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Success Insider
Transforming Traditional Marketing into a 

Measurable Program, Leads & Sales
BDN AEROSPACE MARKETING

Challenge

Strategy
With the sales and marketing plan and resources in place, 
BDN made the strategic decision to emphasize an inbound 
marketing strategy. 

BDN was confident that inbound marketing, in conjunction with 
other tactics, would fully address all of the identified challenges 
while leveraging BDN’s unique domain expertise in the fields 
of both aerospace and marketing. Marketing automation was 
a must-have and BDN selected SharpSpring. The system rapidly 
became an important tool that enabled key elements of the 
overall effort.

After building a successful niche marketing firm over 16 years using mostly traditional marketing techniques — like referrals and events — BDN 
Aerospace Marketing decided it was time to take things to the next level. While sales and marketing had always been a part-time endeavor, the 
company made a strategic decision to build its own full-time team. This dedicated group would then expand its use of emerging marketing tools and 
techniques and serve as a how-to case study for the development and execution of a comprehensive and effective marketing program.

Working from the strong foundation of a sales and marketing plan with clearly defined goals and objectives — the challenge was clear. In addition 
to dedicating more resources to sales and marketing, the BDN team would need to raise the firm’s profile and leverage aviation industry expertise to 
improve lead generation and increase revenue opportunities.

Embrace emerging sales and 
marketing tools and techniques

Raise awareness of industry 
expertise in markets served

Generate more leads1 2 3

Inbound marketing refers to activities that bring visitors in by earning the attention of customers, 
making the company easy to find and drawing people in by providing interesting, relevant content. 

Tactical Calendar Activities

The tactical calendar maps out 
everything that needs to happen to 
support the established plan and 
strategy. Key activities include:

•	 Foundational tasks

•	 Branding tasks

•	 Website optimization

•	 Trade shows and events

•	 Digital tasks

•	 Business development tools 

•	 Metrics

Inbound Campaign Tools

BDN creates and publishes 4-8 pieces of content monthly. 
Everything is easily accessible and free. Content development 
follows a thematic calendar determined by audience pain 
points and promoted through integrated channels:

•	 Social media

•	 Email campaigns (automation)

•	 Blog posts

•	 Business development

•	 Paid ads

•	 Print ads

•	 Website subscription forms



Solutions

Account Coordinator Sarah Stancyzk 
was named as the firm’s internal account 
manager. She developed a monthly tactical 
calendar for the overall marketing function 
and also organized the inbound campaign, 
starting with a content calendar.

As a key element of the inbound campaign, 
BDN created a content magnet, the 
Marketing Flight Manual, a type of hyper blog 
with substantial industry-specific content, 
actionable ideas and information. Introduced 
in Q3 2015, the Flight Manual covers valuable 
topics such as a step-by-step marketing 
planner, budgeting tips for aerospace 
marketers, year-ahead predictions, trade show 
and event calendar, and much more. 

The company also promotes the Marketing 
Flight Manual using multiple channels. 
Interest grew rapidly, and 130 people 
became subscribers in the first three months. 

BDN consistently blogs weekly and works hard to ensure visitors’ time 
is well invested by delivering a rich stream of usable information. 

Marketing Flight Manual 

(Email Update)

Marketing Flight Manual 
(Blog)

Marketing Tool Kit
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Results

The test program was launched in Q3, and compared to Q1 and Q2, the results were nothing short of impressive.

Website

•	 July introduction of the Marketing Flight Manual 
spiked web traffic by 51%, which has stayed in 
the stratosphere ever since

•	 42% increase in page views (Q3 vs Q2)

•	 According to Google Analytics, compared to 
other select aviation or marketing websites, BDN 
produced:

−− 40% better bounce rate

−− 20% higher average time on site

Social Media

•	 Facebook conversions (defined as traffic that 
clicks through to the website) jumped 61% 

•	 Twitter followers increased 15%

•	 LinkedIn conversions rose 38% 

Paid Advertising

•	 Paid advertising netted a solid  
conversion rate of 4.6

Email Marketing

For email marketing, BDN outperformed industry 
averages in all categories:

•	 26.3% higher open rate

•	 21.9% higher click-through rate

BDN sent out 50% more blasts and, as a result, 
increased open rates by 64% and clicks by 93% 
over Q2, without any unsubscribe requests.

Leads & Sales

The most significant number for aerospace 
marketers is the welcomed 17 leads that made their 
way to the sales funnel in Q3, compared to only 
two in the previous quarter. Four sale have already 
closed, and others are working their way through 
the funnel. 

Q3 & Q4 Sales Funnel

This campaign wasn’t about vanity metrics. It had to capture key data and 
track leads to conversions and end up with sales-ready prospects. 

21.33%

47.70%

1.94%
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Sharp Spring Engagement

Open Rate
Click Rate
Unsubscribe

34

17

4*

Prospects: 

Qualified Leads: 

New Clients/Sales: 

*One sale is directly linked to 
website; three had multiple 
influences including the website.



BDN AEROSPACE MARKETING

1410 West Guadalupe Rd Ste 109, Gilbert, AZ 85233  

If you have any questions, give us a call: 480.924.0690

Success Insider
Transforming Traditional Marketing into a 

Measurable Program, Leads & Sales
BDN AEROSPACE MARKETING

BD
N

 A
ER

O
SP

A
CE

 M
A

RK
ET

IN
G

  C
A

SE
 S

TU
DY

Reflections

On reflection, BDN seeks to do more interactive content, in addition to the Marketing 
Flight Manual, such as flip-books, quizzes and even more guides and templates. 
However, the team is exceptionally pleased with the outcome and response to the work 
at hand, and even more pleasantly surprised to see how fast results emerged. All of 
these results took place over 90 days beginning with the launch of the Marketing Flight 
Manual in July. 

The issue now is to see how inbound marketing translates to sales over time. Onward to 2016.

Meet the Team

Kyle Davis 
Partner

Sarah Stanczyk 
Account Coordinator

Ashley Cutler 
Business Development 
Executive

Savannah Ivanitski 
Digital Coordinator

An extended group of writers, designers and 
senior advisors supported the core team. 

About BDN Aerospace 
Marketing 

As the world’s premier aerospace marketing 
agency, BDN works with clients to brand and 
market their companies, products and services. 
Agency capabilities encompass branding and 
strategy, design, advertising, trade shows, 
multimedia, PR/writing, and more.

Online Content

For more information contact BDN Aerospace Marketing bdnaerospace.com

2016 BUDGET CHECKLISTDeveloping A Marketing Communications Budget Step 1: Identify specific marketing initiatives and/or sales objectives for the upcoming 

year. Tip: Objectives should be measurable and have an identified baseline. Ex. Increase sales to commercial market 

by 20% over 2015 actuals.

 

 

 

 

 

 

 Step 2: Work with management to define expectations, clarify and approve desired 

results. Tip: Defining expectations and gaining up–front agreement will ensure your team is on the same page 

reducing internal roadblocks and politics. 
 Step 3: Create a marketing communications plan or roadmap identifying and defining 

the specific tasks that will be required to achieve each objective. Tip: A month-by-month task 

calendar will help keep your efforts organized and on track. Also check out our Marketing Planner. Step 4: Estimate the costs of tasks and resources necessary to execute the marketing 

communications plan. Tip: For more information on allocating budget, check out our White Paper.
Estimated Costs Advertising

  Branding
  Content Development
  Digital Marketing
  Direct Marketing
  Email Marketing
  Outside Resources/Services   Public Relations
  Sales Tools
  Social Media
  Thought Leadership
  Trade Shows
  Website
  Other: 
 

Totals:  

 Step 5: Develop metrics and a control process to monitor the spend and the 

performance of campaigns. Tip: Evaluate the tactics and their performance based on the objectives set in step 1.











 

For more information, contact BDN Aerospace Marketing 

bdnaerospace.com

TRADE SHOW EVALUATION CHECKLIST

Trade shows, events and conferences are important opportunities for aerospace 

industry marketers. Before you commit to a schedule for the year, carefully consider 

and evaluate what you’ll get for your investment. This checklist will help. 

Need help finding shows? Check out our BDN Trade Show Directory.

EXHIBIT

AUDIENCE

YES NO

Are end users attending? Is the event conducive to product demos?
 

Will the decision makers who would buy or heavily influence a purchase of 

your product or service be attending the event?

 

What about the other exhibitors? Are any of them potential partners who 

could help you sell your products or services? 

 

SPEAKERS

Are there learning opportunities that would benefit your business, or speakers 

you’d like to meet? 

 

Could you be a speaker or presenter? Conferences and events are excellent 

opportunities to showcase your expertise.

 

FOOTPRINT/SIZE

Will you get lost in a sea of large exhibitors? For example, you might not want 

to exhibit at the Paris Air Show if you are a first-time exhibitor in a 10x10. Build 

your brand before you invest in an event of this magnitude.

 

Tip: If you have a specialized offering, consider a smaller, focused conference 

that aligns with your business. 

MEETINGS

Does the show offer enough opportunities to conduct meetings with people 

you need and want to see? 

 

Tip: Work in advance to schedule meetings and after-event dinners,  

and there’s a good chance the show will pay for itself.

ROI

Do you have metrics that link the event to leads and sales? If the show has 

worked for you in the past, it makes sense to continue exhibiting.

 

Tip: If you haven’t started measuring your shows to make better decisions 

about your exhibit investment, start now.

DISPLAY

Are there opportunities to display your products in another booth.  

This provides interested attendees the opportunity to receive firsthand 

testimonials from your users and will make your products more visible.

 

Are there opportunities to further your message at the show with 

sponsorships or advertising? This can be especially helpful if you have a small 

exhibit footprint.

 

HOMEWORK

Make sure you consider these details in advance at any show, whether attending or exhibiting, 

to ensure you accomplish your goals and maximize your investment.

n Modern marketers want to enable sales. They 
seek outcomes versus outputs.

n Measurable tactics are preferred and increasingly funded.

n Businesses are re-evaluating dealer vs. direct sales. Those with dealers want to improve communications.

n Younger 
marketers are frustrated by veterans who are not open to new ideas.

n They disagree about the value of brand building, print advertising, and other hard-to-measure 
activities.

n They value 
research to 
validate long-held beliefs about customers and the buying process.

n Few genuinely believe that social media directly impacts sales.
n Some companies do it because they think they should or to support SEO.

n Internal 
restrictions 
result in weak or company-centric content.

n More companies now handle 
marketing 
internally.

n In addition to controlling cost, businesses desire more control of the work.
n Marketers are frustrated by inadequate 
resources and growing demands.
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AVIATION MARKETING TRENDS 2015

BDN met with a roundtable of marketers at a recent aviation convention and identified four industry trends that just might surprise you. 


