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Growth Engine
For a Manufacturing 1 f‘"

Digital Transformation Partner — - - |
From disconnected marketing activity | L ¢ e
to a complete inbound revenue system. -~

) | @ T & &
Visibility Buyer Positioning Conversion Sales Revenue

"~ Education

MARKETING
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© SNIC SOLUTIONS: THE STARTING POINT

FRAGMENTED DIGITAL PRESENCE

rli‘

The Company Had

Expertise.

=)
| r I-m' - Abum:.ls %ervi!::is L Platfn:m
Small, underdeveloped \
website = = (= =
p— Ap p I'D}(i mate Iy Sulul:im: 1 Snlutim: 2 Sultrhnrll K] 5n|utim: 4
=2 ) 20 blog posts
VAL R G e K b el e P e L g T :
solution pages 3 e
» i \ J:’ fﬁ,’« AWARENESS
0 . \ 4 /
resource hub v / ’T ; oo CONSIDERATION
No clear T - o DECISION
buyer journey - il "
.. ﬁ;_*x ¢ * PIPELINE
No scalable ¢ . { o _
demand system s N
Strong delivery capabilities were
not translating into pipeline.
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O SNIC SOLUTIONS: THE REAL PROBLEM

ThisWasNota |
Traffic Problem.

It Was a Systems Problem.

Manufacturing buyers need Pl AR SN
to understand: \ ok &
=| BLOGS | . >~ & PPC
' /

. : Y ) 74 AN J
The technical solution g Ve :

{q@% SUCIAL] S -

Platform architecture 22 A A |

W e -AEE] WEBSITE |

Integrations

. Kf.i
Implementation @—t
Business outcomes @—/—/; G\Q
Why one vendor @_/\“‘ g
N, %
) 3

v

2%

-

| @O

is different i
X
- No amount of isolated marketing activity
. could fix a broken foundation.
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O SNIC SOLUTIONS: THE REBUILD

270 L
We Rebuilt the Entlre PaaN

=

WEBSITE CONTENT
A scalable platform s A complete buyer
and solution £ 4 education system.
architecture.
b
b4
® 9%
A
DEMAND POSITIONING
Organic, paid, | Clear manufacturing-
social, qnd | first category
conversion < differentiation.
pathways.

This was not a campaign.
It was a complete digital
Infrastructure rebuild.
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O SNIC SOLUTIONS: THE EXECUTION

The New System IW
200+ *

‘\

- *
-
.-""-J
-"-.r.
- —
I g "'h—h______ '_ /
P "\---_\_\__ g S
. i
i B

Platform and * L > 7

- & =
solution pages — _
1 2 J; Hm’“\/
+
S

Platform pages
Solution pages _ \

Content assets

. S
P

Plus demo pages, event pages, podcast pages,
case studies, landing pages, and a fully
developed resource hub.

o © @

=
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O SNIC SOLUTIONS: THE SYSTEM IN MOTION

Every Asset
Had a Job

SEARCH s TR
Buyers discover L AL
Snic Solutions.

EDUCATION

Content explains the
problem and solution.

EVALUATION [ —

Platform and solution R
pages establish fit. k - )

CONVERSION

Landing pages and demo
pathways capture demand. | b

Qualified buyers

=
SALES { @)

enter the CRM.

e el Ea e

— — "

-

{ @ Content became infrastructure—not decoration.
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O SNIC SOLUTIONS: THE JOURNEY

The First Complete

Inbound Revenue Cycle

JANUARY 1, 2024

Growth-engine i
rebuild begins i '

First marketing- g N
influenced SQL = |
NOVEMBER 13, 2024 ' |
First inbound
opportunity
SEPTEMBER 30, 2025
First closed-won
customer
i h
_/ Complex B2B growth takes time.
ol |:| H |:| But the progression became measurable.
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O SNIC SOLUTIONS: CRM GROWTH CRM

Dashboarg

Organizations
& Organizations

Marketing Finally Started -
Filling the CRM

->53

Marketing-generated organizations added to the CRM

SR or Y '

Bk, X

BEFORE THE REBUILD NOVEMBER 2025

2 organizations 53 organizations
] D D H - in marketmg -attributed organizations )
- I

The rebuild did not generate more activity.

It created a repeatable source
of qualified demand.
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O SNIC SOLUTIONS: PIPELINE TO REVENUE

Into Revenue

93

Marketing-generated
organizations
entered the CRM

The first complete
marketing-to-sales
lifecycle

CRM OVERVIEW

Organizations Deals Revenue

The Pipeline Turned

03

= 4

@S? ﬁ?gﬂ 00 |

/U 11.1x

Vo ——— —

™ $423,003.60

Closed-won revenue

> |

(5 1,013% 7

mlll D Revenue-to-investment Calculated ROI ‘
investment ' multiple b
\
/27 The goal was never to fill the CRM with names. |
Q It was to build a system capable of
l turning demand into revenue.
i

|
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O SNIC SOLUTIONS: THE OUTCOME

Predictable Inbound

|s Built.
Not Discovered.

=
Snic Solutions did not need i ) | 7

another marketing tactic. | :t e

(bt ; |
It needed a system that connected: == ¢l d T

(v) — Visibility

@ — Buyer education
@ — Positioning

(v) — Conversion

’ = 9 - 1 ™ f - -I -
| 4 | — = aF
- s s T " 4 { | ol | [ s L
- -y e et TR l | ¥ . L LIl !
! r i1l |
11— i S | 1 ¥
- = ¥ g - da -
. = ~ i K " { &
Sales = 7 = - :
: : - -

@ — Revenue

o CRM GROWTH
rd 53 organizations
entered the CRM

| .-o‘"--' «f .

] P f S
‘ Tl : L] ::‘1 ™) n T =
i " - 1 - ) ‘_ h ]
‘ ."IE - L £ 13 |

PIPELINE BUILT

Leads — Customers
Lifecycle activated

. —r

|
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H "
.
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_ e —— i
#
#

REVENUE IMPACT

Closed-won customer
$423,003.60

A

-

-

{i} Need a growth engine— ,
$/ | not another campaign? Let’s Talk -
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