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Introduction

The shift to a digital way of life has forced B2B marketing to
evolve. Nowadays, marketers need to inform and educate their
prospects rather than market a product or a service. Today’s
B2B buyer is very well informed but also more skeptical.
Prospects have become tough to reach and less dependent on
the marketing message during their decision-making process.
After all, a vast wealth of information about nearly every
available product and service on the market is now easily
accessible online.

Today, successful marketing campaigns often start and end
with data. Marketers can tap into real-time company
information to identify the most attractive accounts and the
optimal time to launch a campaign. On top of that, marketers
also have the tools and information to add context to their
messaging and deliver a personalized experience. This guide
highlights those tactics and how company data is shaping
traditional marketing disciplines.

In response to this shift, marketers began placing their bets on
content marketing and the inbound methodology. The idea
was simple: creating valuable content to attract leads and
move them down the funnel.
The shift to digital has opened infinite possibilities to better
market products and services to companies. In the same way
that customers can access information on any product,
marketers can learn about any business in the world and study
how potential customers interact with their brand at any
touchpoint. Plus, with digital channels, anything and everything
can be measured.

What is data-driven
marketing?
Simply put, data-driven marketing refers to the process of
making decisions based on the analysis of data collected
from or about consumers and businesses.
In broader terms, it’s about using data to get accurate
insights to create more effective marketing campaigns
through personalization tactics.
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Build a data
foundation
you can trust
This is as obvious as it gets. To develop data-driven marketing
tactics, you need data. Lots of it, right?
To master data-driven marketing, you need a substantial
understanding of the different data sources. You want to
understand who your ideal customers are and how they
interact with your product or service. In B2B, where multiple
stakeholders participate in the buying process, you want a
firm grip on company data: who are the companies that buy
from you and how?

What do we mean by company data?
Company data is information on a company’s characteristics,
interests, and tendencies. Subcategories of company data are
internal data, i.e., the data stored in the CRM, and external data,
including firmographics, technographics, and trigger events.

Simply put, company data is to businesses what demographic
data is to people. Any marketer understands the power of this
data. For a long time, business-to-consumer (B2C) companies
have used the great amount of data on people available
through platforms like Google, Facebook, and LinkedIn to draw
clear descriptions of any natural person in the world and
market products directly to people with specific
characteristics.
For a long time, it has been harder for companies with
businesses as their audience to get the right data for
sophisticated segmentation models to deliver a personalized
experience.
Now, the B2B world is catching up thanks to the reams and
reams of data on companies easily available—the key is finding
it and making sense of it.

Simply put, company data is to businesses what demographic data is to people.

Chapter 1
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Align business systems for deeper account insights
Today, there’s no shortage of information on any company in
the world. Location, revenue, employee count, subsidiaries...
A simple search on Google will reveal key characteristics. All is
out there. However, raw data isn’t helpful as is. You can
establish genuine data-driven strategies only when you turn
that data into meaningful information and actionable insights.
It starts with a solid and trusted data foundation. One that
combines data from different sources and ensures you always
act on fresh and reliable information. When your business
systems (CRM, marketing automation, and other sales and
marketing tools) work in harmony, linked by a common data
lake, great things will happen.
The combination of different types of data allows you to draw
valuable insights that give the necessary information to launch
targeted marketing campaigns. In sum, data provides context.
This context allows you to craft personalized messages that
resonate with your audience—and deliver those messages at
the right time.

More importantly, when data is integrated into your business
systems, you can automate many different parts of this
process and achieve personalization at scale.
With a fresh and reliable database in place and several data
points feeding into your CRM and marketing automation
platforms, you'll have a more robust profile of every contact
and company in there. You can stay on top of changes
happening in your target accounts and find the right talking
points in every customer interaction.
In sum, data provides context. This context allows you
to craft personalized messages that resonate with your
audience—and deliver those messages at the right
time.
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Case study: How Telavox used real-time data for
sales and marketing and grew yearly sales by 24 %
Background
Telavox is a SaaS company providing a unified communications platform for businesses in the Nordics. Telavox started using
Vainu in 2018 to improve customer segmentation and simplify sales prospecting processes.
After they decided to switch CRM provider to HubSpot, Telavox started looking into additional possibilities that a complete Vainu
integration could provide. Which sales and marketing activities could Telavox save time from by having access to additional data
points? And, how could Vainu best be integrated to suit the needs of the different teams?

The solution

In the past, we have had a
so-called “shotgun
approach” to the markets
that we have been active in
and the markets that we
want to enter. But, with
Vainu’s help, we’ve really
found our focus, and we
have since seen an increase
in both hit rates and sales.
– Martin Helgestad,
Business Analyst at Telavox

A detailed ICP for improved segmentation

Automated data enrichment

In collaboration with Vainu’s Customer Engagement team,
Telavox created a detailed profile of all potential customers in
the Nordics. Equipped with this ideal customer profile (ICP), it
was easy to segment their target companies and import
relevant company data directly into HubSpot.

Vainu’s CRM connector automatically updates and enriches
170 000 existing HubSpot CRM accounts with up-to-date data,
such as basic company information and technographic data.
Reliable and timely data is crucial for delivering high-quality
leads to the sales team through lead scoring and in sharpening
account-based marketing campaigns.

x
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Embedded company profiles in HubSpot CRM
By using Vainu’s API, Telavox is able to display comprehensive
company profiles with up-to-date company information directly
in their CRM.

24% increase in sales

170k companies enriched

by using Vainu’s data in
sales and marketing

with Vainu’s CRMconnector

Trigger events for customized and timely approach
Thanks to Vainu’s
embedded company
profiles, our meetingbookers have cut down the
time it takes to prospect
companies by around 50
percent.
– Elisabeth Norberg,
Business Analyst at Telavox

Telavox salespeople get relevant company changes, trigger
events, directly in their CRM in real time. Trigger events from
Vainu have helped salespeople adapt their dialog and
approach:
“Vainu has made us see the value of unique data points that
help us be more relevant than our competitors. We already know
how we add value for our customers, but the timing has been a
hard nut to crack–that’s where Vainu comes in and gives us
good prospects to contact at the right time.” – Björn Tideman,
Head of Commercial Excellence at Telavox.
In 2020, Telavox sales increased by 24%. Thus, Telavox
continues to develop their smartbound strategy by integrating
more data into existing marketing workflows.

x
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All systems in sync
To build richer profiles of your potential and existing
customers, you’ll have to bring internal and external data
together. You can do this most effectively by integrating your
platforms with a company data provider like Vainu to bring in
additional data points, such as firmographic, technographic,
and company changes. Such integration will allow you to
implement the two essential processes required for a solid
data foundation: data cleaning and enrichment.

When recent changes in your prospects’ and existing
customers’ business are automatically fed to your systems,
you can be more successful in your upselling and cross-selling
efforts as well as become better at predicting and preventing
churn.

Data cleaning
Data cleaning or cleansing is the process of detecting and/or
removing corrupt or inaccurate records from a set of data.
When talking about sales and marketing, such a set of data is
customer and prospect information usually stored in a CRM
system.
Data enrichment
Simply put, data enrichment (also known as data appending)
refers to tools and processes that enhance, refine, or otherwise
improve raw data. For marketing people, data enrichment
mainly serves to bring internal and external data together to
build a richer profile of their potential and existing customers.
By this token, data enrichment is all about appending missing
data to your CRM and marketing automation systems.

In the next chapter, we’ll go through the different ways you
can use company data to optimize and improve different
marketing disciplines.

Chapter 1
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Optimize
lead
management
Once you have a reliable database in place, the next step is to
take advantage of all the company information at your disposal
and start optimizing your marketing initiatives.

With a real-time data enrichment process in place, you can
optimize your lead management process from lead capture to
qualification and scoring to nurturing with relevant content.

Data is widely applicable and will help hone your marketing
disciplines, from lead generation and paid advertising to
content and email marketing. By having access to
comprehensive datasets, you’ll be able to
find the right audience
craft the right message, and
launch campaigns at the optimal time
There are numerous ways in which you can streamline your
marketing efforts. One way to save time and reach better
results is to make sure you’re concentrating on the best
available leads and not wasting time on dead-end ones.
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Enhance your lead generation tactics
Many lead generation tactics are available for today’s B2B
marketer: Blogs, webinars, networking events, and more.
Although their form may vary, their goal is the same—to capture
an email address.
Once a visitor has expressed interest in your company and your
offering by divulging their contact information, they have
become a lead that you can nurture and move through the
funnel until they become a customer.
The efficacy of your lead nurturing process relies heavily on the
content that you will supply your potential customers with. You
need to offer your leads valuable and relevant information to
keep them engaged and interested in your brand.
The problem with this setup—what HubSpot dubbed inbound
marketing—is that often you’ll know very little about your leads.

Lengthy lead capture forms, however, are off-putting and
hurt conversion rates, so marketers face a conundrum:
how much information they can demand before a lead
turns away?

When you only know an email address and a company name,
how do you create experiences tailored to your leads? What’s
their situation? Are they ready to buy? Are they even ideal
customers for your business? How can you even start creating
and distributing relevant content if you don’t know your
audience?

Increase conversions with shorter lead capture
forms
Typically, marketers' go-to solution is to add more data fields
to their lead generation forms. Lengthy lead capture forms,
however, are off-putting and hurt conversion rates, so
marketers face a conundrum: how much information they can
demand before a lead turns away?
Fortunately, finding the right balance doesn’t need to be the
result of trial and error. In fact, with sales intelligence
technology, it becomes a nonissue, as you can keep your lead
capture forms minimalistic and still gain access to tons of
valuable information about your leads.
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Link more data points to your potential buyer
A lead converts into your contact database with nothing but a
first name, last name, and personal email address. Your lead
scoring system gives it a low score, as only a little information
to work with, the system won't be able to know if the lead has a
high buying intent and product fit. However, with a richer profile
on the lead, your lead scoring system can reprioritize it and
automatically pass it along to sales.

Especially in B2B, using company information to qualify your
leads is a pretty smart move as many factors affect the
decision to buy, such as the financial situation of the company,
the company’s strategy, stakeholders’ opinions, technologies
already in use, and future events.
When you prioritize your leads only based on contact
information, you may end up focusing too heavily on highly
engaged contacts in poor-fit companies and miss out on lightly
engaged contacts but with a current need.

In essence, that’s what data enrichment does. With a data
enrichment process in place, a company data platform like
Vainu would be able to link a lead to a company by, for example,
matching the email address domain to a company.
By establishing this link, you would then gain access to the
tool’s wide range of company data points, such as revenue,
employee count, industry, website technologies, you name it.
This way, you'll have access to a comprehensive profile of your
leads, and you’ll be able to accurately qualify them. And the best
thing is that you don't have to lift a finger. Once up and running,
the lead enrichment process can run in the background.
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Build advanced lead scoring models
The success of a lead scoring model is dependent on the
information that is available about your leads. The more
attributes you have accessible, the more exhaustive your lead
scoring model will be, which will lead to a more accurate lead
qualification process. This means less opportunities will slip
through the cracks unnoticed.
There are at least three types of data you should include in your
lead scoring framework:
Contextual data
This is the type of data you should be getting from your lead
capture forms when a visitor is converting on your website.
The human component of a lead, i.e., the person actually
completing the form.
What role/job title does the person have?
Behavioral data
This data tells you about the lead’s activity on your website.
Your content management system and your marketing
automation tool should be able to track this automatically.
How has the lead interacted with your content and website?

What is lead scoring?
Lead scoring is the process of assigning values to each
lead by using a scale that represents the perceived value
each lead represents for your organization.
You can score your leads based on multiple attributes,
including the professional information they’ve submitted to
you and how they’ve engaged with your website and brand
across the internet.

Company data
This data is related to the organizational component of a lead.
Sales intelligence platforms like Vainu and other company data
vendors can provide you with this type of information.
In what industry is the lead active?
What is the company size, e.g., turnover, or the number of
employees?
Set up a minimum qualification criteria, or a minimum score, so
that only leads that fulfill this criteria become qualified and are
acted upon. Don’t be too picky to start! Have a test period with
your sales team where you try to find the point at which leads
stop converting into customers, or become significantly less
likely to convert into customers.
If your offering is diverse, you might have to set up multiple
specialized qualification models instead of a single generic
model, so that you don’t miss out on sales opportunities.
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How to set up a lead scoring model
1

List what you require from a lead
Start by establishing the minimum requirements that a lead must fulfill to be qualified as a potential customer.

2

List what characteristics your current customers share
Collect data from marketing, sales, and customer success. If you already know the characteristics your target market or ideal customer profile usually possesses, this work is more or less already
done. The point is to find out which leads are similar to your best customers—they’re very likely to be good potential customers for you.

3

Visualize your dream lead
What features characterize your dream lead? Are there any specific qualities that indicate that a lead is more likely to end up becoming a high-paying customer who provides great lifetime value
(LTV) for your business?

4

Look at how your current customers behave
How did your current customers behave shortly before they signed a deal with you? What part of your website did they visit? Did they open a specific number of your marketing emails? Did they click
through to your site once they’d opened an email? Did they download a series of white papers or partake in a webinar? Make a list of actions that a lead could take to indicate interest in purchasing
from you.

5

Decide on a scoring system
How many points would a lead be assigned if the converted visitor is a VP working for a mid-sized company in industry X? Does the lead lose points if they are a student or have visited your career
page? In theory, you can set whatever scale you like, but in practice, most will stick to a 0 to 100 scale. Give a significant amount of points for specific “must-have” criteria, so that only leads that
match those necessary criteria reach your threshold for qualification. Weigh the points in relation to how telling the different characteristics are of a lead’s likelihood to buy.

6

Refine and tweak the scores
Changes in your product offering or the market can mean that the model of your ideal lead changes. Additionally, no matter how thorough your research, your lead scoring framework might have
room for improvement. Once you have 30 days’ worth or more of data, you can begin to do some analysis:
Have some of your low-scoring leads converted?
Did a significant percentage of your highly scored leads not resonate well with your sales efforts?
If you answered yes to either of these questions, it would be in your best interest to investigate further and tweak your lead scoring model accordingly so that it reaches its full potential.

Chapter 2
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Perfect your
B2B
segmentation
“When you speak to everyone, you speak to no one.”
If you don’t personalize your messaging, people won’t feel that
what you’re communicating is relevant to them, and therefore,
they won’t be inclined to listen. How can you ensure that the
potential customers exposed to your marketing
communication feel that your message is relevant to them?
The first step is through effective segmentation. If you have a
sound lead generation strategy and your contact database is in
good shape, you have plenty of data points you can use to
segment your audience.
When you only have a first name, last name, email address, and
a company name, you can’t get very creative with your
segmentation. You’ll be forced to speak to everyone. But when
you have a complete profile of each contact, such as their
revenue, location, industry, or technologies, the possibilities
become virtually endless.

Here’s an example:
[SaaS] companies in [the Nordics] that use [HubSpot] as their
[marketing automation tool], have [more than 100 employees],
and [10 million of revenue].

Such a detailed segment allows you to easily and quickly
implement hyper-targeted and personalized campaigns and do
so at scale. Instead of speaking to many, you can launch oneto-one or one-to-few marketing strategies, such as advocated
by account-based marketing (ABM).

When you only have a first name, last name, email address, and a company name,
you can’t get very creative with your segmentation. You’ll be forced to speak to everyone.

Chapter 3
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Create meaningful target segments
It could be that your company has just developed an awesome,
new product. As usual, it’s the sales and marketing’s
responsibility to get the product seen by the right people. The
problem is that the new product isn’t really useful for all
companies. In fact, the product can be optimized for large
SaaS companies in the Nordics that use HubSpot as their
marketing automation tool, like in the previous example.
As part of the marketing team, it’s your responsibility to
segment the market and create a list of companies that the
product is relevant for, that you can market the new product to,
and that your salespeople can reach out to, but how?
If you already have all the relevant data in your CRM or
marketing automation system—in our example being Vainu
Custom Industries, revenue, number of employees, location, and
MA system—it’s simple: just add the appropriate filters, and a
new list of all the relevant companies is formed.

With real-time company information, you can segment
companies using attributes such as:
Location: Is the company selling to the Nordics,
Netherlands, or the UK?
Technologies in use: Does the company use a CRM? A
marketing automation tool?
Behavioral data: Have any decision-makers shown interest
in our products and services?
Buyer intent: Is there a good timeframe for starting the
sales process, e.g., a company change like the hire of a
new executive?

>> Account-based
marketing (ABM)
recommends
concentrating a company’s
limited resources on
creating individualized
campaigns targeted
towards the acquisition of
a smaller group of highvalue customers who
share certain
characteristics.
For that reason, you want to
have access to as many
company characteristics as
possible.
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Three phases to uncover the best-fit customer segments
Once you have a solid data foundation, segmentation isn’t
complicated. Careful planning will help you uncover the most
significant customer segments for your business.

Phase one: Know your customers
Your first (and most important) segment should be your
customers. A good starting point is to sit down and analyze
them—after all, they are the ones who’ve bought from you
before. It doesn’t make sense to attempt to segment the
market if you don’t know what characteristics you should be
basing your segmentation on.
Ask yourself the following questions about your current
customers:
Why did they become our customers?
What problems did we solve for them?
Did they have similar problems or pain points?
Do they have similar business characteristics?
Were they a small local start-up or a large international
company?
Do they work with a specific type of product or service?

Phase two: Create segments based on company
characteristics
If your ideal customer profile describes the most important
attributes of your most valuable customers, then you want to
find companies that match those characteristics. Again, the
rationale is simple: if SaaS companies in the Nordics bring in
the most business for your organization, then your best target
segment is likely to be, well, SaaS companies in the Nordics.
Those basic attributes (“SaaS” and “Nordics”) will already help
you personalize your message. You can address the typical
challenges SaaS companies face, like growth and churn, and
you can consider translating your message into Danish,
Finnish, and the other Nordic languages.
In B2B, the most popular way to segment the market is using
firmographic data, but that’s not the only way! We’ll briefly
outline the different types of data you can use to segment and
personalize your outreach on page 21.
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Phase three: Segmentation in your CRM or marketing automation tool
The efficacy of your segmentation process is heavily dependent on one thing—data. Without relevant company data, it will be
almost impossible to classify and categorize companies on the attributes required to complete effective market
segmentation. Company information can help you create very specific segments, “micro-segments,” which are granular
enough that you can personalize your marketing and sales outreach. But, how can you effectively scale this process?
The answer is to bring that indispensable data to your business systems. This way, salespeople and marketers can access
company information in their everyday tools without fiddling around with different systems.
Below you can see how Vainu’s data is integrated into HubSpot. There are several filters in play, such as which CRM the
company uses, which country and which Vainu Custom Industries they operate in, and their annual revenue. This combination
of organizational characteristics works together to create a well-defined list of companies that sales can contact, or
marketing can target a tailored marketing campaign towards these companies.
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Data types for building your target segments
Behavioral data
Most of this information is stored in your marketing automation and CRM systems. It will tell how your people interact with your content and your website. The pages
they visited, the eBooks they downloaded, and the emails they opened. If you know that a person has visited your product pages and read your case studies, you can,
for example, decide to enroll this person in a bottom-of-the-funnel email marketing campaign.
Firmographic data
In short, firmographic data refers to descriptive information about a company. Just as demographic data (e.g., gender, age, income) can be used to classify and group
people, firmographic data can be used to classify and group companies based on specific common characteristics, such as company size, location, and industry.
Technographic data
Technographic data refers to a company's so-called tech stack and includes information about their social media, digital footprint, and technologies the company
utilizes. For example, technographic data can tell you if a company has a CRM system implemented and, if they have, which specific system they use.
Buyer intent data
So-called buying signals or trigger events are any events related to a company that gives hints of particular needs. Events, such as the hire of a new decision-maker,
funding round, expansion, new product release, mergers, or acquisitions, indicate the perfect window of opportunity to start a conversation and work towards making a
deal. You can decide to include a company in a particular segment if a recent signal or trigger is detected.

The efficacy of your segmentation process is heavily dependent on one thing—data. Without
relevant company data, it will be almost impossible for you to classify and categorize companies
on the attributes required to complete effective market segmentation.

Chapter 3
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Create targeted ads using a data-driven setup
Ads are expensive. To make more sales and maximize the ROI
of your ads, you need to deliver relevant ads that resonate with
your audience. When you're paying tens of dollars for a single
click, every click matters. Relevance is the key to good copy
and can make all the difference in how potential customers will
perceive your ad. Is it impactful, or is it just plain annoying?

Build target lists based on multiple data points
Most ad campaigns are based on lists or groups in marketing
automation tools, e.g., HubSpot, Pardot, or Marketo, to name a
few. You can create lists by combining contact and company
filters, and these lists can be either static or dynamic. You can
use the segmentation tactics and data types you learned in the
previous chapter.
Let’s say you’ve decided to target Sweden-based CleanTech
companies that have just received funding. By using a
company data platform, like Vainu, you can create a filtered list
of target accounts that fit your ICP in a matter of minutes
based on hundreds of company data points.

All you’d need to do is log into Vainu’s company data platform
and filter accounts by Custom Industry (Cleantech), Location
(Sweden), Signal (Funding). Even better if you'd have the
companies in your marketing automation system automatically
enriched with these data points.
When you’re paying tens of dollars for a single click, every
click matters. Relevance is the key to good copy and can
make all the difference in how potential customers will
perceive your ad. Is it impactful, or is it just plain annoying?

Create targeted ads with more persuasive and
relevant copy
In the world of digital advertising, small changes can trigger
big improvements in your ad response rates. The same
company information you used to build target lists can provide
the insights you need to develop a complete profile on your
prospects and customers.
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For example, suppose you want to create ads on LinkedIn. In that case, you want to look
into key data points to create different sets of ads that you can serve according to the
particular situation of a company or a group of companies. Know a company is relocating?
Create ads that highlight how you helped companies in a similar position before.
The more you know about your potential customers, the more you’ll be able to personalize
your ads, and the more your ads will resonate with them. As a result, your conversion rates
will increase by avoiding your audience’s alienation with irrelevant ads.

Upload and create audiences
The next step is to upload your target lists to an ad platform, for example, LinkedIn
Campaign Manager, and target the relevant employees of the relevant companies with
your targeted ads.

Trigger advertising at the right time
Finally, stay on top of your audience. The most seducing ad copy will be worth little if a company is not ready to buy. A high conversion rate is directly linked to perfect
timing, to that precise moment when a window of opportunity opens up. On the other hand, Untimely advertising results in lots of wasted ad money.
One way to monitor your target accounts is to create automated workflows based on trigger events. This way, you can launch your targeted ads when a specified
change occurs. A company expands to a new market? That might be an excellent moment to launch a new targeted advertising campaign. A company undergoing such
a change will likely look for services and products to help their expansion efforts.
Bonus tip: To choose the right trigger events, look at your happiest customers. What happened before they signed a deal with your company?
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Chapter 5

Follow trigger events to uncover relevant content topics
Content marketers are no strangers to data and technology.
Most of them rely on keyword research tools, like Ahrefs or
SEMrush, to help inform them of potential topics and keywords
that they could be targeting to drive more organic traffic to
their site.
However, achieving first-page ranking in the increasingly
competitive SEO sphere is harder than ever before. Many
keywords have become overcrowded, with pages vying for
their fair share of the wealth. In chasing search traffic, many
marketers become overly fixated on SEO tools and tactics,
which often leads to the creation of copycat articles that share
almost identical titles and content around any lucrative
keyword.
Besides potentially leading you to sleep-walk into copycat
content, search tools don’t reveal your target audience’s
current situation and needs; they simply reveal the current topranking web pages. It can be hard to come up with novel
angles when you’re only looking at what’s already out there.
Coming up with new ideas can be difficult in a landscape
where every content marketer tries the same thing.

This chapter will cover how content marketers can tap into
sales intelligence and company information to reveal topics
that resonate with their audience and, more importantly, how
they can distribute the content at the right time.

Trigger events, come
again?
Trigger events is a weird-sounding term with a simple
meaning: any company change that creates an opening for
sales or marketing opportunities.
Trigger events can be an incredible tool for sourcing ideas,
finding novel angles, and ultimately creating content that is
value-adding and makes your audience want to consume it.
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Getting traffic to your site isn’t that difficult. But getting the
right audience to see your content at the right time? That can
be challenging. In the ever-increasing pursuit of website
visitors, many marketers become overly fixated on content that
might attract potential customers and neglect the creation of
middle- and bottom-of-the-funnel content that could be a
significant contributory factor in whether a lead becomes a
customer.
Trigger events help salespeople find the best time to nudge a
lead or uncover new sales opportunities. Seasoned
salespeople are likely to know their way around trigger events,
but marketers? Not so much.
Take this example: a new office location requires plenty of
supplies and services. Depending on your offering (e.g., office
cleaning services), this can be a prime moment to reach out.
Solid logic, right?
Just so we’re on the same page: Trigger events matter in
marketing, too. Knowing what changes lead to the emergence
of needs in your target audience can inform you of the content
topics that you should write about. This way, before leads even
begin researching, you’ve got an article that is relevant for them
ready to go. Those little nuggets of information create a direct
link between your content efforts and your audience's current
needs.

Trigger events give you the necessary context to achieve
personalization at scale. For that reason, marketers should
turn their attention towards and start using trigger events.

Step 1: Identify a few trigger events to test
Identifying and optimizing the right triggers can be a
demanding yet rewarding task. It’s an ongoing process, mostly
done by analyzing and gathering data. You could begin by
testing different triggers over the course of a few months, or
by looking closer at your happiest customers.
What happened before they became your customers: Did they
recently hire a new manager? Did they expand their business?
Implement any new technology? Try to discover if there's a
correlation between a happy customer and a specific event.

Step 2: Craft content for every trigger event

>> Trigger events give you
the necessary context to
achieve personalization at
scale.
For that reason, marketers
should turn their attention
towards and start using
trigger events.

Once you have identified the most recurrent trigger events,
create a game plan. The trigger event informs you of the very
particular situation a company is going through, so you have
the context to craft content that your potential customers will
appreciate.
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Example

Trigger event: Change
in top management
Someone in a key leadership position, e.g., a sales director,
has either left the company or a new director is appointed.
What does this trigger event tell you?
A person appointed to a leadership position typically wants to
leave his/her mark on the organization as quickly as possible.
It often means hiring new team members, evaluating existing
processes, investing in new ventures, and revamping the
strategy to achieve the desired impact.
Related content
Create a blog post that explains a few tactics to help decision-makers in their first 90 days.
Trigger events help you supplement your most popular blogs with middle- and bottom-of-the-funnel content. Top-of-the-funnel content that targets keywords will attract
people to your site. Content created around trigger events will help keep those leads engaged and moving down the funnel. The central idea behind the content piece
will have been influenced by the reader’s circumstances, interests, and needs. You’ll be writing about the things that they actually want, or even need, to read.
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Personalize
at scale

Chapter 6

Personalize
at scale

Throughout this eBook, we’ve mentioned several times the
importance of a personalized buying experience. Today’s B2B
buyers expect you to address their particular pain points, not
some generic ones. If you don’t, they’ll find another company
that does.
Personalization in B2B sales helps you stand out from the
competition. It doesn’t matter how great your product is if you
don’t find a way to connect it to your potential buyers. Think of
music streaming services. At its core, all of them are the same
product, offering the same millions of songs. The way they
have to differentiate from each other is by providing a
personalized experience. They provide personalized playlists
according to your taste and music preferences. The more
relevant the created playlists are, the more you’ll find the music
you like, and the more likely you will stick with that one service.

In the B2C sphere, companies like Amazon, Spotify, or Netflix
have a great advantage: they have an incredible amount of
customer data. They know demographics, purchasing story,
viewing habits, etc. In B2B sales, it’s not that simple. How can
you create personalized experiences to acquire new customers
in B2B sales without the equivalent of demographic and
psychographic profiles: firmographics, technographic, and
other company characteristics.
In this chapter, we’ll see that a small amount of data and the
right insights can take you a long way.
As a B2B marketer, your job is to create those
personalized experiences and ensure potential
customers feel that you understand their pain points and
challenges.

As a B2B marketer, your job is to create those personalized
experiences and ensure potential customers feel that you
understand their pain points and challenges.
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Execute tailored nurturing email campaigns
Reaching a lead’s inbox is a wonderful thing. Email marketing
is marketing’s chance to open a one-to-one communication
channel with someone who has expressed interest in your
business.
For that reason, no other channel demands personalization
more than email marketing. This is the stage where you want
to initiate a genuinely relevant conversation with your
prospects. Thanks to today’s advanced marketing automation
technology sending highly customized and targeted emails is
possible at scale without much effort.
When adopting a data-driven marketing strategy, our best
recommendation is to create tailored nurturing email
marketing campaigns that timely respond to each lead’s
challenges and particular situation. With real-time company
information, this is possible at scale.

Create relevant email marketing campaigns

These tools collect behavioral data that you can use to
segment your audience and send relevant campaigns. When a
person downloads an eBook and leaves their contact details,
you send them a series of emails to follow up on their action.
Did a prospect download your latest guide to expanding to a
new market? Send them a link to a relevant blog on how to
calculate your total addressable market.
Most marketing automation platforms allow you to set up this
type of email cadences based on behavioral data—how a
visitor interacts with your content. These campaigns can be
highly effective. After all, you’re sending a prospect additional
content on a topic they’ve already expressed interest in.
However, these campaigns are reactions to leads’ actions.
Trigger events can help you take your email campaign one step
further: anticipate the type of content your leads could want to
consume.

Typically, marketing automation tools allow you to launch
email marketing campaigns based on how your leads interact
with your website.
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Launch campaigns at the right time with trigger events
As we’ve already covered, trigger events reveal the changes a company is going through. When you follow trigger events, you
can predict the needs of a lead and launch an email campaign as soon as the anticipated change occurs. Do you market to
start-ups hiring a lot of new staff? Prepare an email campaign to nurture those contacts as soon as their company receives
new funding. If your leads receive an email that helps them solve a new issue that they are facing, you can bet that their
opinion of your organization improves, and your open rates will skyrocket.
You can plan and send out custom-made newsletters to the groups of contacts based on different trigger events. You’ll be
sharing content relevant to the specific situation of each contact.
Tap into automation
Trigger event information sourced from a company data platform like Vainu can easily be integrated with marketing
automation tools. By integrating, once you know your most relevant trigger events, you can pre-define email marketing
campaigns in advance and let them run in the background automatically. Because sales intelligence constantly feeds real-time
data into your systems, your marketing automation tool will enroll contacts into the right email workflow when the company
change is detected. And, it all happens without you having to lift a finger. Sounds like a sweet setup for targeted marketing
campaigns, doesn’t it?
Infinite possibilities
With a solid data foundation based on company information, marketers have nearly infinite data points to trigger email
campaigns. More importantly, your emails will land at the right time. When you track relevant company changes in real time,
you can launch email campaigns as soon as those changes occur.
Remember, a sale often starts with a change, so acting upon relevant changes at your customers and prospects could be the
competitive advantage you're looking for.
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Increase conversions through custom-made websites
Most B2B websites are dull. They present an unimaginative
and generic marketing message because websites usually
service multiple industries and consumers. As a result, the
message loses relevance and impact. A CEO and an IT
Manager are unlikely interested in the same kind of content.
In B2B sales, customization is possible, even at a scale, when
you establish a systematic process to personalize your
touchpoints based on real-time company information. Website
personalization creates a tailored experience through
messaging that speaks to the person in your target account.
Company data allows you to, e.g., identify if a visitor belongs to
the clothing industry, so you present the person with a case
study relevant to that industry. This way, you can welcome
visitors with the most relevant messaging, offers and
solutions. Relevant content leads to more time spent on site,
increased content consumption, and better conversion rates.
But you can’t customize without a deep understanding of who
your visitors are: Where are they located? What’s their industry?
Their role? The number of employees at their company? What
technologies does their company use?

Step one: Define your audience
Before you start creating dozens of different website versions,
you need to define your personalization audiences: Who are the
site visitors that require a unique experience? To define these
audiences, you want to look into different company attributes
and segment accordingly, as we discussed earlier.
Any marketing automation worth its salt will tell you how
visitors have interacted with your website, such as the content
that they’ve consumed. How are your visitors interacting with
your website? In what type of roles are the persons who have
downloaded your most popular content pieces?
Each time someone visits your website, subscribes to your
newsletter, downloads one of your ebooks, sign-ups for a free
trial, or clicks on one of your ads, they’re providing you with
valuable data. The more information you have about your
customer's buying journey, the easier it is to personalize and
hone your approach for future visitors.
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In B2B sales, individual behavioral data falls short of the mark because purchases aren’t the decision of a sole individual.
Several stakeholders and departments generally participate in a B2B purchase. Plus, the needs of a company don’t always
match a person’s interests. You need to know if a lead falls within your ICP. Time to ignore your gut feeling; effective
prioritization requires a structured approach.
Company information from a company data provider like Vainu supplements behavioral data, enriching your contact
database with additional data from multiple sources. Knowing a company’s technology stack, general web presence, and
other technographic data can make all the difference when approaching a prospect. The more you know about your target
audience, the more efficiently you can personalize at scale.
>> At Vainu, we trust the
ideal customer profile (ICP)
model to help us find the
right type of accounts.
Return to chapter two to
refresh your memory on all
the attributes you can use
as a data-driven marketer to
discover the best-fit
accounts. It’s time to bring
out your data!

Step two: Make it personal for the leads that matter the most
This is the most creative step of the process. Once you’ve acquired ample insight into your target audiences, it’s time to
persuade them with a bespoke message based on that knowledge. Refine your proposition and marketing to create valuable,
personalized content that addresses the challenges that the decision-makers in your target accounts face, so your approach
becomes meaningful.
The level of personalization of your touchpoints depends on the effort you want to put into each account. Not every type of
visitor warrants a personalized experience, and you don’t want to waste resources creating website content for prospects that
don’t match your ICP. Here, you can mirror an account-based marketing strategy: dedicate the biggest efforts to the most
important accounts, aka the accounts that bring the most to the table. As a result, you’ll be able to cover a broader spectrum
of customer types that ranges from highly personalized websites for just a few accounts to light personalization for hundreds
of lower-value accounts.
In B2B sales, individual behavioral data falls short of the mark because purchases aren’t the decision of a
sole individual. Several stakeholders and departments generally participate in a B2B purchase. Plus, the
needs of a company don’t always match a person’s interests. You need to know if a lead falls within your ICP.
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Step three: Plan your tactics for personalized
communications
Once you’ve reached this point, you’ve already come a long
way. Now it’s time for you to decide which elements should be
customized. Approach website personalization as a modular
project, where you change different elements to match your
audience by using dynamic content blocks. Here are five
examples of how you can personalize websites.
1. Headline and heros
Headlines are like first impressions: you never get a second
chance to make a first impression. For most site visitors, the
homepage and other key landing pages are the first interaction
with your company. You only have a few seconds to convince
them that your website is worth their time.
The headline and hero images are your best opportunity to
speak to your leads early in their customer journey. Those
elements have to resonate with your visitors to make them
want to stay. Customize your header text and images to speak
directly to your visitor.
2. Call-to-actions
Every marketer knows a compelling call-to-action has the
power to persuade someone to click. Sometimes, however,
CTAs are off-putting.

“Talk to sales”, “Request a demo”, “Get in touch” are frequent
examples of generic, unattractive CTAs promising a timeconsuming sales pitch. Only show those CTAs to prospects
very far down the funnel.
Website personalization with custom CTAs is also an excellent
way to allocate your resources. Take this example. If you’re a
SaaS company that offers different subscription models, you
want to create different CTAs based on employee count or
revenue. This way, visitors from large companies would see a
CTA to speak to sales about enterprise solutions, while visitors
from smaller companies would be encouraged to sign up
through a self-service model.
3. Case studies and customer testimonials
The importance of case studies and customer testimonials on
a B2B website is critical. This type of content provides social
proof, establishing your brand’s credibility and relatability.
Success stories are both inspiring and influential—everybody
likes success stories.
However, not all of your case studies will necessarily resonate
with your visitors, especially if your company sells to different
industries. An attractive and high-converting case study for
some might be entirely irrelevant for others. For that reason,
you should highlight different case studies based on your
visitors’ industry. Get as granular you can to create highconverting case studies.
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4. Chatbots and pop-ups
There is huge potential in offering users a relevant, personalized experience, thereby growing user engagement through
chatbots. Personalization is what can make a chatbot feel less robotic and more like an intelligence assistant.
Company information allows you to design more human-like chatbots that deliver a contextual experience. You can focus on
the visitor’s distinctive characteristics, and address their needs and situation. Without context, there’s no relevance for the
prospect, resulting in a suspect interaction. A generic “Hi, how can I help you?” is not the most attractive opener, so it’s no
surprise that it converts poorly. The exact flow of the bot (of the conversation) you design will vary depending on the kind of
company in question.
How about showing a pop-up for an event that is nearby the page visitor’s office? Your page visitor is working in a fastgrowing SaaS company matching your ICP? Show your latest eBook specifically designed to address the challenges your ICP
clients are facing.
5. Features
This way of personalizing websites is particularly useful for companies that are catering to more than one type of customer or
offer more than one product. Often, you might come across a website that has pages dedicated to different types of buyers.
For example, HubSpot offers a product for marketers (Marketing Hub) and a different product for salespeople (Sales Hub).
When you personalize a website, what you can do is highlight a specific product or feature based on your visitor’s
firmographic attributes. If you know the visitor is a marketer, shuffle the order of your features, so the most relevant ones for
marketers show first. You can highlight different integrations on your website based on the technologies the visitor’s
company is using.
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Summary

Today, data fuels B2B marketing. Using data-backed marketing
strategies, you can tailor your message according to your
potential customer’s current situation and needs and present
this message when there’s a reason. Data will significantly
improve your marketing KPIs, and consequently, the hit rate of
your sales team.

All companies need sustainable competitive advantages to
survive. These X-factors that are hard to copy, providing a
sustainable edge over the competitors, can be built around
many different things: Creating, managing, and developing
systematic and effective data-driven marketing can be one of
those things.

Everything you need to become a true data-driven marketer is
already out there—the key is finding real-time company
information when and where you need it. In other words, the
systems that you use, from a CRM platform to a marketing
automation tool.
Once the right data runs through your system, it’ll impact all
marketing disciplines. Even more, it’ll enable you to implement
more complex marketing tactics like account-based marketing
—more on that in our Beginner’s HandBook to Account-Based
Marketing.
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Headquartered in Helsinki, Finland, Vainu was founded in 2013 and today provides more than 10,000 sales,
marketing, and data professionals with actionable company data to facilitate timely and relevant B2B
communications through the creation of hyper-targeted company profiles and target segments.

Learn more at www.vainu.com

