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One of the largest plastic
companies in Finland looked for
a revised strategy.






€

Vipu’'s market survey revealed
that customers need help In:

1. Communicating the benefits of packaging
2. Designing attractive packaging
3. Innovating better packaging
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The process we used:
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We extended our target group to cover
also food industry in addition to
converters.
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We extended our target group to cover
also food industry in addition to

converters.
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We came up with a new
customer promise:



KWH Plast

Where your needs, great
packaging and innovation meet
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Customer’s buying center and
thelr needs
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The new strategy
Implemention steps

Launching the customer value program
Tuning the sales process
Presenting the new strategy to the market

Management and reporting
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1. Launching the customer value
program

 Reassess the way we go to market

« Value selling workshops with converters and
sales/marketing team

« Launch KWH Plast for food industry with clear
customer promise, a new web site and active use
of social media
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2. Tuning the sales process

« Define clear sales process and how to manage

and close opportunities

« Seamless integration of marketing automation
and CRM system

« Better sales forecasting
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3. Presenting the new strategy

« Create new presentation materials

* New web pages with lead generation
functionality

 New Linkedin and Xing pages, both
company and personal
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4. Management and reporting

Follow up online meetings once a month

Presentation and discussion on the metrics

Adressing the issues that arise

Fine tuning segmentation



Web pages are the hub of your
digital marketing

Inbound




"A colleague posted me KWH
Plast’s Youtube video*

Matti Mattila, production manager

Inbound

Awareness



"l just read an article about KWH

Plast’s new packaging film. The
; article was tweeted by one
Inbound s packaging magazine | follow "

Matti Mattila, production manager

Awareness - Closing



"One blogger | read is actually
working in KWH Plast’'s R&D
department”

Inbound Y Matti Mattila, production manager




Inbound

"When | searched information about
new packaging solutions, | found an
article on KWH*s web pages. | gave
my contact information to download
it"

Matti Mattila, production manager




Inbound

"Today | got a phone call from KWH
Plast’s salesman. He somehow knew
What | was interested in and we
booked a meeting."

Matti Mattila, production manager




Inbound

Analytics
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The web pages were
redeveloped to generate leads:




KAGING AND INNOVATION MEET

KWH

PLAST

Membaer of the KWH Group

Download




Using website analytics to

1 Measure marketing actions

2 ldentify customer interests and needs
3. Analyse competitors
4

Fine tune web sites



1. Measure marketing actions

« How are our marketing actions turning into visitors and

converting leads?
« Which actions and content (e.g. white papers, e-mail

campaigns) are working best?

» How to revise actions based on findings?




4 2. ldentify customer needs

 Who downloaded our material and from which companies?
« What did they download and which pages did they browse?

» What are the roles, needs and interests of different buying
center members?




3. Analyse competitors

 How are our competitors doing on key marketing metrics?

« How are we doing compared to our competitors and how
the rankings are changing over time?
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1 4. Fine tune web sites

DOWNLOAD DOWNLODAD

 For example, test which "buttons” A FREE WHITE A FREE WHITE

PAPER

attracts most visitors?
* Fine tune according to page
performance analysis

Variation 1




For more information, please
contact us at

https://www.vipunet.com/en/
contactus



https://www.vipunet.com/en/contactus



