe
research method and strategy. The interpretation of the reswiisbased only

according to theesearch materialsThe world of technologies is changing fast, so
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does the digital marketing. Henade, the futurethe reliability of the research can
possiblybe affected bythe fastemergingtechnology development ancegular
updatesof the digital maketingchannels online analytical platforms and social

networks

Limitations of the research

The limitations othe inductive approach in the research consists of the particular
characteristicssuch ashis reasoningannotguarantee theconclusionsas well ast
involves the uniformity ofhe nature ofthe universe and approach relies on

monitoring the collection of information. (Rusnell, 2016.)

According to Gray (2009, 331xt@n research has ifgotential limitations. Typically

action researcths taking longer than other research strategiééthin the period of

the author’s work, there was no per manen
Hence, people (teammembers) in the project wereften leavingor werebeing

replaced, thus this factarouldhavehada possible crucial effect otie overall

research resultsAnother factor that can be considedl as ation research limitation

is generalization. Many of the action research projects are unique anel tieir

own peculiar nature thus cannobe generalized.

Gathered quantitative data requires broad statistical anah®&mnetimesif the
researcher doegsot have previous background mmathematics andtatistical
analysis, it can cause some difficultieglata analysisLimit of the quantiative data
collection method such asé lackof knowledge the resourcesand time caraffect
the research. (Sudeshna & Datt, 2016.)
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4.3 Recommendations for future research

The world of technologies is changing fastisstigital marketing. Becausd the
continuous technology development, there are emerging many new areas and topics
on daily basis regarding digital marketitgnce, pssible futwe studies could

research orother digital marketing channels and theptimization.

Many B2B companieme not exploiting all the benefits de digital marketing
nowadays, thugreatingpotential opportunitiesto conduct a researctegarding

digital marketingn many B2B companies.
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