
CAI ESSÉN 
Bosch Thermoteknik 

Dominating an industry through online




”It can be really difficult 
to buy a heat pump” 



Background 
 
§  Print focused marketing dep 

§  40-50 K unique visitors/month producing on average only 100 leads – not 
very impressing 

§  Pre-study made by Zooma on how to improve the site performance 

§  Resulted in a 344 (!) page ppt with suggestions 

§  Conclusion was to start all over 



Learning about Inbound Marketing 

Strangers Visitors Leads Customers 
Promoters 

Attract Convert Close Delight 

Attract new 
prospects 

Convert leads into 
customers 

Convert 
prospects into 

leads 
Turn customers 
into promoters 

Interest Trust Conviction Satisfaction 



Dedicated Content + Landing Pages = Leads 

Impact of Blog Articles Impact of Landing Pages 
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Monthly articles Landing Pages 

Source: HubSpot Marketing Benchmarks from 7000+ businesses, 2013 



The new approach 
 
§  People’s behaviour have changed à We need to change 

§  New approach: 
§  Print supported by online à Online supported by print 

§  New online philosophy: 
§  Less is more 

§  Speed to relevance 

§  100% responsive design 

§  Integrated automated marketing engine 

§  Target: 

§  Double the amount of leads = payback in 6 months 



Starting with the 
foundation 



Setting the IVT online strategy 

Online Profile  
(How shall IVT be perceived online?) 

Online Philosophy  
(What foundation does IVT act upon online) 

Online Purpose  
(Why is IVT online?) 

Online Mission  
(What is IVT's task online?) 

Online Target Groups  
(For whom is IVT online?) 

Online Objectives  
(What shall IVT achieve online?) 



Then completing the strategic framework 
 
§  Online objectives 

§  KPIs 
§  KBIs 

§  Online target groups 
§  Personas 

§  Backgrounds 

§  Demographics 

§  Identifiers 

§  3 year online roadmap 



Way of working 



Way of working 

§  Four people core team from the start 
§  The decision maker 

§  The marketing person 

§  The online person 

§  The doer 

§  Onboard the rest of the organisation 
§  Prepared IVT dealers 

§  Prepared customer support 



Inbound Marketing “flow” 
on new ivt.se explained 



Inbound Marketing “flow” explained 

Visitor comes to ivt.se, finds “4 reasons to buy a heat pump”… 



Inbound Marketing “flow” explained 

… clicks the CTA and lands on a Landing Page with a form… 



Inbound Marketing “flow” explained 

… fills out the form and gets the document on a Thank You Page...  



Inbound Marketing “flow” explained 

… clicks the link to open the document...  



Inbound Marketing “flow” explained 

… and in HubSpot the contact details on our lead is registered.   



Inbound Marketing “flow” explained 

Top Landing Pages first week of November = 133 submissions, 33 new contacts 



Impact 



Results from the first 60 days 
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Results from the first 60 days 

What Was Now 

Qualified Leads 200 842 

Commercial 0 23 

Leads 0 771 

Contacts/Opportunities 0 677 

Blog followers 0 1192 

Site visits up +52% (without campaign +23%) 



Lessons learned 



Lessons learned 

§  The risk that things go better than planned 
§  Prepare internal automation 

§  A journey to reprogram the way we think about what good content is 
§  Involve the experts 

§  Involve the whole organisation 
§  Include also external partners (e.g. dealers, they also needs to be onboard) 

§  Online suddenly became business critical 
§  Think about redundancy (backup systems) 

§  Less really is more 
§  But you have to be persistent to all the “we also have to have this and that” 



Challenge forward: How 
to dominate? 



Challenge forward: How to dominate? 

§  Defining a more holistic view on marketing activities 
§  Onsite, offsite, adwords, personas, interactivity, print etc. 

§  Adding more content 
§  Attract (stranger-to-visitor-conversion) 

§  Convert (visit-to-lead-conversion) 

§  Close (lead-to-customer-conversion) 

§  Delight (customer-to-promoter-conversion) 

§  Finding the right resources 
§  Blogging 

§  Keeping the speed up to maintain first mover advantage  





Thank you 


