
A QUICK WORD ABOUT DCI



SEGMENTING 
YOUR WAY TO 
SUCCESS1



SEGMENTATION OPTIONS

Type

1. Internal 
Stakeholders

2. New Business 
Prospects

3. BRE
4. SSCs

Industry

1. Life Sciences
2. Aerospace
3. Food & 

Beverage
4. Logistics

Function

1. Back Office
2. Manufacturing
3. IT
4. R&D

Other Options

By Region     |     By Executive Function     |     SME v. MNC



SEGMENTATION ALLOWS FOR…

On-point messaging to your target audience1

2

3

4

A chance to break through the noise with 
something more relevant than your 
competition

Increased credibility in the eyes of decision-
makers

A better chance at converting prospects to 
leads



A TOOL TO EXPLORE

• Robust segmentation options, from basic and 
advanced

• Exceptional geotargeting functionality

• More simplistic marketing automation solution; 
certain actions trigger certain reactions

• Segmentation available based on behavior, GA 
data



DESIGN-RICH V. 
TEXT EMAILS2



A MARKETO EXPERIMENT

Over 5 different email drops, they found text-only 
emails had:

• Roughly the same open rate as HTML emails
• 11% higher click-to-open rates
• 8% higher click-through rates

A recent text-based DCI email recently received 8 click-
throughs (3%) “by accident,” with nothing more than a 
website listed in our signature



A TOOL TO EXPLORE



WHO IS 
“RAISING THEIR 
HANDS”?3



THE BUYER JOURNEY

Awareness Consideration Decision



FINDING THOSE IN “CONSIDERATION” STAGE



IS SEARCH ENGINE MARKETING LEAD GENERATION?

1

2

64% of decision-
makers used the 
Internet often in 
their latest search

65% of decision-
makers are likely to 
visit an EDOs 
website in their 
next search



WHY PAID SEARCH?

• Highest conversion rates of any digital promotion 
we’ve seen

• A smart keyword strategy capitalizes on company 
intent—be where they are when they need it

• The gift that keeps on giving



REMEMBER: 
THE END GOAL 
IS THE GOAL4



CLICKS V. CONVERSIONS

Tracking Clicks

1. Good to initially assess 
viability of approach

2. More of an awareness 
metric

3. Nearly half of display 
clicks are accidental

Tracking Conversions

1. A lead metric—inquiries, 
downloads

2. Answers “Is your content 
working?” “Are people 
finding us?” “Do they 
care?”

3. Bottom line driven



Holland Drives 550+ Conversions from 
Digital Ads
• Conversions = request a meeting, phone/email 

hyperlink, downloadable investment resource
• Accounted for 50%+ of North American traffic and 

20% globally.
• “Industry” pageviews increased 147% from previous 

year.
• CTR for Search campaigns: 1.89%.



TO USE OR NOT 
TO USE? 
WEBFORMS5



CONTACT FORMS

“If you make me fill out a form 
to contact you, I’m moving on.”

--said every SSC at multiple
conferences in the last three years



TO USE OR NOT TO USE, THAT IS THE QUESTION…

When Not to Use

1. Contact information

2. Investment resource or 
industry downloads

3. Email landing pages

4. Most external-
oriented marketing 
information

When to Use

1. “Request a Meeting” 
Button

2. Stakeholder downloads 
or events

3. Special event 
invitations*

*Keep forms minimal



A MIDDLE GROUND



A QUICK SUMMARY: 5 TIPS

1. Segmenting communications (and your CRM) 
results in the best engagement and results

2. Design-rich emails look nice; text-based performs 
better

3. Seek out ways to find companies “raising their 
hand” through digital strategies

4. Define what a conversion means to you, and track it

5. Forms serve a purpose, but not always for lead gen
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