
A Case Study

Modern inbound marketing practices help 
us to multiply and accelerate our sales 
outcomes just like we do for clients.

By applying the same marketing service we o�er our client-partners, we were able to increase web tra�c 83 
percent, marketing-quali�ed leads 300 percent, and marketing-sourced deals 200 percent. The return on 
investment was 355 percent. 
   



We provide outsourced sales and marketing – offerings we call 
Revenue as a Service™. These services help client-partners 
leverage our sales development and marketing expertise and 
avoid the obvious and hidden costs of doing it themselves.

Challenge
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Internet accessibility, powerful search, and free content have 
upended the B2B buying process. Buyers no longer need to 
solely rely on a sales rep for product or service information. 
The internet, social networks, and other circles of influence are 
the new ways buyers educate themselves.

In some cases, the B2B buyer may be 60 percent or more of the 
way through the decision process before speaking with a sales 
rep. This means marketers must meet “buyers where they are” 
to guide awareness and influence consideration. Failure to 
embrace this unstoppable trend means you risk becoming an 
afterthought in the buying process. Or you miss the “at bat” 
opportunity entirely.

This trend impacts our business like every other. Like many 
companies, we cherish recommendations and referrals. But 
this is insu�cient to support our growth goals. 

Solution

As a provider of outsourced sales and marketing services, we 
apply the same inbound marketing and web-to-lead process 
that we bring to our client-partners.

Our “outside-in” approach began with a de�nition of the ideal 
customer pro�le and buyer persona. Being precise helped us 
build messaging, content, calls to action, and workflow to get 
higher yields and faster close rates.

In our case, this means a focus on industry sub-segment, 
company size, and geography. Personas enabled us to dial in 
titles, decision drivers, challenges and fears, and the role 
played in the purchase decision.

Next, we map out the buyer's journey from awareness, to 
consideration, to decision. We identify the questions that 
buyers ask themselves at each phase of this process.



This step allowed us to �netune our content marketing 
strategy. A range of cornerstone and “snack-size” content gets 
created and delivered across multiple channels like the web, 
social media, and email. A more consistent release cadence 
helped us stay fresh.

Outbound email became part of our marketing mix. We applied 
a storytelling framework to guide recipients through the buyer 
journey. Messaging answers questions like “What is it?”, “Is it 
for me?”, “Who else uses it?”, and “Why do I need it now?” 
Think of this approach as account-based marketing, right-sized 
for a business of our size.

With the messaging and content engine in place, we layered in 
search engine optimization (SEO) and Google Adwords. We 
optimized our web pages, blogs, and other content using 
researched, targeted keywords and key phrases. We included 
those keywords in titles, headings, organically throughout the 
content, and in meta text to facilitate discovery by web 
crawlers. SEO is tracked so that we can make adjustments as 
appropriate.

A Google Adwords campaign works to attract new customers 
using keywords that our website might not currently be 
optimized for, including industry and competitor keywords. 
This helps us hijack valuable web tra�c that might have gone 
elsewhere. 

We refreshed our “martech” stack to support a company of our 
size and growth ambitions. This includes a real-time dashboard, 
and tools to track the customer experience across the website 
and the performance of outreach campaigns. Inbound leads are 
automatically entered into our CRM system for assignment and 
tracking. A data-driven, closed-loop process keeps us focused 
on improving the customer experience.
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 Design is essential to convey a message quickly 
and clearly. Without it, the opportunity to stand out 
is missed. We �nd applying a B2C mindset can help 
simplify and clarify the marketing challenge.
-RaaStr President and Co-Founder Chris Preston



Results

Our approach got immediate results. Unique users increased 
83 percent with tra�c to the Contact Us page jumping 73 
percent. Our ongoing email outreach campaign has a 40 
percent open rate and a 14 percent click rate. Unsubscribes 
are 0.87 percent.

We also increased the number of marketing quali�ed leads and 
marketing-sourced deals by 300 percent and 200 percent 
respectively.

The return on investment was 355% as measured by dividing 
the total value of marketing-influenced deals won by total 
marketing costs in the same period. 

Conclusion

Creating and maintaining an inbound marketing engine is more 
important than ever in today’s hyper-competitive market. 
Whether you do this yourself or rely on a trusted partner like us 
to help, the business impact is undeniable. The key is having a 
clear process – then working to make it better relentlessly.

By executing the same marketing service we o�er our 
client-partners, we were able to increase web tra�c 83 percent, 
marketing quali�ed leads 300 percent, and marketing-sourced 
deals 200 percent. The program’s return on investment was 
355 percent. 

Go to Market Intelligently with Revenue as a Service™.
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Inbound marketing and web-to-lead support is a 
must-have in any modern sales process. Its absence 
means your marketing misses how much buyer 
self-education takes place before a call with a 
sales rep.
-RaaStr CEO and Co-Founder Sean Cunningham


