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ACRONYMS/ABBREVIATIONS USED:

SFDC: Sales force dot com

CDG: Clinical diagnostic group

LSG: Life sciences group

CRM: customer relationship management
CME: continuing medical education
MQL: marketing qualified lead

PSS: Professional Selling Skills

ROI: Return on Investment




EXECUTIVE SUMMARY/ ABSTRACT:
The project assigned was to derive social media marketing campaign workflow for

India and sales force data management.

Now a days people worldwide are highly engaged with the web 2.0 technology and
social media platform. People in their day to day life not only uses social platforms to
interact with each other but also uses for business purposes so that they can interact

with different consumers to grow their business. Any organization may use various

social media platforms to increase awareness towards brand, drive traffic and for to

generate lead. Various social media platforms like LinkedIn, Pinterest, Facebook,

twitter is used for buisnes purposes.

GAPS IDENTIFIED:

1-There was a single page for all the verticals of Bio Rad on LinkedIn. The data was
not segmented and was unfiltered. So in order to rectify the problem various steps were

taken:
The main objectives : (social media Campaign)

To Create individual pages of different verticals on LinkedIn so as to segment the
consumers and to calculate the lead conversion.

To get followers on LinkedIn pages for five verticals of organization.

For retention of the customer different engagement program are made.

To Creating social media awareness for organization.

To perform search engine optimization (SEO): To increase the rank of the company in

search results to increase the traffic flow and lead generation.

2- GAP IDENTIFIED : In SFDC there was 10000 complete data set of the customers
out of which only 6000 data was clean. The remaining 4000 data was unfiltered. So

need was to clean 4000 data. So as to identify the potential consumers of Bio Rad.
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Sales force data management (OBJECTIVES) :

LSG CDG
15860 7236

Have email data -Dn not have email d i Have email data Do not have email id Jig

12447 3413 a 3775 3461 i

e To track record of potential customers and lead generation.
e To maintain complete data set of customers of different verticals of Bio - Rad.
e To rectify the errors in the entries of the customers like missing name, invalid name,

missing email id, missing phone numbers, removing inactive customers.

COMPANY PROFILE :

Introduction :

Bio-Rad Laboratories set up in March 1975, is a distributor and manufacturer of life

sciences products and clinical diagnostics products. It deals in high ended advanced

equipments. It is B2B(buisness to buisness) type of the organisation. It means Bio Rad
is not directly linked to the consumers. Its potential consumers are different buisness

units like research institutes, hospitals, laboratories.

The Company deals into two segments:

Life Clinical
sciences diagnostics




The two segments are further bifurcated into:

CDG

e Blood Bank

e Accredation Bodies
e Diabetes

e Oncology

e Thalesemia

LSG

® Proteonomics
e Genomics

Life sciences group:

Company in this segment manufactures, supplies, sells, supplies, develops the reagent
apparatus and instruments which are used for biological research. It also markets a
vast variety of products which are used to separation, analysing and purification of
biologic materials like bacteria nucleic acid, proteins, cells.

Clinical diagnostic group:

This segment develops, manufactures and sells automated test systems, informatics
systems, test kits and specialized quality controls for the healthcare market. The
equipment’s are used in the detection and treatment of various diseases like oncology,

blood transfusion, diabetes monitoring.

The products of Bio Rad life sciences mainly include:

e Different instruments




Different software

Different reagents

Instruments for gene expression

Different instruments for protein purification

Different instruments for protein quantification

Tagline of Bio Rad:

Advancing, Discovering Improving Life Sciences

Bio Rad focuses on 4ls:

Innovation Integrity Independence Involvement

ORGANISTAION PROFILE:




Brijendra Kumar

(Commercial
director)

Vimal

(Clinical
Diagnostic)

Rony banerjee

(Life science)

Amrrutraj . .

Bhaswar Deepak Singh Vipul

. (Proteomics) L.
(Genomics) (Blood bank) (Clinical system)

Shirish Dixit
(Quality System)

PRODUCTS OF BIO-RAD:

VARIANT Il Instrumentation : This instrument is a high testing system which offers the

identification of a sample. It also provides kits for the identification of beta thalassemia and

hemoglobin A



http://www.bio-rad.com/en-jm/product/variant-ii-instrumentation?ID=49373a90-6f08-4684-a7d8-8afd7e0564ef
http://www.bio-rad.com/en-us/category/real-time-pcr-detection-systems?ID=059db09c-88a4-44ad-99f8-78635d8d54db

gPCR Analysis Software: It is used for collection of the data and analytical part. It has high

resolution power which makes it very reliable to detect small parts.

DNA Extraction Kits: With the help of this kit the purification of DNA becomes easy due to
its plasmid and PCR-ready genomic DNA extraction products. Bio-Plex Assays, Kits,
and Reagents Luminex magnetic beads are used in this for the quantification of
biologically relevant products. It also helps in assays of cancer, disease,

inflammation.

INTRODUCTION OF STUDY :

This company holds a good brand image worldwide. But they are lacking behind as compared
to other companies in terms of social media platform.
Reasons for lacking behind in social media platform:

1- A smaller number of followers on social sites such as LinkedIn, Facebook.

2- No individual groups for different segments of the company.

3- Very poor ranking on SEO.

4- No official page of the company on LinkedIn.

To increase the visibility on social media platforms company decided to launch

Social Media Optimization Campaign.

Different techniques used by Bio Rad to perform social media optimization :



http://www.bio-rad.com/en-us/category/bio-plex-multiplex-immunoassays
http://www.bio-rad.com/en-us/category/bio-plex-multiplex-immunoassays
http://www.bio-rad.com/en-us/category/dna-isolation

Social media optimization is the use of different strategies and digital tactics to promote

awareness of any brand, product on social media platforms like facebook, instagram ,
LinkedIn etc

MARKETING AUTOMATION :

It is a software which performs the basic marketing operations. These tasks are performed

automatically rather than manually.

1-  Use of Email newsletters : It sends Email to the subscribers automatically. It also
expands and shrinks the contact list.

Various email newsletters such as WordPress, Draft were used by Bio Rad so that
subscribers receive the notification on the daily basis.

Campaign tracking and reporting: Different campaigns such as social media
marketing campaign, template campaign, SFDC campaign were initiated by Bio Rad.

Different types of people, their email ids, their phone numbers were included so that
the progress of the campaign can be tracked.

Email Marketing: It is the source of communication with the consumers. An event is

sent to its customers describing the events of the company, discounts and contents.

Layout of the social media campaign launched by Bio Rad team:
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* To get followers on Linkedin pages for five verticals of organization|1500 each).
*+ Sepmenting the customer among the different vertical of organization.

* Totarget the professional for the differentverticals.

* For retentlon of the customer different engagement prograrm are made.

* Creating soclal media awareness for organization.

* For creating the high CRM activity.

Mt o
+ Blood bank/ laboratarles

+ Research organization

+ Research professional's

+ Diagnostic center's

VALUE PROPOSITION [ KEY DIFFERENTIATOR SALES / SUPPORT TOOL

* Offical groups inLinkedin pages, which is providing quality data tothe customer. « Technical points- Potential customer data —
* Solvingqueriesand giving opportunity to intaract among the pecple. sales team can contribute in this campaign

CAMPAIGN TACTIC & by providing the data by which the
TIMING association with customer is easier and

follower will be higher,

Tactie Toal tdeasurernent )
. Post/shetractyfressrch + Lies sndSharinglinks - SochalVehu ncrescog  * 19MWEiON of the events.
articles followars. . F 3 A 1 -
ey b ead fom :I:EIP in sharing the links lilaf Linkedin with
ol + Content writers Social Medla: Increasing e PEEr graups as well

. ROl and CLY. . i ' ;
Layalty programs e fom S For providing some software's by which

. Engaging programs Media: the growthrate of | TUIECAN be held online by which people
conversions from social will be attracting to the page.

ex - guizete. Ieats to saes leads.

Subparts of this campaign:
» LinkedIn campaign
» SFDC Campaign

LinkedIn Campaign objectives:

» To get followers on LinkedIn pages for five verticals of organization (1500 each).

Segmenting the customer among the different vertical of organization.
To target the professional for the different verticals.

For retention of the customer different engagement program are made.
Creating social media awareness for organization.

For creating the high CRM activity.

Target audience
» Blood bank/ laboratories
* Research organization
* Research professional’s




» Diagnostic center's

Highlighted product
Creating groups-

» Segmenting the followers by which they get selected information.
Group Progression-

» By increasing followers, as well as the customer participation, like wise posting their

articles on the page.

Loyalty program to retain the followers.

Value proposition / Key Differentiator
» Official groups in LinkedIn pages, which is providing quality data to the customer.

» Solving queries and giving opportunity to interact among the people.

Campaign Tactic & Timing
Tactic
Post/ abstracts/ research articles
Events update
Loyalty programs

Engaging programs

Likes and Sharing links
Quiz creators

Content writers

Measurement
» Social Visits: Increasing followers.
* Lead generated from social media: Increasing ROl and CLV.
» Lead generated from Social Media: rate of conversions from social leads to sales
(real) leads.




Sales / Support Tool
» Technical points- Potential customer data — sales team can contribute in this campaign

by providing the data by which the association with customer is easier and follower
will be higher.
Promotion of the events.
Help in sharing the links of LinkedIn with their peer groups as well.
For providing some software's by which quiz can be held online by which people will
be attracting to the page.

In India there are 50 million users currently of LinkedIn. This is the huge amount to increase
the potential buyers. But the demerit in this people want to see only the things what they are

using or of their interest and need. They skip the things if which is not of their need, that’s

why we thought of two segment the different customer according to their needs and want to
achieve a good traffic on LinkedIn pages.
So, the segmented area was:
» Quality control

Diagnostic,

Blood-banks,

Diabetes, & Thalassemia

Accreditation body (labs, health institutes, hospitals, etc.)

By the LinkedIn profile different campaign also purposed to the company, and different ads
and video ads also purposed to the company.

We also designed different engagement activities by which more traffic will attract to the

page, because we challenge their own core area and ask them about their work area.

Layout SFDC campaign launched by Bio Rad team
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Campaign Name : SFDC data clean up campaign

Ta filier data frem life sciences group & diagnestic center group
- Research Insfifutes
15000 6000 Diagnestic centers Life sciences depariments

3000 data p-eterson "
in group of 5 persons 1200 data per person
in group of 5 persons.
‘ Blood products. Genamics

ditafi i P L
50 data per day (for 2 monihs) 40 data per day (for 2 months) posreenation bodies rosome

Toincrease data information from 50% to 90%

ey e P | cAmPaGNTACTicETIMING |

Long Division of work Excel
term amongst the sheets

process team, Rectificatio

+ Specification detall of account (adding email id, phene ne.) n of errors

Segmentation of targeted audience

MS Excel expert advice from IT department
Data clean up fools can be used fo filker data -

Winpure TIBCO Clarity
Data cleaner Data Ladder

To clean the data SFDC campaign was launched

SFDC clean up week was started from the week 61" May 2019-10"" May 2019

SFDC Cleanup Week : 6"-10"May’2019

" The goal is to turn data into information
&
Information into insight....
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SFDC

+ Sales force .Com

RUN CAMPAIGN GENARATE LEADS ASSIGN LEADS

-

Bl S - {38 — S “\

h
~

CATLGORIZL LEADS " FOLLOW UP LEADS
&"" 3

-
—

SFDC campaign objectives:

LSG CcDhG
15860 7236

Have email data nDo not have email d i Have email data Do not have email id Jiy

12447 3413 3775 3461

To track record of potential customers and lead generation.

[J To maintain complete data set of customer of different verticals of Bio - Rad.

To segment the consumers into different verticals.
To perform sales force data management of the consumers
To track potential consumers and lead generation

To perform CRM activities and attract more consumers through various events of the

company




Steps for lead generation

Data of delegates is collected

4

After the completion of seminar ppts are provided in form of pdf where the Delegates

must give feedback about the event and are asked to fill up the personal details.

4

The collected data relates to SFDC.

¥

If customers say YES, then the lead will be generated automatically.
MOQOL sy SFDC sy SALES

MARKETING QUALIFIED LEAD (MOL): -

This is the process of calculating leads which forecast future sales. Through MQL we can

determine present position of the organization (win or lost report)

Five most important benefits of salesforce:
1. Customer information

2. Account planning

3. Time management

4. Team collaboration

5. Accessibility

17|Page




DATA ANALYSIS AND INTERPRETATION:

Customer Distribution
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Above graph shows the distribution of consumers in different states. The maximum
potential customers are in Maharashtra while minimum customers are in three

different states — Orissa, Haryana, Rajasthan.

Chart Title
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Average difference between last activity and last uploaded (in years)




Above graph shows about the active status of the customers. It was found that maximum
active customers were found in Madhya Pradesh while minimum numbers of active

customers were found in Gujarat.

CDG

\

= TOTAL CONTACTS = Have Email Id = Don’t have Email Id = Email id not found = New customers added
Above pie chart shows that 900 new customers were added in CDG by rectifying their email

ids

LSG

500 1025

>
>

= TOTAL CONTACTS = Have Email Id = Don’t have Email Id = Email id not found = New customers added

Above pie chart shows:
There were 15860 total customers in which 12477 data were rectified but 3413 data

were not rectified. So, we found out 1025 data of the missing details.




Traffic Flow

100
75
41
: '
1st 2nd 3rd 4th

Above bar graph shows:

The traffic flow of consumers on LinkedIn has increased due to the LinkedIn Campaign

intervention. In the first week there were only 30 customers. This number goes on increasing
and it became 100 in the 4" week.




LEARNINGS DURING THE PROJECT :

Development of soft skills like :
v Photoshop
v" Ms excel basic level and advanced level

v" Professional selling skill.

Photshop is a software which is used to edit the different types of the photos. This skill is

very necessary in designing different types of designing templates, invites.
Different techniques in photoshop were learnt :

Blur the background

Adding Texture to Flat Graphic,Layering, Learnt the Basics of Photoshop

MS excel : It is a tool which is used for the simple as well as complex calculations. In order
to clean the SFDC data the data was entered into the sheets of MS excel and optins such as

filter, waterfall, V lookup were used to clean the data.

Professional selling skill : these are the soft skills which were learnt during the meeting with
the marketing collateral team. We were taught the techniques of professional skill. It includes

steps such as :

Identifying the pain area.

Probing

Convencing

Cloase the deal.

Handling of softwares like MARKWT, SFDC software
Strategic management

Inventory management



http://lifehacker.com/#!5753459/learn-the-basics-of-photoshop-in-under-25-minutes

Conclusion :

Following conclusions can be made :
e Different potential customers were identified in different states.
Lead was generated

Data was rectified

Social media optimization campaign and SFDC campaign was successfully

completed
Traffic flow on LinkedIn was increased.

Events were held to engage the customers and for the lead generation.
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