
The 9 core elements of 
Inbound Marketing as a Service 
(iMaaS)
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Illustrated by a case study for
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Reasons to use iMaaS
The end to end inbound marketing process has many moving parts such as email automation, blogging, social, content creation, 
forms and data cleansing etc. To get decent results you need to be able to integrate all these elements together so the prospect gets a 
consistent experience that delivers value.

Although tech vendors were early adopters of technology like Marketing Automation Platforms they often really struggle to get the 
results they expect from the hefty investment. The usual reasons for this are:

1.  No one really understands the end 
to end process so people end up 
working in isolated siloes. 

For example your social media marketer is 
posting away but doesn’t link the posts to 
any downloadable content that will drive 
leads.

2.  The existing members of the 
marketing teams don’t have the 
required skillsets. 

For instance the content creators have 
little understanding of how the content 
will be leveraged through the marketing 
platforms and so can’t create for that 
purpose.

3.  No one in the marketing team has the 
technical knowhow to run software 
like Marketing Automation Platforms. 

So IT run them badly as they aren’t 
invested in the end result (MQL’s)

If any of the above apply to you and you are not getting the results you need iMaaS could be the solution. With iMaaS you outsource 
all the elements of a campaign to us and we integrate them on your existing platform, or on ours. Then we provide you with a steady 
stream of marketing qualified leads (MQLs)
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The nine core elements of iMaaS
Over the next few slides we will use an ongoing campaign we are doing 
for Amadeus IT to explain the nine elements.

1.  Persona and customer journey 
workshop

2.  Content audit against customer 
journey

3.  Content creation (downloadable 
eBook etc)

4. Creation of database

5. Creation of emails

6.  Management of email workflows in 
Marketing Automation Platform (MAP) 

7.  Creation of landing pages and forms 
in MAP

8.  Creation and publishing weekly blogs 
& newsletters

9. Daily social posts
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Persona and customer  
journey workshop

The aim of the workshop is to  
really get inside the head of your ideal 
client to understand what their challenges 
are and what messages will get their 
attention.

Then we map their journey from...

1. Awareness of a solution like yours

2. To Considering how well that type of solution will overcome their challenge

3. To Deciding to buy your solution rather than anyone else’s

See the next 3 slides for the output of the Amadeus workshop for their virtual card payment product.

1

 Your Perspective:

1.  You know everything 
about your solution

2.  You know everything 
about your marketplace

3.  You just want to sell your 
services

 Client perspective:

1.  They know nothing 
about your solution

2. They know nothing 
about your marketplace

3. They just want to 
overcome their business 
challenge and make  
more money
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Amadeus B2B Wallet Persona:  
Meet Margin Mike

Margin Mike is a travel exec with financial responsibility. He is therefore likely to be a CFO, CEO, 
Commercial Director, or in the Finance or Commercial Teams. He works for a travel company that is big 
enough to have a CFO and a finance team of 3 or more people – normally turnover has to be over €10m. 
Ideally the company uses web services.

Margin Mike has worked in travel most of his career, is over 40, and earns £70K a year. He may live near 
Heathrow & Gatwick but could also live and work in the regions. He has a degree and if he is in the finance 
team he will have accounting qualifications. If not he will have come up through sales and the commercial 
part of the business. Margin Mike is generally risk averse.

1

Core target for B2B Wallet inbound campaign

He still likes to get information from face-to-face contact and speaks to peers in the travel industry, plus 
consultants and accountants. He may go to the annual ABTA Travel Finance Conference and will read 
the Deloitte State of the Travel Industry Report. He does not tend to look outside the travel industry for 
information. Online he has a profile on LinkedIn but is not very active in social media. He may read the 
email newsletters from Travel Mole and Travel Weekly.

Identity

Sources of  
information
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Meet Margin Mike

His main responsibility is to increase profitability of his travel company. He is therefore trying to improve 
margins, lower costs, increase efficiency, improve cash flow, and maximise sales. He tends to monitor the 
sales figures on a daily basis.

As the travel market consolidates he may potentially be looking to acquire other companies; or sell his 
company. So again he is looking to increase profitability to achieve either of these goals. He will be looking 
at each business unit’s profitability and doing lots of forecasting and analysis.

1
Core target for B2B Wallet inbound campaign

He is aware that there are lots of new disruptors in the market, bringing new technologies that transform 
the way the travel market operates. The technology aspect is generally well outside his comfort zone. He 
will often know virtually nothing about payment options like virtual cards.

Another big challenge is that margins are continually getting squeezed as commissions from airlines and 
hotels are dropping. Also more companies are going bankrupt because of global instability (Turkey, Egypt, 
Greece etc.). There are also new regulatory challenges like BSP twice monthly bank settlements rather 
than once a month.

Responsibilities

Challenges
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Margin Mike’s buyer journey

The problem Margin Mike wants to solve is 
how to make his company more profitable. 
He knows very little if anything about travel 
payment services and virtual cards.

Therefore to get his attention we need 
to talk about increasing profitability and 
margin of travel companies. 

Once we have his attention the awareness 
collateral will educate him on how virtual 
cards can help his margins by:

1.  Reducing back-office  
reconciliation costs

2. Reducing credit card booking fees

3.  Getting rebates for using 
MasterCard™

4. Reducing foreign exchange costs

5. Reducing the risk of fraud

1
The right messaging at the right time

Mike needs to understand that Amadeus 
B2B Wallet (AB2BW) is the name of 
the payment service and virtual cards 
Amadeus supplies. He also has to 
understand more clearly how virtual cards 
can reduce costs and increase profit in 
these 5 areas of the business. 

Therefore the consideration collateral 
will explain in more detail how the cards 
improve the five challenges and reinforce 
the B2B Wallet brand.

Existing product sheets and videos can be 
used for this.

To make a decision Margin Mike needs to 
know:

The business case for his company (Value 
Calculator).

The pros and cons of AB2BW compared 
to the competition (Wex & eNett etc).

The cost of implementation of AB2BW

It would also be good to show testimonials 
from other clients so he trusts the solution.

1 2 3Awareness 
Stage

Consideration 
Stage

Buying 
Stage
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Content audit against  
customer journey

Undoubtedly like most companies you 
have lots of marketing collateral. But 
like most companies, it is probably very 
product or service orientated and does 
not match the customers awareness, 
consideration, decision journey. We audit 
your content, see where there are gaps in 
the customer journey and create or adapt 
collateral to fill those gaps. 

2

Original Amadeus Product Sheet 
too technical and focused on “virtual cards” 

- a term their prospects had not heard of

To use the Amadeus example, they had 
created some product sheets for their 
B2B Wallet that explained how their virtual 
cards worked. But we established in 
the persona workshop that 80% of their 
prospects had never heard of virtual cards 
and so would not find them relevant. 

Their prospects were solely interested 
in improving the profitability of their 
agencies.

So we created collateral that talked about 
how to get marginal gains in profitability 
in payment processing. The collateral 
did not explain how virtual cards worked 
but emphasised how much they could 
increase the profitability by using them.
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Content creation  
(downloadable eBook etc)

Martrain created the “Learn how marginal gains in 
payment processing can increase profitability by over 
25%” eBook.

To see the eBook click on the image or follow this link

3

http://img06.en25.com/Web/Amadeus/%7B447642db-2ba3-4b98-8b91-3885f9f8f414%7D_marginalgainsebook_v3.pdf
http://bit.ly/2mPDZDF
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Creation of database 4

Accurate data massively increases the effectiveness of email marketing. Martrain has its own proprietary B2B database that we have 
built up over years of telemarketing. Our researchers supplement and refresh the relevant sector for each client campaign.

So for instance Amadeus knew the companies in their target market, as many of them were clients of their travel booking software. 
They did not, however, have contacts responsible for profit and loss within these organisations. They gave us a long list of 1500 
companies which our researchers narrowed down to 700 that qualified as big enough to use the solution. From this 700 we produced a 
database of over 1600 contacts. 

When the campaign started the data proved to be over 80% accurate and, most importantly, immediately produced leads.
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Creation of emails 5

From the download we create a series of 
emails to send to the contact data.

For Amadeus we created 6 emails 
focusing on different ways the B2BWallet 
improved  profitability.

Each email had a call to action to 
download the eBook and so produced 
leads
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Management of email 
workflows in a MAP

6

We will automate these emails in a marketing automation platform (MAP). We are 
platform agnostic and can set up campaigns in your existing MAP or use one of our in-
house platforms.

Some of the MAPs we work with:This illustrates some of the detail 
of one the email workflows we set 
up on the Amadeus Eloqua MAP
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Creation of landing pages 
and forms in MAP

7

We also set up and manage the landing 
pages and forms in the MAP. These are 
linked seamlessly to your existing website 
but do not affect it’s code, structure or 
performance
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Creation and publishing of 
weekly blogs &newsletters 

8

From the eBook we also create a series of blogs to publicise the solution to your extended social network, and to bring in prospects 
searching for keywords related to your solution (SEO).

http://marketing.amadeus.com/marginalgainsblog?elqTrackId=92141e1898d5457c8aec7bb744bbd8f8&elq=00000000000000000000000000000000&elqaid=339&elqat=2&elqCampaignId=
http://marketing.amadeus.com/marginalgainsblog?elqTrackId=92141e1898d5457c8aec7bb744bbd8f8&elq=00000000000000000000000000000000&elqaid=339&elqat=2&elqCampaignId=
http://marketing.amadeus.com/marginalgainsblog?elqTrackId=92141e1898d5457c8aec7bb744bbd8f8&elq=00000000000000000000000000000000&elqaid=339&elqat=2&elqCampaignId=
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Daily social posts 9
We will automate and manage social posts on Twitter, LinkedIn and other relevant platforms to publicise the blogs, draw attention to 
the solution and create more downloads and more leads.
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Return on investment
These integrated digital campaigns have a far greater return on investment than 
traditional telemarketing  or siloed campaigns. For instance Amadeus saw 20 
downloads in the first two weeks:

• 13 from emails

• 7 from social

• 12 became Sales Qualified Leads

“These look like great  
opportunities.  

Very encouraging.”
Head of Marketing, Travel Payments, 

Amadeus IT Group
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Typical costs for set up

DESCRIPTION COST
Set up £6,000-£10,000*

•  Client Discovery Workshop (Brand Guidelines, Product/Service Overview, Customer Research, Business & Digital Goals)

• KPI/Goal Setting (Setting realistic leads/goals)

• Persona Development (Develop one persona through workshop engagement)

• Buyer Journey (Develop the buyer journey for the persona)

•  Keyword Research (Keyword research and analysis of key phrases relating to the campaign)

•  Content Audit (Review available content assets and evaluate whether they can be used in the campaign)

• Development of Pillar Content (Writing and Design of 3500 word eBook)

•  Development of Blog Content (Writing of 8 blogs of 500 to 600 words each to promote campaign)

• Development of Monthly Newsletter

•  Marketing Automation Platform Setup (Setup of landing pages, forms, emails and buyer journey in MAP)

• Build contact database

* Depending on factors like the size of the database, number of territories, building of microsites, complexity of MAP etc
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Typical costs for 3 month  
initial campaign

DESCRIPTION COST
Run Campaign for 3 months £2,000-£4,000 x 3  

= £6,000-£12,000*

• Post content onto UKI blog (Posting of blogs with on-page SEO best practices)

• Setup email campaign to database (Writing of emails, setup triggers and lists in MAP)

• Social Promotion of blogs (Writing of social copy for 5 accounts for each blog post and distribution using MAP)

• Sending Newsletter

• Weekly reporting (Standard report of web traffic, lead conversions, downloads, Google Analytics etc)

• Quarterly review (against KPIs)

* Depending on number of emails, frequency of blogs, newsletters and social posts etc
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Typical total cost

DESCRIPTION COST
Set up £6,000-£10,000

Run Campaign for 3 months £6,000 - £12,000

Total £12,000 - £24,000

Other potential costs: 

• Martrain extend license on an in-house platform £200 per month x3 = £600
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Summary
Hopefully now you have a good idea 
whether iMaaS would deliver value for 
your business. If so then please get in 
touch by clicking this link or emailing me.

Hector Taylor
hector@martrain.co.uk

You may also find our Template for a Marketing Automation Audit useful and 
we have other rrelevant eBooks on your resources page.

http://www.otto-nation.com/martrain/contact
http://www.otto-nation.com/marketing-automation-audit-template-download
http://www.otto-nation.com/marketing-automation-audit-template-download
http://www.otto-nation.com/martrain/resources

