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我们的DNA – 拥有168年的丰富历史传承，世界上第一家金融科技公司
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数据是线上营销的驱动力

没有“生产力”的市场部 = 不合格的市场部

To be a “SALES DRIVEN "Marketer

疫情下线上如何成功举办线上营销活动？

如何积累客户数据？ 如何结合内容营销做线上活动？ 如何真正做到前线需要的市场活动？

Create a pathway to nurture leads

一个客户的形成

Build your own Marketing Data like
a fintech Company

像高科技公司一样积累和整理你的
市场部数据

Build your Own Content House

建立你自己的内容库

CASE STUDY



https://www.slideshare.net/alisadat/maximize-valueofmktgleads

https://www.slideshare.net/alisadat/maximize-valueofmktgleads
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数据收集
Data consolidation

Aggregation, Symbology
汇总 整理 标记每个数据

Analysis 
分析数据

建立底层数据
Build your data base

收集渠道 channels
数量 Quantity
质量 Quality

建立底层数据库

增加获得数据渠道
CHANNLES

获取数据渠道生态系统间
相互打通

CONNECT 
建立获取数据内容

CONTENT

需要一个系统管理数据库
Platform to consolidate the 
data

• Identify the source of 
the data

• Open API  connect with 
your sales CRM system

对数据做识别和标签
Tag & Group your data

参考日本空间整理法整理数据
Grouping your data

对每一个数据行为做标签
Tag your data

建立分析数据模型
Build your dashboard

识别哪些因子（变量）对市场部行
为产生影响
Identify the drivers

对数据做识别和标签
Tag & Group your data

参考日本空间整理法整理数据
Grouping your data

对每一个数据行为做标签
Tag your data

分析工具
Tableau
PowerBI

需要明确要看什么数据
What metrics you need!

需要自动/手动识别数据
每个数据都是动态的
把每个数据当作人来看
每个数据背后都有一个故事

Automation your data platform
Give each data an ID
Tacking your data movement
Dig out the story behind the data
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数据收集流程 Data Management

数据收集标准 数据更新 数据增多

基本信息是不够的！

• 是否是目标客户类型-公司类型？

• 是否是目标客户的部门？

• 从哪个渠道来的？

• 是决策人吗？ Decision maker?
• 是影响人吗？ Influencer ?
• 是产品最终使用人吗？ End-user?

• 我们的产品可以解决目标客户什么工作
流程的痛点？

- 节约时间？
- 提高效率？
- 增加业绩？

• 产品是在目标客户那个工作环节用到？

Merely having a name and an email address isn’t sufficient

Establish a process to monitor the health of your data

Update inaccurate information

Fresh details to the database
不断的更新市场部的数据库
Update your Database

• 邮件 Email Campaign

• 下载白皮书 Download reports

• 在线论坛 Webinars

• 销售团队 Sales team

• 第三方 Third party  

Add new prospective clients to the database
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Content 

Refinitiv Blue Book I STRICTLY CONFIDENTIAL – FOR INTERNAL USE ONLY

如何结合内容营销做线上活动？

What problem are you solving and for whom?

Who is your target customer and why?

How to measure your content performance ?
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Content Strategy

https://rhycom.com/2018/06/27/how-to-dominate-with-inbound-marketing/content-marketing-mix/

https://rhycom.com/2018/06/27/how-to-dominate-with-inbound-marketing/content-marketing-mix/
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Content Strategy

Source : netleadz.co.uk

微信
知乎/头条
微博
雪球
Bilibili/抖音/

http://www.netleadz.co.uk/blog/why-organic-marketing-best-way-increase-value-your-digital-assets
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Build Your Content House 
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Content Strategy
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CTA

CTA

CTA

CTA

CTA CTA

CTA

转发到群 微信朋友圈
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Content Strategy 
Review your Content Performance 

焦点洞察 | 疫情冲击欧洲电力行业，各国电力需求下降

1. 内容目的 Content Objective 
2. 目标客户 Target Audience
3. 内容类型 Content Type
4. 点击量 Click Rate
5. 转发率 Repost 
6. 引流到公司网站 redirect to your company’s Portal
7. 转化率 Conversation rate – Any lead ?
8. 内容产出源 Channel

Performance          Engagement                 Channel source
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CONTENT METRICS 

Performance and Retention
—is my blog even being read?

Visits

Return visits

Bounce rate

Time on blog

Engagement metrics—do readers 
even like it?

Social shares

Conversion

Source—where are they reading it?

Channel
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Six Roles You Need to Succeed with B2B Content Marketing

Voice of the Customer

Understanding of what 
formats 
Channels your target 
Customers prefer

Strategist

Develop
Manage 
Optimize

Managing Editor

Translates the customer insight
&
objectives into an editorial
calendar 

Traffic Coordinator Producer(s) Amplifier

What’s due when? 
What is the production?
Review and publication process?

Creates the content Responsible for increasing the initial “bump” of 
traffic for new content 

continuing to expand the long-term shelf life 
and impact of the entire library

http://results.heinzmarketing.com/rs/966-VWE-480/images/Heinz-Marketing-Full-Funnel-Marketing-ebook.pdf

http://results.heinzmarketing.com/rs/966-VWE-480/images/Heinz-Marketing-Full-Funnel-Marketing-ebook.pdf
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Case Study – Promotion a Special Report

WHO     Organic downloads  / wechat /email already engaged 之前参与过marketing campaign

销售团队想TARGET 客户名单

WHAT   serving up content at each stage of the journey 针对WHO 客户设计内容

WHY     很多新客户从来没有接触过我们内容的，很难通过一次CAMPAIGN 直接有CALL TO ACTION

HOW      1. 对于现在的内容做客户不同阶段的设计 2. 然后用邮件软件对于每一个阶段客户的行为作出下一步的内容营销内容
Firstly, did a content audit on all content , mapping content to the stages of the customers journey   then  use email automation 

system      such as Eloqua to design the  canvas , based on the actions customer made , then follow up different content 

WHEN      设计整个campaign的时间
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CASE STUDY  From Awareness to Pipeline
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Metrics  Review your Campaign Performance
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Metrics  Review your Campaign Performance
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Association/third party

Website / SEO/Paid keywords

Paid Social

CUSTOMER JOURNEY
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Tips 

• Segment Creation  
• Post Event Messaging and ongoing engagement
• Content Creation Team 
• Engage with Internal Expertise to create the market trend content 
• Bring your existing customer to your content /speakers
• Engagement sales and account manager team on promotion 
• Create a story line instead of talking about your product 

https://www.b2bmarketingzone.com/2020/hubspot/trends/https://blog.hubspot.com/marketing/b2b-marketing https://marketinginsidergroup.com/

https://www.b2bmarketingzone.com/2020/hubspot/trends/
https://blog.hubspot.com/marketing/b2b-marketing
https://marketinginsidergroup.com/


23

Q&A 

China Marketing Head, Refinitiv
Christine.shen@Refinitiv.com
18616975050

mailto:Christine.shen@Refinitiv.com

