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a quick case study of one industrial B2B Marketer’s 

How to break through 
with little money, an 

irrelevant subject 
matter, and an industry 

that doesn’t support 
marketing.
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Marketing budget

1.2% 
Annual Revenue
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National attention for ILMO’s 100th
anniversary

Share media attention in existing channels

Engage Core Audience + position ILMO as 
market & community Leader

$1,000 marketing budget + employee gift
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Content 
Development 
Considerations

Sources

Selection

Customer 
Interest

Message 
Design
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Strategy
Distribution

Foster engagement 
Brand retention
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Personal email to 
all media

Phone calls to TV 
and national print, 
web

Self‐push on web
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Tied to ROI
Saved $

Customer conversations
Customer satisfaction

AVE = $480,000

Online engagement
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2014 Marketing Budget

Sales team support 

Competitive visibility
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Goodwill = good start to gain buy‐in for future 
content marketing support and funding

Your pitch needs a marketing strategy

Marketing strategy must guide communications

Do! Do! Do!



Thank you!

Marketing Director | ILMO Products Company

Contact me:
@fromBlair

baustin@ilmoproducts.com

/blairaustin

@mediarelations13


