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ESSENTIAL STEPS TO SUCCESSFUL

GROWTH
MARKETING

A guide to “why” and “how” for growth marketing

and an exploration of what leaders need to make it
a core part of their strategy.

1. What is growth marketing?
, [ [
What's inside?
2. How to build your growth

marketing strategy and plan

3. How to leverage the right growth

marketing techniques

4. Summary
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Top-of-funnel marketing may be enough if your
marketing and sales teams are already aligned.
However, if KPIs don't translate into sales or
decrease churn, growth marketing is an
excellent solution.

What is Growth Marketing?
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A REVENUE
CENTRIC APPROACH

It's particularly effective among B2B companies in many sectors, where a holistic
approach to performance drives revenue. Research shows that the best B2B
marketers are:

28%
More likely to list To learn more, check
revenue as their top KPI out our collection of
growth marketing
case studies and
17% read our introductory

More likely totake article,
resonsiblity for upsells

21%

More likely take
responsibility for
customer retention
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Build your Growth
Marketing Strategy

B2B growth marketing strategies look different from business to business, but they all have

one thing in common — a qualified, well-optimized pipeline.

Understanding how this pipeline converts your audience into qualified leads and customers is the most
vital ingredient of any successful strategy. That's why growth marketing experts agree the first step is to
build a growth marketing strategy.

There's a lot that goes into it, but one of the highest return activities is a pipeline audit to determine
where customers are churning from your pipeline. While some loss is normal, sudden or significant
drops can indicate a problem with your messaging or the strategy itself.




Leverage the right
Growth Marketing
Techniques

Assess the weak points
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Once you've assessed the weak points in your pipeline, it's time to apply growth

marketing techniques that drive conversions.

Adapt specific details

While marketers may need to adapt details for their specific product, service, or

industry, there are certain core techniques all businesses must keep in mind.

Buyer Personas

One of the most crucial aspects of growth marketing is understanding
your customer needs. More specifically, marketers must grasp what
messaging will resonate with them.

The most effective way to understand customers is to build personas
— profiles that represent your most valuable accounts and their
stakeholders. Here are some steps to help you get started:

* Segment customers from your sales and marketing data by
demographics like industry, geographic location, and job title.

+ Determine the specific needs your product or service will address
by audience. For example, how can it help someone in marketing
ops solve their role-related challenges, or help a CMO achieve their
goals? Create profiles for individuals who reflect each of the steps
mentioned above.

With personas, brands can develop focused and personalized
messaging that addresses a customer’s immediate needs. Meanwhile,
a well-optimized pipeline makes it easier to assist each customer in
their buyer’s journey.

Together,
these
tools can
help you
generate
a highly
effective
growth
marketing
strategy.
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Onboarding optimization

Reducing churn is one of the most useful ways to drive growth; after all, if you can’t retain
your customers, no amount of acquisition will bring long-term value.

Retention strategies vary by product and service, but one of the best churn solutions is to optimize your

onboarding process. If customers can learn how to use your service quickly or understand it intuitively, they will
embrace its value more fully.

As a bonus, onboarding can both retain them and encourage them to recommend your brand to others.

Every product’s onboarding process will be a little different. However, here are some best practices to keep in
mind, inspired by the best practices used by many.

1. Set a goal of helping customers engage with your product.
Shoot for a least twice in the first week. Highlight your value immediately to

impress customers and give them a reason to continue using your service.

2. Keep lines of communication open with your customers.
Some options may include email updates, in-app notifications, or accessible

support options. The more personalized these communications can be, the
better.

3. Introduce one feature at a time.
Give customers time to experiment before moving on. This approach helps

them understand how elements fit together without becoming overwhelmed
by the product as a whole.
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Running an A/B test

To run an A/B test, create two versions of the same content and distribute them to
a selection of customers through the appropriate channels. Be sure to monitor key
performance indicators, from ad engagement to conversions.

From these results, marketers may learn that one variant performs strongly or

that both perform well for different audiences. These lessons will be vital when
optimizing campaigns for your entire market.
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Some examples might include delivering
personalized advertisements, segmenting buyer
groups, delivering follow-up emails, and more.
When marketing leaders effectively coordinate
growth automation efforts, it can increase revenue
and allow marketing teams to focus on growth
initiatives requiring hands-on development.

Perhaps the best candidate for growth automation
in marketing is pipeline management. A simple step
such as integrating sales and marketing pipelines
can increase efficiency as customers move along
the funnel — closing more deals in the process.

To see these techniques in practice, take a look at

our recent blog, 4 Growth Marketing Examples for
Modern CMOs.
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Conclusion:

As you might imagine, growth marketing takes

a little more work to prepare than traditional
top-of-funnel campaigns. However, once you've
built a well-optimized pipeline, you're more likely
to gain qualified accounts with a high propensity
to buy.

What's necessary is a partner who can help you
get the most value from your data — which is
where Creative Logic’s engagement platform
comes in.

Get in touch today to find out more!
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