Mid-Funnel Optimisation in B2B Saa$S

Developing a structured mid funnel process to increase
conversion

Graduate Introduction: Delivering the right content at the right with leads across different phases using relevant
time and in the right place is a key challenge for content and supports their systematic development.
marketing and sales teams. Only organizations that All contacts and sales opportunities are managed
understand which prospects have real purchase centrally within a CRM, allowing transparent tracking
potential can allocate resources effectively and and more efficient collaboration between marketing
increase close rates. Data driven companies create and sales.

% k transparency across the entire funnel and enable

) marketing and sales to make decisions based on
reliable data. Marketing automation supports this
approach by qualifying and prioritizing leads based on
data and providing them with relevant content. As a
result, better prepared contacts are handed over to
sales. This leads to higher conversion rates and
improved predictability.
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Stage1: Suspects who are identified through contact
Identified info, login, cookies or IP address
Contacts -+ Classification into marketing or sales leads

Objective: The objective of this thesis is to develop a
scalable lead management approach for
quitt.Business. quitt.Business is a product of
ServiceHunter AG and growing quickly. As a fully
digital payroll software company, automation is firmly
embedded in the DNA of quitt.Business. This is
exactly where a modern lead management process
comes into play. Through the integration of marketing
automation and clear lead structures, prospects are
guided in a targeted manner. Leads are managed
consistently, handovers between marketing and sales  Lead Management
are designed smoothly, and resources are used uhl, 2025

efficiently. This results in an end to end process. A

Result: As a result of the bachelor thesis, a structured
approach for the implementation and use of v
ActiveCampaign was developed. Based on the @ 090
defined criteria, the tool is particularly well suited to © O @
the requirements of qUitt.BUSineSS. Within the sScope LEAD GENERATION CONVERTED LEAD
of the thesis, concrete example emails, workflows, LEAD MANAGEMENT

and qualification rules were developed.
ActiveCampaign enables targeted communication v

Customer Journey bei quitt.Business
Own presentment

Stage 2:
Marketing
Leads

Identified contacts who meet the predefined
criteria but have not made a sales inquiry
> Nurturing programs and lead scoring

Marketing leads who are ready to be contacted
based on lead scoring or direct sales inquiry
> Transferred to the sales queues for contacting

Stage 3:
Sales Leads

CRM-Software

Stage 4:
Opportunities

Leads who make a purchase
> Product and service delivery

Bo
B

L}
aa

- -_—
-E- il- = rff
Online Search ‘ . Website SQL-= .Mall ‘ b Onboaring Webapp |
Marketing S
// \ // | 4
Social Media b Payoll- Demo b CListonar Updates
Calculator Support
Advisor , \ : \ /

Samuel Bohni

) Awareness Consideration Retention
Co-Examiner

Dr. Benjamin Klink,
St.Gallen, SG / /

\ /
. Sales- am, Customer
Subject Area ’ IGL-E Hal- Blog Q ’Communication Newsletterq 7 succes
Business Model, Marketing / /
\ \ /

Marketing and Sales /
‘ Online Ads MQL- Q , Sign-Up Webapp- Q () Feedback
2 ns Y7

E-Mail-Marketing - Account Communicatio

Project Partner
ServiceHunter AG,
Ziirich, ZH

O OST Eastern Switzerland University of Applied Sciences | Bachelor Theses 2026 | Bachelor of Science OST | Wirtschaftsingenieurwesen



