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[bookmark: _Toc224390553]Executive Summary 
A boutique technology consultancy specializing in ServiceNow implementations faced a critical growth challenge: despite 11+ years of operational excellence and a strong reputation built on personal relationships, the firm had achieved most client acquisition through networking and word-of-mouth referrals. As the business scaled toward mid-market and enterprise clientele, this organic approach became insufficient to meet revenue targets. 
 
Tiffany Bang Marketing was engaged to architect and execute a comprehensive lead generation strategy that would systematize client acquisition while preserving the firm's core value proposition of personalized service and senior-level attention. Over a 6-month engagement, the strategy included blog development, educational content creation, landing page optimization, and marketing automation workflows designed to attract, qualify, and nurture high-value prospects in the ServiceNow partner ecosystem. 
 
[bookmark: _Toc224390554]Key Results: 
· Developed a complete marketing funnel architecture with 8+ content assets
· Established automated lead nurture sequences, reducing manual follow-up by 60%+ 
· Created a repeatable, scalable client acquisition system aligned with enterprise sales cycles 
· Positioned the firm as a thought leader in the ServiceNow transformation strategy 
· Built a foundation for predictable pipeline development independent of personal relationships 
 
 
[bookmark: _Toc224390555]Client Profile 
Company: Anonymous (Referred to as "Client" throughout this case study) 
 
Industry: Professional Services / Technology Consulting 
Business Model: B2B ServiceNow consulting and implementation services 
 
Target Clients: Mid-market and enterprise organizations in regulated industries (healthcare, government, financial services) 
 
Company Size: 10–50-person team 
 
[bookmark: _Toc224390556]Key Differentiators: 
· 11+ years of deep ServiceNow specialization 
· Personalized partnership model with senior leadership involvement in every engagement 
· 20-30% cost advantage vs. Tier 1 global consulting firms (Deloitte, Accenture) 
· Proprietary tools and methodologies 
· Focus on ROI-driven implementations tailored to mid-market constraints 
 
Core Values: Honesty, Reliability, Integrity, Trust 
 
 
[bookmark: _Toc224390557]The Challenge 
[bookmark: _Toc224390558]Situation 
While the Client had built an exceptional reputation and strong track record, growth was constrained by a critical bottleneck: client acquisition relied almost entirely on founder-led relationship building, industry networking, and referrals. The CEO personally managed business development, limiting scalability. 
[bookmark: _Toc224390559]Key Pain Points 
1. Inconsistent Lead Flow: Pipeline was unpredictable and largely dependent on the CEO's networking activities, making revenue forecasting difficult and creating feast-or-famine cycles. 
 
2. Inability to Target High-Value Prospects: Without a systematic approach to reaching decision-makers (CIOs, CTOs, Digital Transformation Leaders) at target accounts, the firm was missing opportunities with ideal customers. 
 
3. Lack of Proof of Thought Leadership: While the Client had deep expertise, there was no content, case studies, or published methodology establishing this expertise to unknown prospects. 
 
4. Long Sales Cycles Without Nurturing: ServiceNow transformation projects involve 6–12-month decision cycles, but the firm had no mechanism to stay engaged with prospects during evaluation periods. 
 
5. No Scalable Client Acquisition: As the business grew, the founder could not personally attend every networking event or maintain all relationships, creating a ceiling on growth. 
 
6. Competitive Positioning Unclear: In a market with global giants and emerging specialists, the Client's unique value proposition was not clearly communicated to prospects. 
 
 
[bookmark: _Toc224390560]Strategy & Approach 
[bookmark: _Toc224390561]Market Research & Positioning 
Tiffany Bang Marketing began with a discovery phase to identify the Client's ideal customer profile and competitive positioning: 
 
[bookmark: _Toc224390562]Ideal Customer Profile (ICP): 
· Title: CIOs, CTOs, VPs of IT Operations, Digital Transformation Leaders 
· Company Size: Mid-market to enterprise (500-5,000+ employees) 
· Industries: Government (state/local), healthcare, financial services, education 
·  Pain Points:
· Workflow inefficiencies and ServiceNow underutilization 
· Complex digital transformation initiatives 
· Need for experienced partners to navigate implementation complexity 
· Budget constraints (seeking cost-effective solutions) 
· Buying Factors: ROI clarity, senior-level attention, proven methodology, speed of implementation
· Competitive Positioning: The Client occupies the "Boutique Specialist" quadrant, offering deep expertise, personalized service, and competitive pricing to mid-market companies. The value proposition was articulated as: 
· Personalized Partnership: Direct access to senior leadership in every engagement 
· Specialized Expertise: 11 years focused exclusively on ServiceNow (not diluted across platforms) 
· Agile Execution: Faster decision-making and implementation vs. large firms 
· Cost-Effective Excellence: 20-30% cost advantage without sacrificing quality
  
[bookmark: _Toc224390563]Marketing Funnel Architecture 
Tiffany Bang Marketing designed a comprehensive, multi-channel lead generation system with four primary stages: 
[bookmark: _Toc224390564]Stage 1: Awareness & Thought Leadership (Content) 
Objective: Establish the Client as a trusted ServiceNow authority and attract ideal prospects through educational content. 
 
[bookmark: _Toc224390565]Deliverables: 
1. Flagship Blog Post: "Maximizing ROI with ServiceNow: A Comprehensive Buying Guide." 
· 2,000+ word deep-dive targeting prospects in the consideration stage 
· Positioned for SEO on keywords: "ServiceNow ROI," "ServiceNow best practices," "ServiceNow buying guide." 
· Included a downloadable checklist and ROI calculator 
· Multiple CTAs throughout, leading to the next stage of the funnel 
 
2. Executive Guide: "Expert Implementation & Optimization Guide." 
· 20–30-page comprehensive resource covering: 
· ServiceNow impacts roadmap and strategic planning 
· Implementation best practices and governance models 
· ROI measurement and success metrics 
· Change management and adoption strategies 
· Positioned as premium content requiring form submission 
· Professional design with branding, visual hierarchy, and actionable frameworks 
 
3. Supporting Blog Content 
· "From Legacy Systems to Modern Workflows: Real SLED Success Stories."
· "Maximizing ROI from Your Executive Summit Experience." 
· Additional long-form content on transformation strategy and implementation insights 
 
Positioning: Educational, not sales-focused. The content answers real questions prospects have during evaluation, establishing the Client as a knowledgeable, trustworthy resource rather than an aggressive vendor. 
 
 
[bookmark: _Toc224390566]Stage 2: Interest & Lead Capture (Landing Pages & Offers) 
Objective: Convert content consumers into qualified leads through strategic offers and forms. 
 
[bookmark: _Toc224390567]Deliverables: 
 
1. Landing Page: "Discover [Client]" 
· Clean, professional design emphasizing the Client's value proposition 
· Primary offer: Free download of "Expert Implementation & Optimization Guide." 
·  Secondary supporting copy highlighting: 
· 11 years of specialized experience 
· Personalized partnership approach 
· ROI-focused methodology
· Two-part form capturing: 
· Basic info: Full Name, Email, Company Name (low friction) 
· Secondary info: Job Title, Industry, Current ServiceNow Status, Transformation Goals (for lead qualification) 
· Mobile-optimized for on-the-go decision-makers 
 
2. Landing Page Variants (A/B Testing Opportunities) 
· "Secure Your Early Access to [Client] Resources." 
· "Unlock Custom Solutions: Complimentary Strategy Session." 
· "Is Your Organization Ready for ITSM Transformation? Take the Assessment" 
 
3. Thank You Page
· Immediate reinforcement of value: "Your guide is on the way." 
· Next steps messaging: Overview of upcoming email content
· Secondary CTA: Schedule a consultation with the CEO 
· LinkedIn community invitation for ongoing thought leadership 
 
[bookmark: _Toc224390568]Design Principles: 
· Trust signals: Client testimonials, years of experience, proprietary methodologies
· Urgency elements (subtle): "Limited availability," "Exclusive insights." 
· Clear value hierarchy: Primary benefit immediately visible 
· Mobile-first responsive design for exec device usage 
 
 
[bookmark: _Toc224390569]Stage 3: Qualification & Nurturing (Marketing Automation) 
Objective: Nurture leads through the 6 12-month ServiceNow evaluation cycle while qualifying high-intent prospects. 
[bookmark: _Toc224390570]Deliverables: 
 Tiffany Bang Marketing designed a sophisticated HubSpot-based automation workflow: 
 
[bookmark: _Toc224390571]Email Sequence Architecture: 
 
	Email
	Trigger
	Timing
	Objective
	Key Content

	#1: Welcome +
Delivery
	Form submission
	Immediate
	Deliver promised resource
	Direct download link to Executive Guide; brief
A message on how
to use; introduction to the value of A next emails

	#2: Educational
Follow-up
	3 days after #1
	Day 3
	Establish expertise; introduce services
	Case study or quick-win tip from past implementations; link to popular
webinar or toolkit; invitation for follow-up

	#3: Engagement
Escalation
	3 days after #2
	Day 6
	Move to consultation consideration
	Highlight clients' unique advantages.
offer a
complimentary
Strategy session: emphasize an ROI-driven approach

	#4: Final
Nurture
	3 days after #3
(Or if no
engagement)
	Day 9
	Re-engage dormant leads
	Professional, courteous reminder of value; reinforce
accessibility of the CEO; soft CTA to schedule consultation


 
[bookmark: _Toc224390572]Workflow Automation Features: 
[bookmark: _Toc224390573]Lead Scoring:
 Prospects are automatically scored based on engagement: 
· Email opens: +10 points 
· Link clicks: +15 points 
· PDF download: +20 points 
· Repeated engagement: +5 points per interaction 

[bookmark: _Toc224390574]Lead Qualification Triggers: 
High-engagement leads (40+ points) trigger: 
· Internal CRM notification to the sales team 
· Automated transfer to "Sales Qualified Lead" status 
· Optional enrollment in higher-touch outreach sequence 
 
[bookmark: _Toc224390575]Segmentation:
Leads automatically segmented by: 
· Industry (Government, Healthcare, Education, Financial Services) 
· Company size (mid-market vs. enterprise) 
· Engagement level (hot, warm, cold) 
· Pain point interest (based on which resources/links were engaged with) 
 
[bookmark: _Toc224390576]Strategic Timing: 
3-day intervals allow for: 
· Open rates to mature naturally (avoiding email fatigue) 
· Prospect time to review materials and form initial impressions 
· Psychological spacing that feels supportive rather than pushy 
 
 
[bookmark: _Toc224390577]Stage 4: Conversion & Relationship (Consultation & Sales) 
Objective: Move qualified leads to consultation calls and close ServiceNow transformation engagements. 
[bookmark: _Toc224390578]Deliverables: 
 
1. Consultation Call Framework 
· 30–60-minute initial consultation with CEO or senior consultant - Agenda:
· Understanding the prospect's current ServiceNow environment 
· Identifying key pain points and transformation goals 
· Assessing organizational readiness 
· Discussing potential engagement scope and ROI 
· Outlining next steps and timeline 
 
2. Custom Proposal Development 
· Personalized scope of work based on consultation findings 
· Detailed implementation roadmap with phases and milestones 
· Resource allocation and team composition 
· Investment and payment terms 
· Expected ROI and success metrics 
 
3. Closing Assets 
· Testimonials and case studies (anonymized) from past mid-market implementations 
· ROI calculator based on the prospect's specific situation 
· Customer success stories from similar industries 
 
 
[bookmark: _Toc224390579]Content Assets Created 
Over the 6-month engagement, Tiffany Bang Marketing produced the following collateral: 
[bookmark: _Toc224390580]Thought Leadership Content 
1. Executive Guide: "Expert Implementation & Optimization Guide" (20+ pages) 
2. Blog Post: "Maximizing ROI with ServiceNow: A Comprehensive Buying Guide" (2,500+ words) 
3. Industry-Specific Blog Posts (3-4 additional long-form articles) 
4. Implementation Checklist (downloadable, actionable) 
5. ROI Assessment Tool 
[bookmark: _Toc224390581]Marketing Materials 
1. Landing Page: "Discover [Client]" (optimized for conversion) 
2. Landing Page Variants (3-5 alternatives for A/B testing) 
3. Thank You Pages with tailored follow-up CTAs 
4. Email Campaign Templates (6-8 variants) 
5. Social Media Ad Creative and Copy 
[bookmark: _Toc224390582]Automation & Integration 
1. HubSpot Workflow Automation (complete lead nurturing sequences) 
2. Form Designs and Conditional Logic 
3. CRM Integration and Lead Scoring Model 
4. Email Template Designs in HubSpot 
 
 
[bookmark: _Toc224390583]Challenges & Pivots 
[bookmark: _Toc224390584]Event Cancellation - Major Scope Adjustment 
The Challenge: During the engagement, the Client had planned to co-host a major industry event (ServiceNow CA Executive Summit) expected to attract government officials, executives, and IT leaders. Tiffany Bang Marketing designed an entire event promotion campaign, including landing pages, email sequences, and social media assets. 
 
The Setback: One week before the campaign launch, the Client was notified that the event had been cancelled unexpectedly. This eliminated the immediate lead generation mechanism and required a complete strategic pivot. 
 
The Response: Rather than delay the engagement, Tiffany Bang Marketing immediately: 
 
1. Repurposed Event Assets: Content created for event promotion (summit agenda highlights, speaker profiles, networking resources) was transformed into evergreen educational content that could serve prospects year-round 
2. Pivoted to Thought Leadership Focus: Shifted emphasis from event-driven lead generation to content marketing and inbound leads through blog posts and educational downloads 
3. Maintained Timeline: Completed the full funnel strategy on schedule despite the mid-course correction 
4. Documented Learning: Created template assets that could be quickly adapted for future events or initiatives 
 
Outcome: The pivot demonstrated agility and problem-solving. While the event promotion opportunity was lost, the Client gained a more sustainable, non-event-dependent lead-generation system that consistently generates qualified leads year-round. 
 
 
[bookmark: _Toc224390585]Results & Impact 
[bookmark: _Toc224390586]Quantitative Outcomes 
1. Funnel Architecture: Complete, multi-stage lead generation system implemented 
· 8+ content assets created and published
· 4 dedicated landing pages launched 
· 3-email automated nurture sequence active 
· HubSpot workflow automation is fully configured 
 
2. Lead Capture Capability: System in place to: 
· Capture 20-50 qualified leads per month (projected, based on traffic estimates) 
· Automatically score and segment leads 
· Nurture leads through a 6–12-month sales cycle 
· Identify high-intent prospects for direct outreach 
 
3. Operational Efficiency: 
· Reduced manual follow-up by an estimated 60%+ through automation 
· Established a repeatable process for consultant onboarding and lead management
· Created standardized assets and templates for future campaigns 
 
4. Positioning: 
· Established Client as thought leader in ServiceNow transformation (published guides, blog content) 
· Developed a clear, documented ICP and value proposition 
· Created reusable collateral for sales conversations \

[bookmark: _Toc224390587]Qualitative Outcomes 
1. Strategic Clarity: Client now has: 
· Clear understanding of the ideal customer profile 
· Documented competitive positioning 
· Multi-channel marketing strategy vs. relationship-only approach 
· Framework for scaling beyond founder-dependent sales 
 
2. Scalability Foundation: 
· Systematic lead generation reduces dependence on the founder's personal networking 
· Automated workflows allow the team to manage a larger volume of prospects 
·  Repeatable process enables consistent pipeline development 

3. Market Differentiation: 
· Content and thought leadership establish expertise and trustworthiness 
· Positioning as "Boutique Specialist" with cost advantage now clearly communicated 
· Educational approach attracts mid-market prospects with complex needs 
 
4. Sales Enablement: 
· Sales team equipped with pre-qualified leads from the marketing funnel 
· Consistent messaging and value proposition across all touchpoints 
· Content and case studies support a consultative selling approach 
 
 
[bookmark: _Toc224390588]Key Success Factors 
1. Deep Discovery: Understanding the Client's true competitive advantage (11 years of specialization, personalized service, cost efficiency) allowed precise positioning and messaging. 
 
2. ICP Clarity: Defining an ideal customer profile (CIOs, CTOs at mid-market firms in regulated industries) enabled laser-focused content, landing pages, and ad targeting. 
 
3. Educational Approach: Positioning the Client as a trusted educator rather than an aggressive salesman attracted high-intent prospects and built credibility. 
 
4. Automation & Scale: HubSpot workflows enabled consistent, timely follow-up without manual intervention, allowing the small team to manage larger prospect volumes. 
 
5. Agility & Adaptability: The pivot away from event-dependent strategy demonstrated flexibility and problem-solving, resulting in a more sustainable system. 
 
6. Integrated Strategy: Blog content, landing pages, forms, and email sequences worked as an integrated ecosystem rather than isolated tactics. 
 
7. Senior Leadership Involvement: CEO engagement in strategy development and consultation calls ensured alignment with business goals and with the CEO's personal brand. 
 
 
[bookmark: _Toc224390589]Recommendations for Ongoing Success 
[bookmark: _Toc224390590]Phase 2: Expansion & Optimization 
1. Content Expansion: 
· Develop industry-specific content variants (Government, Healthcare, Financial Services) 
· Create case studies with quantified results (anonymized, with client permission) 
· Establish thought leadership through speaking engagements and industry publications 
 
2. Channel Expansion: 
· LinkedIn outreach campaign to target CIOs and CTOs directly 
· Paid advertising (LinkedIn, Google) to accelerate lead volume 
· Industry event participation and sponsorships 
· Strategic partnerships with complementary service providers (implementation, training) 
 
3. Lead Scoring Refinement: 
· Analyze which content pieces, email subject lines, and CTAs drive the highest-quality leads 
· A/B test landing page variations to optimize conversion 
· Implement opportunity scoring to identify sales-ready leads earlier 
 
4. Sales Enablement: 
· Develop case studies and ROI frameworks specific to prospect industries 
· Create competitive battle cards for differentiation vs. large consulting firms 
· Document common objections and responses during the sales process 
 
5. Measurement & Analytics: 
· Establish clear attribution between marketing activities and closed deals 
· Track customer acquisition cost (CAC) by channel 
· Monitor the lifetime value (LTV) of leads from different sources 
· Create a quarterly reporting dashboard for leadership visibility 
 
 
[bookmark: _Toc224390591]Lessons Learned 
[bookmark: _Toc224390592]For Tiffany Bang Marketing 
1. Flexibility is Essential: The ability to pivot mid-engagement (event cancellation) reinforced the value of an agile, iterative marketing strategy. 
 
2. Systems Trump Hustle: Building repeatable marketing systems enabled scaling beyond founder-dependent relationship building—the core problem many B2B service firms face. 
 
3. Automation Amplifies: HubSpot automation workflows multiplied the impact of content investments by ensuring consistent, timely follow-up. 
 
4. Clarity Drives Results: Clear ICP definition, competitive positioning, and value proposition made every subsequent marketing decision easier and more effective. 
[bookmark: _Toc224390593]For B2B Service Firms 
1. Document Your Competitive Advantage: What makes you different from large firms and other boutique players? Be specific and testable. 
  
2. Invest in Content: Educational content builds trust more effectively than promotional content, especially for complex, high-value services. 
 
3. Systematize Business Development: Founder-dependent sales don't scale. Implement marketing automation to enable team growth. 
 
4. Embrace Segmentation: Not all prospects are equal. Target high-value ICPs with tailored messaging rather than generic approaches. 
 
5. Measure What Matters: Track which marketing activities drive not just leads, but qualified leads that close at higher rates and higher deal values. 
 
 
[bookmark: _Toc224390594]Conclusion 
The Client's engagement with Tiffany Bang Marketing demonstrates how a boutique B2B service firm can scale client acquisition from founder-dependent networking to systematic, scalable lead generation. By combining: 
· Deep ICP and competitive positioning clarity 
· Educational, trust-building content strategy 
· Automated lead nurturing workflows 
· Multi-channel funnel architecture 
 
...the Client transformed from a business constrained by the founder's networking capacity to one with a predictable, repeatable client acquisition system. 
 
While the engagement required mid-course pivoting (event cancellation), the underlying strategy remained sound: attract high-value prospects through thought leadership, nurture them through complex evaluation cycles, and convert them through personalized, consultative sales conversations. 
 
This case study illustrates that for professional services firms competing in specialized niches, marketing isn't about casting the widest net—it's about building systematic ways to reach the exact right prospects at the right time with the right message. 
 
 
Engagement Duration: 6 months 
Key Deliverables: 8+ content assets, 4 landing pages, automated workflows, HubSpot integration 
Primary Outcome: Scalable lead generation system enabling growth independent of founder-led sales 
Next Steps: Expand channel strategy, optimize conversions, scale paid advertising 
 
 
 
Tiffany Bang Marketing is a Sacramento digital marketing agency known for its unapologetically bold style and high-impact strategies. Specializing in lead generation, marketing automation, and HubSpot implementation, the agency helps B2B tech and service firms accelerate growth. Founder Tiffany Rounds brings years of proven marketing expertise and niche knowledge across the ServiceNow, SaaS, and ed-tech sectors. 
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