
SUCCESSFUL WITH I4V @ CAMPAIGNS
MARKETING WITH INSIGHTS & TARGET GROUP SPECIFIC CONTENT IN 

THE SPIRIT OF USER EXPERIENCE & JOURNEY
Timo-Klaus Barthelmes – Head of Digital Communications



Transactional sale in the past

2

User 

 User = purchasing

decision maker

 Customer relationship

 Product, Features &

Benefits

 "Product sale"

Hospital Sales Rep.



In Change

Customer accessibility for the sales department



Change & Complexity 

Purchasing committee & conflicts of interest

expenses

efficiency

image

performance

quality

effectiveness

safety and 

security

handling

!?

Sales Rep.
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In todays complex sales environment 

it’s no longer about what you sell

but rather how you sell!
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[DIGITAL TOUCHPOINTS]

PR
RADIO

TV

PRINT

OUTDOOR

W-O-M

ONLINE-DISPLAY

SEARCH

PAID CONTENT

EMAIL

WEBSITE

SOCIAL MEDIA

3rd PARTY SITES

DIRECT MAIL

STORE

AGENT/BROKER

APP/MOBILE SITE

WEB SHOP

WEB SELF-SERVICE

COMMUNITY

CHAT

TWITTER/SOCIAL 

MEDIA

CALL CENTER

MAILINGS

OFFERS IN 

INVOICE

SURVEY

LOYALTY PROGRAM

EMAIL/NEWSLETTER

OFFERS TO 

CUSTOMERS

Managed Touchpoint

Earned Touchpoint[PHYSICAL TOUCHPOINTS]





Awareness Consideration Purchase
After 

Sales/Services
Loyalty/Expansion

The Customer Journey & Experience CAN BE very diverse
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CLEAR SIGNALS

Brand

Customer Patient Employee Partner
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Our 

expertise
Target groups

needs
Content

but „Poetry“

Sales 

Conversion

Content
Marketing

The basic idea of "content"
But content that is not sold is poetry

Bla Bla Propaganda



Pre-Sales 

Requirement
Identification Qualification

Contact 

Buying 

Centre

Offer Negotiation Won Lost

B.Braun Standard Sales Process (from salesforce.com)

INSIGHT

creation / validation 

C
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Action & Follow-Up

B.Braun Marketing & Sales Methodology

B.Braun Launch Process

MARKETING & SALES PROCESS
Alignment Across the Organization

MARKETING PLAN for 

launch preparation

Adapt global 

MARKETING PLAN

GLOBAL LOCAL PHASE 0 PHASE 1 PHASE 2 PHASE 3 PHASE 4 PHASE 5 PHASE 6 PHASE 7

HOOK

IMPACT SOLUTION

ACTION
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CONTENT SALES PITCH
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Understanding

the problem

Evaluating 

Types of 

Solutions

Determining 

Criteria
Select a Supplier

Complete the 

purchase

Maintaining 

Upgrading

OFFICIAL CUSTOMER REQUESTOver 50 %
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Sales Target / 

Product 

Positioning 

Content 

Conception 

Production & 

Approval

Customer Journey

/ Experience 

Planning

Commercialization / Publication / 

Advertising 

Implement 

Campaign Analytics 

/ KPI Dashboard

Insight Based 

Content 

& Campaign

Strategy

D
IG

IT
A

L

J
O

U
R

N
E

Y

Un-Aware Aware Consideration Buy Loyalty
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HOOK IMPACT SOLUTION

Establish a 

Collaborative 

Conversation

Introduce an 

Under-

appreciated 

Opportunity

Personalize the 

Opportunity
Describe the 

ideal Solution

Present the 

(ideal) B. Braun 

product as 

Appropriate 

Solution

INTRIGUED DROWNING INVOLVED RELIEVED

CUSTOMER STATE

Establish the 

Magnitude of the 

Opportunity

ACTION

Ask for 

commitment and 

action

Prepare your 

message for the 

next call

+
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+

INSIGHTS 4 VALUE & CONTENT
The evolution of a Sales Pitch

INSIGHTS 4 VALUE
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Content 
From Targets and Target Groups to the Content Plan.

Define Campaign / Content Targets

Target Group Analysis

Create Positioning  & Content Plan

1

2

3
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Sales Funnel Buyers Journey

AWARENESS

CONSIDERATION

PURCHASE

 The buyer is made aware that he has a need.

Attention must be created by the company as well as the

first touchpoints.

 Here the solution is communicated in

combination with possible products.

B. Braun, brand and solution must be present.

 B. Braun product must establish itself as

the best solution to the problem.

Making purchasing uncomplicated.

 Awareness of his need becomes

clear.

Attention increases and

searches specifically for

information.

 The buyer actively searches for

a solution and compares it.

First products, solutions are

considered.

 The buyer has found a suitable

solution.

Decision for product is made

and he buys.

EVALUATE TYPES 

OF SOLUTIONS

UNDERSTANDING 

THE PROBLEM

DETERMINE 

CRITERIA

SELECT 

SUPPLIERS
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BLOG ADVERTORIAL

SOCIAL MEDIA INFOGRAFIK

NEWSLETTER

INSIGHTS / PAIN POINT STORY

WHITEPAPER

CASE STUDY

PRODUCT INSIGHT LANDINGPAGE

CUSTOMER STORIES / TESTIMONIAL

PRODUCTS FLYER / BROCHURE / VIDEO

OUR USP / HANDLING / TUTORIALS 

EVENTS / DEMO 

ORDER / ARTICLE INFORMATION

TOFU
TOP OF FUNNEL

MOFU
MIDDLE OF FUNNEL

BOFU
BOTTLE OF FUNNEL

CONTENT FORMATE / TOUCHPOINTS

AWARENESS

CONSIDERATION

PURCHASE

EVALUATE TYPES 

OF SOLUTIONS

UNDERSTANDING 

THE PROBLEM

DETERMINE 

CRITERIA

SELECT 

SUPPLIERS
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C
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Customer Needs

Customer Journey 

Phases
Awareness

Source of 

Information

Customer 

Touchpoints
(online / offline)

Data Perspective

Content Elements

Consideration Purchase Loyalty

Known Needed Known Needed Known Needed Known Needed

Digital Marketing Communication Sales Activity / Communication

Understand 

the Problem
Select 

Supplier
Complete 

Purchase
Maintain

The Content Planing Model

Evaluate Types 

of Solution

Determine 

Solution Criteria



UNDERSTANDING THE PROBLEM
EVALUATE TYPES OF 

SOLUTIONS

DETERMINE CRITERIA 

OF SOLUTIONS

SELECT 

SUPPLIERS

CONSIDERUNAWARE
AWARE /

FAMILIAR

BUY

LOYAL

COMMITMENTDISCOVER REQUIREMENTS OWN /

USE

Upgrade

Advertising 

for Stakeholder

(PDF)

Tender Tool Box

(Wiki)

Discover 

Discover 

 (Intro)

Photo tool box How to use new 

identification 

system 

(Simple show)

25

Packing 
(Handling-Video)

Technical 

Datasheet 

WRAP TO RIGID / CONTAINER

WRAP TO RIGID

CONTAINER

System 

compatibility 

overview industrial 

partners

Dashboard 

„Sam light“

Guidance product 

presentation 

What means 

EDS? 

(simpleshow) Aseptic 

presentation

(Handling-Video)

Holes in sterile 

wrapping – the 

unseen risk 

(Infographic + 

WP)

Costs of Sterile 

packaging 

alternatives 

(Infographic + 

WP)

Customer 

Presentation (.ppt)

Arrival 

decontamination 

area

(Handling-Video)

Return of 

contaminated 

instruments 

(Handling-Video)
Product Brochure

34

QR Code 

Landingpage

Functional check 
(Handling-Video)

Function check 
(Poster)

Technical 

Guidance new 

container 

implemation

15

Infographic 

Test results  

Single Test results 

Infographic 

Test results EDS 

Manufacturing 

Video Innovation 

Factory 

Ergonomy

Study

barttide
Hervorheben



WE ARE ALREADY ON THE ROAD …

AND THE AICON CAMPAIGN IS ANOTHER

GREAT JUMP AHEAD ON THIS JOURNEY




