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“It can be really difficult
to buy a heat pump”
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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
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Dedicated Content + Landing Pages = Leads

Impact of Blog Articles Impact of Landing Pages
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Source: HubSpot Marketing Benchmarks from 7000+ businesses, 2013
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The new approach

People’s behaviour have changed - We need to change

New approach:
Print supported by online - 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
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Setting the IVT online strategy




Then completing the strategic framework

Online objectives
KPIs
KBIs

Online target groups

Personas
Backgrounds
Demographics
Identifiers

3 year online roadmap



Way of working
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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
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Inbound Marketing “flow"” explained

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

Varfor
varmepump?

Varmepurnpen har wedar introduk bonen pd 970 talet
Wtveckiats snabbt och Divit en alitmer sdividar arvtagare Uil de
Mcre virmekbliorna Dels fér att virmepumpen ger betydiigt
Digare OCh MAOVINEGIEe virme 3N dreatverkande el och
cheuppvirmning Men ockad fSr att det br enkelt och bekvimt i
smiteeise med pelets efler ved Fivrvarme da? Det &r ocksd ett
milvanbgt val Men du lbier dig sambtidigt Ll en enda
varmebrveranttr. med monopol pd marknaden. Det nnebar |
regel it priserna hips | inabbare takt &n pb en konkurrenautiatt
marknad

4 SKAL ATT VALJA VARMEPUMP




Inbound Marketing “flow"” explained

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

oy

Varfor ska du sats
Ladda ner snabbguiden sa far
svenskar valjer det har varmesystemet

a pa en vairmepump?

r 750

F's

aL

Det finns mdnga olika varmesystem pd marknaden, och det ar inte Fyll i formularet - hamta guiden
heilt latt att veta vilket alternativ som ger den basta besparingen. Eller
vilket som dr mest miljovanligt

EMAIL

| *Fyra bra skal att valja varmepump® fir du bland annat veta

* Hur stir sig virmepumpen jJamfort med andra viemekalion
PRENUMERERA PA IVT:S BLOGG

* Hur stee bl besparingen? ENERCISPARAREN

* Mur utvecklas viedet pb ditt hus?

= SRS t— m
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Inbound Marketing “flow"” explained

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

Har hittar du 4 skal att valja
varmepump

Forst och framst: Mir & din Lank till & sk tt

Vi hoppas att du finner sningen intressant’ Skulle du Mte Mg sa st Ny 33 kommer du strax att 13 en Wnk till dokumentet Sven

pd email
Tveka inte att hora av dig till s ph IVT om du har nbgra frbgor!

Med vanliga halsnmgar

VT Varmepumpar




Inbound Marketing “flow"” explained

. clicks the link to open the document...

Fyra bra skal att valja varmepump.

Var pen hor sedan introdukti pd 1970-talet vuxit from som en alltmer sjgiviior arvtagore till de didre virme-
kanomaTmmd«ﬂmsﬁcmwwqp«wmmewwwmwmnmmlw
solenergi | berg, vatten eller luft omvandios till varme.

Ett enkelt shitt att virma ditt hus. Det foos minga sam ac virma
1 huset pd. Vissa har fortfarande kvar sina el eller ofjepannor. Problemet med
den typen av uppwirmming 8r att den & viidigt dyr. Och dyrare bilr den,
ehersorm priserna pd ol och oljs fortsdmer at1 sUGA. Inget av dessa alternacy
& hefler sarsiik miljovanige. Bittre & | 58 fall peflets, men det krdver § andra
sidan bide 10t utrymme och mycket arbete. Virmepumpen Jr ett bide
enerpeffektivt och belevamt val. Ingen bransiepdfylining behdvs och det enda
du Dehdver tinka pd dr att SUARa In hur vare du vl he det
Flarrvarme cd? Jo, det 3¢ est miovaniigt val. Men du Wser cig samuidigt till en
enda virmeleverantor, med monopol pd marknaden. Det innebdr | regel att
priserna héjs | snabbare takt bn pd en konksrrensutsatt marknad
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Inbound Marketing “flow"” explained
... and in HubSpot the contact details on our lead is registered.

stell
Name Created On Recent Conversion

Sep 10 2014 3:55 PM Varfor ska du satsa pd en virmepump?

First Touch Last Touch Lifecycle Stage
25 Days Ago 20 Minutes Ago Lead
Direct Traffic Form Submission Since September 22 2014

Lifecycle Stage: Lead

Recent Conversion: Varfor ska du satsa pa en virmepump?: Form | Ladda ner whi = i



Inbound Marketing “flow"” explained

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

Landing Pages i sootemuer

o Submssions Conversion Rate

1,708 354 20.73%  “andinoPages i

Views Submissors Conversion Rate New Contacts
e Ve T 613 133 21.7% 33
Landing page | Anvindarmanual 16r AlrX 0 61
Landing Page | Vartor valja virmepump? 210 48 Name Views ~  Submissions Conversion Rate
Landing page | Energispartips for dig med v... 167 9 Landing page | Hur fungerar huft/luft? 8 4 48.81%
Landing page | Anvandarmanual for HQ 153 39 Landing page | Anviindarmanual 8¢ AirX 75 14 18.67%
Landing page | Hur fungerar bergvarme? 12 42 Landing page | Energispartips fordigmed v... 48 18 37.5%
Landing page | Anviindarmanual for HQ 43 17 39.53%
Thank you page | Energispartips 10r digmed... 36 0 0%



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

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
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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?
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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
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Thank you
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