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Even voorstellen 
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Marketing Maturity levels 

Level 1 

Ad Hoc 

Level 2 

Building 

awareness 

Level 3 

Customer 

engagement 

Level 4 

Conversion 

Level 5 

Customer intimacy 
Audience focus Broad Focused (personalised) 

Message focus Product Solution delivering business 

value 

Management focus Activity & budget 

impact 

Outcome & revenue impact 

Marketing skills Creative Analytical 

Orientation Product/topic push Activities based on 

sector insights 

Proactive follow up single 

activities/cold leads. Nurture 

on assumptions 

Tracking behavior via 

leadscoring. Nurture to improve 

willingness to engage. Harvest on 

hot leads 

Integrated tracking of 

behavior online and offline. 

Information is automated 

adaptive to realtime behavior 

Measurement of 

contribution to 

revenue 

Output of tasks Pipeline volumes Lead quality and conversion 

rates 

ROI of combined activities Contribution to business 

objectives 

Tools/technology No analytics, 

software for 

automation or 

(limited) WCM. Tech 

and tools are 

inconsistently used. 

Manual intervention. 

Consistent stand 

alone tools (i.e. MS 

project, Excel) 

Automated management 

reporting. Marketing 

operations software in place. 

Tools to accelerate revenue 

and automated campaign-

management tools are piloted 

Full integration of analytics, CRM 

and dashboards. Technology and 

tools are standardized. 

Productivity enhancement 

tools, realtime dashboard, 

forecasting & scenario 

analytics tools 

2015 2011 



Wat is een contentstrategie 
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Contentstrategie is het plan waarin het ontwikkelen, 

aanbieden en verspreiden van content centraal staat, 

met als belangrijkste voorwaarde dat deze content 

aansluit op een vooraf geïndentificeerde behoefte, om 

zo nieuwe relaties aan te gaan en bestaande relaties 

te versterken. (bruintjes, 2016) 



Steps content strategy 
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#1 Start with WHY 

#2 Be relevant 

#3 Main topic 

#4 Contentmapping 

#5 Contentplanning 

#6 Redactie 

#7 Meten 



NO GO 

+ NONTENT / Constant over jezelf praten 

+ Harde verkoop 

+ Starten met middelen! 
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Content recycling 

• Hergebruiken bestaande content  

• Giet in een ander, nieuw stuk content(jasje)  

• Pas content aan 

– herschrijf stukken  

– Voeg elementen toe 

– Maak het visueel compleet anders  
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Reduce 
Amount of new 

work 

Recycle 
Existing 

content 

Reuse 
It over 

time 



Content mapping 
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We create 

content. 
Prospects click. They buy. 

A lot of companies invest in content marketing  

on the assumption that this is how it works! 
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We create 

relevant content 

and thought 

leadership. 

Prospects click. 
If they like the 

content, they 

remember. 

Maybe they see 

more content we 

create and visit us 

again. 

We build trust 

and relationship.  

When they need 

a solution they 

will come back. 

This is How Content Marketing Really Works: 
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not about convert 1st visit. 

Or 2nd. Or 3rd 

Content Marketing 



12 jaar vast.  

http://www.aon.com/netherlands/12jaarvast/images/dummy.mp4


Lead scoring &  lead nurturing 



How to score leads? 
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Scoring model: Cyber campaign (simplified) 

# Category Field Values Score (%) 
Total 

Weighting 
Score 

1 

Functional Role CTO 100 

 40% 32 

Risk Mngnt - Risk/Insure. 100 

Finance - CFO 100 

Corporate Operations - CEO 
80 

3 

Segmentation Professional Serv. 50 

 20% 10 
Global Accounts 100 

AGCN 50 

Japan Group 50 
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Number of Employees < 250 20 

5% 2,5 250 - 1000 50 

> 1000 100 

2 

Turnover < 50 mln 50 

35% 21 
50 - 75 mln 60 

75 - 90 mln 75 

> 90 mln  100 

Total   100 65,5 

Profile Fit Rating 

> 75% A 

50 – 75% B 

25 – 50% C 

< 25% D 

Category Time Frame Score (%) Total Weighting Score 

Visited High Value Web Content 

7 days 100 

20% 20 14 days 50 

30 days 25 

Form Submission 

7 days 100 

25% 12,5 14 days 50 

30 days 25 

3+ Website Visits 

7 days 100 

15% 7,5 14 days 50 

30 days 25 

Email Click Through 

7 days 100 

10% 10 14 days 50 

30 days 25 

Events 

<30 days  100 

30% 15 30 – 60 days 50 

> 60 days 25 

    100% 65 

Engage

ment 

Rating 

> 75% 1 

50 – 75% 2 

25 – 50% 3 

< 25% 4 
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Ideal prospect AND engaged 

Pass to sales 



Take away: Team 

• Team 
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Take away: Growth 
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Take away: Maturity 
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Take away: Leadership 
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