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1. Comtravo - Business Travel Operating Platform



Initial question: Where can we find our target group and 
where can we then actually target them without having 

to shoot too broad?



Secretaries & Office 
Managers

often the most important 
influencer and user

CEOs & 
Management
often the final 

decision maker

Accounting & Finance
often the most critical 
party in the decision 

making process

1. Our Target Group: SMEs



2.   Facebook vs. Linkedin

Facebook Linkedin



2.   Why Linkedin?

● Linkedin allows very relevant targeting for B2B 

(even for German Mittelstand)

○ 4 out of 5  members  drive business decisions

○ 600M professionals

● Professional do not spend time on Linkedin, they 

invest time on it

● Linkedin is perceived as the platform with the 

highest digital trust

● 50% members engaging with the feed (more than 

50% year over year)



2.   Facebook vs. Linkedin?

MD of Simon Kucher & Partners
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3. a)   Simplified Linkedin Funnel

Broad Targeting

Targeted Audience

Educated Audience

Retargeting



3. b)   Dive into the funnel



3. b) i.   Focus on generating data

...and + 80 leads per month



3. b) i.   Focus on generating data

...with CPL being high



3. b) i.   Focus on generating data

Broad Targeting

Targeted Audience

Educated Audience

Retargeting

Data
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3. b) ii.   Focus on optimizing against it



3. b) ii.   Focus on optimizing against it

...and generating more A/B customers



3. b) ii.   Focus on optimizing against it

Our Website Forms convert 
better than the LinkedIn Lead 
Gen Forms - Why?
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Broad Targeting

Targeted Audience

Educated Audience

Retargeting

Data

Content

3. b) iii.   Focus on nurturing with content



3. b) i.   Focus on nurturing with content

...by educating prospects



3. b) i.   Focus on nurturing with content

...with the right content for the 
right audience
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3. b) iv.   Focus on multi-touchpoint retargeting

Broad Targeting

Targeted Audience

Educated Audience

Retargeting

Data

Content

Multi 
Touchpoints



3. b) i.   Focus on multi-touchpoint retargeting

Generating brand 
awareness through 

Video and 
Carousel formats

Product education 
through Content 
and Sponsored 
Content formats

Personal Contact via 
Sponsored InMails 

and LinkedIn 
Messaging

Conversions via 
Lead Generation 

Form 

Retargeting the educated audience with multiple touchpoints and formats



3. b) i.   Focus on multi-touchpoint retargeting

...and it delivers with -75% in CPL at same 
magnitude of leads
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4.   Outlook

Focus on making it scale independently of budgets



Thank you


