
Entrepreneur:
Sales and marketing

Strategies for
how to build your company

from idea to market
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Seller’s Initiative
= Expensive

Buyer’s Initiative
= Cost effective

What did Otto say?
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Universal
analysis?



Yes, the most

Important choices
you will have to make

…attract the right audience
…sell to your best fit prospects
…make your customers happy



So you can

find the right answers
unique to your idea or business?



• Sales & Marketing strategy: There is no one-size-fits-
all template

• Today: Analytical approach to identify the most 
feasible growth strategy and technology platform for 
your business, based upon

1. Differences between typical B2C and B2B buyer’s
journeys

2. The «Job-to-be-done»: Marketing, sales and 
customer service

3. Technology stack (CRM)

Expectations
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Program
Registration and networking

Welcome remarks, by Inger Tone Ødegård, Stavanger 
Chamber of Commerce

How to build a sales and marketing strategy that 
helps your startup company to grow? 

Break and making new business friends.

Case examples from other companies: Best practices 
for websites, digital marketing and sales

How to select the right technology stack (CRM) for 
sales and marketing.

Best practice in the audience, sharing experiences, by 
all

Individual questions and open discussions, by all.

Closing



Eirin Røsand
Digital marketer & Strategic Advisor

7 years experience from digital marketing for 
various companies.

Bachelor, Media Production. Master, 
International Marketing.

Connect on LinkedIn.

Mrore about Eirin.

https://www.leadify.no/
https://www.linkedin.com/in/eirinrosand/
https://www.leadify.no/eirinrosand


Forretningsrådgiver og daglig leder

Øyvind Jacobsen

25 years experience from digital marketing, 
sales and innovation in travel, tech and energy
industry.

Master, International Marketing and Leadership.

Connect on LinkedIn.

Mer om Øyvind.

https://www.leadify.no/
https://www.linkedin.com/in/oyvindjacobsen/
https://www.leadify.no/oyvindjacobsen


Leadify’s existence is based upon a simple 
observation:
- People have fundamentally changed the way we live, work and buy 
services and products. Still, many companies do marketing and sales 
just like before

We work with small, medium and large companies 
within energy, technology, manufacturing industries
- Together, we innovate their marketing, sales and customer service

Leadify delivers end-to-end strategies, solutions and 
services: Websites, inbound marketing, sales and 
customer service

Together with HubSpot (US), we offer one of Norway’s 
leading strategic capacities and the world’s leading 
technology platform in our industry.

https://www.leadify.no/




What is…
• Marketing is…

• …an action taken to bring attention to a business' 
offerings

• Sales is…
• …the activities that lead to the selling of products or 

services in exchange for money

• Service is…
• …the support you offer that helps customers have a 

great experience using your product or service



A good Sales & Marketing 
strategy is your guide to…

1. Get attention from your target 
audience!

2. Sell to your best fit prospects

3. Make your customers happy



Do NOT start with selecting tools!

https://www.leadify.no/


00 Start with the
customer!



Mad Men: Nixon Meeting, Red In The Face

Sales prior to the internet
- The customers had to talk to a sales rep



0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Ingen av alternativene over

Interne systemer (databaser, kataloger o.l.)

Referanser (uttalelser fra andre brukere av produkt/tjeneste)

Offentlige organer (tilsyn, myndigheter o.l.)

Tester og annen dokumentasjon (uavhengige)

Kontaktpersoner hos leverandører

Sosiale medier (artikler, diskusjonsfora, kommentarfelt m.m.)

Medier (aviser, TV, radio m.m.)

Rådgivere (uavhengige)

Nettsider til leverandører

Kollegaer og eget nettverk

Internett (søkeresultater på Google, Bing m.fl.)

Your customers: The decision makers
What are your most important sources of information?
* Respondenter som deltar i innkjøp av tjenester og produkter på jobben

https://www.leadify.no/
https://leadifyno-my.sharepoint.com/personal/oyvind_jacobsen_leadify_no/Documents/Leadify_internt/2022/B2B%202022/_220307%20Analyser%20(forel%C3%B8pige).xlsx?web=1


…Sales today
– after the internet

- Customers do not want to speak
with a sales rep before they have to



You: The sales rep

https://www.leadify.no/


Mad Men: Nixon Meeting, Red In The Face

Tough times?
1. 90 % of decision makers do not respond to cold calls

2. 30 % block all ads (smart phone/browser ad blockers)

3. 60 - 90 % of buying processes starts with a search

4. 75 % of searches are generic ‘[how to…]’, 15% ‘[product]’ and 10% brand ‘[XYZ]’)

5. 70 % has a preferred solution/approach before they talk to a sales rep

Kilde: Accenture, Google



- Challenge No.1:
Connect with prospects and customers throughout their 
buyer's journey

Kilde: Forrester

Only 4% of potential 
customers are ready to be 

sold to

How to get found and connect 
with these?

80 %

Awareness
stage

16 %

Consider-
ation stage

4 %

Decision
stage
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Short story:

Sell the way
people buy

Customers have gone digital. 
You’ll need a strong digital 

presence to get found, 
become trusted and sell

better to your future
customers.

https://www.leadify.no/


01 How to build a sales and 
marketing strategy that helps 
your startup company to grow?



How to help
customers find you?

…over and over again?

The multi-billion question



Mad Men: Nixon Meeting, Red In The Face

Trade shows?



Seminars?
Webinars?

Social business events?



Sales meetings?



Cold calling?



Ads?



Social media?





Website?



Webshop?



You will (probably) 
need them all

Your strategy is how you put them together
to match the way people buy



1. What is your ultimate Marketing Goal?

Marketing Goal:
Generate Leads (sales opportunities)

Marketing Goal:
Direct demand (purchase)

Business Market (B2B) and high-end 
Consumer Market (B2C).
Long buyer’s journey. Considered.

Rational. Facts.

1-to-1 communication

End result: You get in ‘pole position’ to 
sell and close deal

Consumer Market (B2C).
Products. FMCG (Retail).
Short buyer’s journey

Emotional. Personal status

1-to-many communication

End result: Customer takes Decision
to buy

Inbound
Marketing
(Lead Gen.)

‘Outbound’
Marketing
(Lead Gen.)

Content
Marketing
(Branding)
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2. How does your customer’s buyer’s journey look like?

Long-term

high interest

Information based. 
Repeated/ 

Continous purchase

Low Interest

Information based
Repurchase/

Continous purchase

Consumer
Products

High interest Information and 
emotion based

Shorter buying process

Small everyday
purchases

Impulse/habit based

Short-term
high interest
Information based
one-time purchase

«Classic» inbound marketing 
with personas, customer 

journey, blog, content 
offerings, conversion of leads 

will work very well.

Can be enhanced with paid 
digital communication

Most of inbound works well, 
but can be supported by 

paid digital communication.

Blog subscriptions will work 
where the industry has little 

digital content. Good 
content offers are central

Inbound with personas and 
customer journey can provide 
very good support for brand 

building. Often short customer 
journeys. Paid digital 

marketing is very important.

Blogging can work both to 
convert and to create loyalty 

/ brand purchases.

Very short customer journey.
Buying process often habit-

and emotion-based

Branding based content
marketing

Webshop important

Most of inbound works well, 
but blog subscriptions do not 

work over time. 

Personas and customer 
journeys' are central. Paid 

digital marketing is important

B2B niches: Software, 
hardware, industrial service 
and equipment suppliers.
B2C niches: Car, boat etc.

B2B niches / projects: 
Industrial consumables and 

services - banking, 
insurance, pension, debt 
collection, accounting, 

electricity

B2C products: E-commerce, 
clothing, shoes, sports, 

books, electronics

Small purchases on B2B 
Grocery and kiosk trade 

(FMCG)

B2B projects: Real estate 
(purchase/lease), ships, 
engines, control systems, 
modules, infrastructure, 

building & construction B2C 
projects: House, cottage etc.

https://www.leadify.no/


3. Digital sales and marketing strategy in 2023

that the internet has 
transformed the

purchasing proccess
forever.

UNDERSTAND
First, you need to

HELP OWN CONVERSION 
STRATEGY

REAL-TIME DATA
Thus you need to Next, you need to Then, create a Making it possible to collect

the customers through
the purchasing process
and make relevant, high

quality content available.

a digital communications
channel, where you

gather helpful content of
high value to your

customers.

that takes the customer
from an intial interest, to a 
more concrete interst in 

buying.

on the customers digital 
behaviour, which can

then be utilised in order to 
pull the customers closer

towards making a 
purchase.

This entails that you invest in an

Lastly, you need to align and adjust your

INTEGRATED & AUTOMATED SYSTEM

MARKETING- & SALES PROCESSES

which allows you to take advantage of the real-time data

in order to take full advantage of the digital opportunities

https://www.leadify.no/


02
Best practices for 
websites, digital 
marketing and sales



B2C: Work to be done (Path to purchase)
- Goals and Processes through your digital buyer’s and customer journey

Attract Ideal Customers and Personas

Search product

Payment receipt

Onboarding
(use product/service)

Support/Service/LCS

Customer satisfaction

Avilability/SLA
Convert B2C

Search/Google SoMe (various) E-mail

Website/FAQ Articles

Select product(s)Confirm basket

Deal/Purchase

Upsell/Cross-selling

Other channels

Webshop (and/or physical store)

https://www.leadify.no/


B2C: Website with webshop

Website

CRM

Webshop

https://www.leadify.no/


B2B: Work to be done (Path to purchase)
- Goals and Processes through your digital buyer’s and customer journey

Attract Ideal Customers and Personas

Connect/(dis)qualifyProposal/Close

Onboarding

Support/Service/LCS

Customer satisfaction

Avilability/SLA

Convert B2B

Search/Google SoMe/LinkedIn E-mail

Website/Blog Articles

Content Offers

Contact

Qualify/nurture

Explore /(dis)qualifyGoal Setting /(dis)qualify

Deal/PO

Upsell/Cross-selling

Other channels

https://www.leadify.no/


B2B: Website with blog for lead generation to sales

Website Lead generator 
(blog)

CRM

Blog articles

Content offers

https://www.leadify.no/


2A B2C Examples
- Webshop and/or physical store



Tou Scene

https://www.leadify.no/


Helmer Te og Kaffe

https://www.leadify.no/


Siddis Gelato

https://www.leadify.no/


IKEA

https://www.leadify.no/


2B B2B Examples
- Blog for lead generation



• «They ask, you answer»
• Help customers through their buyer’s journey, 

until they are ready to talk with a sales rep

Website and 
blog for B2B

https://www.leadify.no/


A great website and blog/webshop can 
become your best, digital sales rep - 24/7/365

https://www.leadify.no/


Future Production

The Drilling Rig Optimization Blog

https://www.leadify.no/
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The Process System

Performance Blog

https://www.leadify.no/
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Stimline

Digital Well Management Blog

https://www.leadify.no/
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«They Ask, You Answer»

https://www.leadify.no/
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Signal to Sales Rep.
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03 How to select the right 
technology stack (CRM) 
for sales and marketing?



NOW you can start looking at tools ☺

https://www.leadify.no/


B2C: Work to be done (Path to purchase)
- Goals and Processes through your digital buyer’s and customer journey

Attract Ideal Customers and Personas

Search product

Payment receipt

Onboarding
(use product/service)

Support/Service/LCS

Customer satisfaction

Avilability/SLA
Convert B2C

Search/Google SoMe (various) E-mail

Website/FAQ Articles

Select product(s)Confirm basket

Deal/Purchase

Upsell/Cross-selling

Other channels

Webshop (and/or physical store)
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B2C: Website with webshop

Website

CRM

Webshop

https://www.leadify.no/


B2B: Work to be done (Path to purchase)
- Goals and Processes through your digital buyer’s and customer journey

Attract Ideal Customers and Personas

Connect/(dis)qualifyProposal/Close

Onboarding

Support/Service/LCS

Customer satisfaction

Avilability/SLA

Convert B2B

Search/Google SoMe/LinkedIn E-mail

Website/Blog Articles

Content Offers

Contact

Qualify/nurture

Explore /(dis)qualifyGoal Setting /(dis)qualify

Deal/PO

Upsell/Cross-selling

Other channels

https://www.leadify.no/


B2B: Website with blog for lead generation to sales

Website Lead generator 
(blog)

CRM

Blog articles

Content offers

https://www.leadify.no/


3A One example to get 
the job done
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Website in HubSpot CMS

• Software to create and operate professional websites
Content management software that's flexible for marketers, 
powerful for developers, and gives your customers a 
personalized, secure experience.

• Features
• Includes hosting, flexible themes, dynamic content, drag-

and-drop page editing, memberships, and more

• All powered by a CRM platform that allows you to build 
seamless digital experiences for your customers.

Content Management System



• All your marketing tools and data — all under one roof
Marketing software to help you attract the right audience, 
convert more visitors into customers, and run complete 
inbound marketing campaigns at scale — all on one 
powerful, easy-to-use platform.

• Features
• Attract visitors through blogging, social media, ads, and 

more
• Convert visitors into customers with landing pages, 

email, marketing automation, ABM, and more
• Track ROI with revenue attribution reporting. All powered 

by the customer data in your CRM to enable 
personalization at scale

Marketing hub
Attract Attention - Convert More Leads - Report & Customize

https://www.leadify.no/


• Your sales process in one place, finally
Powerful sales software to help teams close more deals, deepen 
relationships, and manage their pipeline more effectively — all on 
one connected platform.

• Features
• Includes a fully featured sales CRM, sales engagement tools, 

quote and CPQ functionality, reporting and analytics, and more
• The ability to seamlessly integrate with more than 1,160 tools in 

HubSpot’s App Marketplace.

Sales hub
Start Conversations - Deepen Relationships - Manage Your Pipeline

https://www.leadify.no/


• The Service Tools You Need to Put Customers First
• Customer service software that helps you deepen customer 

relationships, connect to the front office, and drive team 
efficiency. Service Hub is easy to use and connected to HubSpot's 
full CRM platform to help you deliver authentic service and put 
the customer first.

• Features
• Includes conversational tools, a shared inbox, help desk 

automation
• Knowledge base functionality, customer feedback and custom 

surveys, reporting, a customer portal, playbooks, and more
• All powered by a CRM to give your business one unified view of 

each customer interaction

Service hub
Deepen Customer Relationships - Connect to the Front Office- Drive Team Efficiency

https://www.leadify.no/
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Seller’s Initiative
= Expensive

Buyer’s Initiative
= Cost effective

What Otto said
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Bonus Tip!
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Any easy questions?


