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The research "Digital Marketing Process in Solar Energy Events" investigates the application of 
digital marketing tools to enhance lead generation and sales in solar energy events. The research 
aims to develop a digital process for lead collection, focusing on the Intersolar 2024 event. The 
objective for the company researched is to generate 450 leads and to send 90 offers within a 
month post-event. 

The research employs both qualitative and quantitative research methods, including field 
observations and interview, to gather data and insights. Numerical data is collected on-site, using 
lead management tool.  The MoSCoW method is utilized to prioritize tasks and optimize the lead 
collection process. The methods created in the research successfully collected 411 leads over 
three days, highlighting the effectiveness of integrating digital marketing tools in event 
marketing.  

The theoretical framework incorporates data-driven marketing theory and relationship marketing 
theory to maintain a customer-centric approach and improve marketing effectiveness. Key 
findings emphasize the importance of digital marketing in enhancing lead generation and sales 
processes, providing a framework applicable to similar industries. The research identifies areas 
for improvement, such as better communication and training for support staff and the need for a 
customer relationship management system. Limitations include the focus on a single event and 
reliance on qualitative data from a limited number of participants. 
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”Digitaalinen markkinointiprosessi aurinkoenergiatapahtumissa” tarkastellaan, miten digitaalisia 
markkinointivälineitä voidaan hyödyntää liidien tuottamisen ja myynnin tehostamiseksi 
aurinkoenergiatapahtumissa. Tavoitteena on kehittää digitaalinen prosessi liidien keräämiseen 
keskittyen Intersolar 2024 -tapahtumaan. Yrityksen tavoitteena on tuottaa 450 liidiä ja lähettää 
90 tarjousta kuukauden kuluessa tapahtuman jälkeen. 

Tutkimuksessa käytetään kvalitatiivisia ja kvantitatiivisia menetelmiä, kuten kenttähavainnointia 
ja haastatteluja, tietojen keräämiseksi. Määrällinen data on kerätty paikan päällä liidien 
hallintatyökalua käyttäen. MoSCoW-menetelmää hyödynnetään tehtävien priorisoinnissa ja 
liidien keruuprosessin optimoinnissa. Tutkimuksessa onnistuttiin keräämään 411 liidiä kolmen 
päivän aikana, mikä korostaa digitaalisten markkinointivälineiden tehokkuutta 
tapahtumamarkkinoinnissa. 

Teoreettinen viitekehys sisältää dataan keskittyvän markkinoinnin ja suhdemarkkinoinnin 
teoriat, jotka tukevat asiakaskeskeistä lähestymistapaa ja markkinoinnin tehokkuuden 
parantamista. Keskeiset havainnot korostavat digitaalisen markkinoinnin merkitystä liidien 
tuottamisen ja myyntiprosessien tehostamisessa, tarjoten mallin sovellettavaksi samankaltaisilla 
toimialoilla. Tutkimuksessa tunnistetaan kehitysalueita, kuten tukihenkilöstön viestinnän ja 
koulutuksen parantaminen sekä asiakassuhteiden hallintajärjestelmän hankkimisen tarve. 
Rajoituksiin kuuluu keskittyminen yhteen tapahtumaan ja rajalliseen osallistujamäärään. 
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1. Introduction 

Renewable energy solutions are gaining more popularity due the importance of reducing 

emissions. The solar market is growing rapidly due to several factors, including market 

segmentation, regional trends, increasing investment, innovation and a supportive regulatory 

framework. This has created more opportunities for solar manufacturers to grow. 

Evolved digital technology that can be used in events can be implemented effectively as part 

of a strategy in event marketing. This has led to a need for a process that can generate leads 

in events through digital marketing tools.  

In this research, there is a precise framework to create a digital marketing process to collect 

leads for solar energy events. The process is then executed, and the outcome of the process 

is analysed quantitatively with event-based data collection and qualitatively with participant 

field observation and interview. The end-goal is to generate 450 leads on-site and send 90 

offers to new customers in one month after the event had ended. 

1.1. Research background 

Using automation in the lead generation process at events provides a strong basis for 

implementing a digital marketing process at events. Studies on automating lead generation 

highlight how leveraging customer data, collecting visitor data and preferences can 

significantly improve both efficiency and customer experience. (Invenius, 2017) By 

automating tasks such as lead qualification, event registration and tracking, companies can 

reduce manual work, eliminate errors and focus on quality interactions with potential 

customers. In addition, classifying leads based on data and behaviour improves sales success. 

(Schultz, Doerr and Frederiksen, 2009) 

Overall, solar as an energy source is gaining popularity in various sectors. Increasing 

demand indicates that the growth of solar will exceed and development in digital 

marketing processes in events will be needed more in the future. To highlight the need in 

the industry for these marketing processes, there is a breakdown of various segments where 

growth is shown below. The author was not able to find any studies directly linked to lead 
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generation with digital marketing tools in solar energy events in November 2024 which 

highlights the fact that the research is needed to execute in order to create new information. 

1.2. Solar market overview 

The solar market is developing rapidly and showing impressive growth thanks to several key 

factors. Forecasts indicate a significant increase in market size, with a compound annual 

growth rate (CAGR) of 15.18% from 2024 to 2029, driven by the widespread adoption of 

renewable energy, falling costs of solar panel technologies and favorable government 

policies worldwide (Market Data Forecast, 2024) (Mordor Intelligence, 2024). 

The solar market growth can be divided into multiple variables, such as market growth, green 

government policies, the increase in popularity in regions, rising investments and innovation 

in solar (Mordor Intelligence, 2024). The increasing interest in solar modules has generated 

a need for a framework to develop a digital marketing process for lead generation at solar 

energy events. Breakdown of various segments where growth is shown is written below to 

give context of why. 

The use of solar energy is growing steadily in all sectors. The residential sector is growing 

rapidly, supported by tax incentives and lower electricity costs for homeowners. In the 

commercial sector, growing energy needs of offices, hospitals and data centres are driving 

demand (Grand View Research). The industrial sector is gaining significant market share 

due to its shift to renewable energy sources amidst stringent pollution control regulations 

(Market Data Forecast). Recent policies and incentives are likely to increase the uptake of 

PV installations, especially in residential and commercial sectors (International Energy 

Agency 2023).  

When dividing the market into residential, non-residential and utilities, the market shares of 

these segments are fairly close to each other. The utility segment has the highest market 

share due to the growing installed base and the high efficiency of PV modules compared to 

other segments. Utilities are able to build PV plants efficiently, as construction is faster 

compared to conventional power plants. In residential areas, the use of solar energy has 

increased, in particular as a result of growing energy demand. There is a growing public 
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awareness of solar energy as an efficient energy solution for residential projects, which is 

contributing to the growth of this specific segment (B Fortune Business Insight 2023). 

The Asia-Pacific region, especially China and India, leads the solar market. China's 

extensive production capacity and supportive government policies have established it as the 

market leader. In 2023 China had a 71 % market share. India is emerging as a major player, 

as its rapid industrialization and urbanization are increasing energy demand (Mordor 

Intelligence, 2024). 

It is estimated that China will retain the largest market position in the solar PV market in the 

near future and will continue to grow strongly. The US and India are expected to be the next 

fastest growing markets. Germany is expected to grow the most from the European countries. 

In Europe, the market is expected to continue to grow. In 2024, Europe is expected to add 

77 GW of generation, representing a market growth of 10%. In addition to legislation, the 

growth of solar energy in Europe is being driven by the energy crisis and Russia's military 

attack to Ukraine, which has led to an identified need for more solar energy as a means to 

improve energy security and reduce dependence on Russian gas supplies (SolarPower 

Europe, 2024). 

Growing investment: investment in solar energy is on the rise globally and is forecast to 

exceed that of the oil and gas sector for the first time in 2024, driven by the falling cost of 

solar modules and the emphasis on combating climate change. (Mordor Intelligence, 2024) 

These developments highlight a vibrant and rapidly changing solar panel market poised for 

significant growth thanks to technological advances, supportive policies and growing global 

energy demand (Mordor Intelligence, 2024).  

Solar modules have seen significant advancements and diversification in their applications 

in recent years. Solar modules are now being integrated into a wide range of uses beyond 

traditional rooftop installations. Technological innovations such as bifacial modules, which 

can capture sunlight from both sides, have increased efficiency and versatility. Solar 

modules are increasingly combined with energy storage systems, allowing for the use of 

solar energy even when the sun is not shining, thus enhancing energy reliability. In urban 

areas, solar modules are being incorporated into infrastructure like streetlights, bus stops, 

and parking lots, promoting sustainable urban development and reducing carbon footprints. 



11 
 

Community energy projects, where multiple households or businesses share the benefits of 

solar energy production, have become more common, fostering broader adoption and 

communal ownership. Additionally, solar modules are being utilized in agriculture and 

industry to power irrigation systems, greenhouses, and industrial processes, reducing 

dependence on fossil fuels and supporting sustainable practices (IRENA 2022). 

The fight against climate change has created growing demand for renewable energy 

solutions as the European Parliament set a directive of new standards for zero-emission 

buildings. All new buildings must have zero on-site emissions from fossil fuels by January 

2028 for publicly owned buildings and by January 2030 for all other new buildings, with 

possible exemptions (European Commission, 2024). 

Revised Energy Performance of Buildings Directive (EPBD) entered into force on 28 May 

2024. The EPBD is a directive of the European Parliament and of the Council that 

regulates the energy performance of buildings and aims to reduce carbon dioxide emissions 

(European Commission, 2024). 

The revised EPBD aims to fully decarbonize Europe's building stock by 2050, focusing on 

renovations, especially for the worst-performing buildings. It updates the 2018 regulatory 

framework to align with higher climate ambitions and social actions, while allowing Member 

States flexibility to address their unique building stocks. Importantly, it does not mandate 

renovations for individual homeowners (European Commission, 2024). 

The EPBD introduces several key provisions aimed at decarbonizing Europe's building stock 

by 2050. For residential buildings, Member States are required to set national trajectories to 

reduce average primary energy use by 16% by 2030 and by 20-22% by 2035. At least 55% 

of this energy reduction must come from renovating the worst-performing buildings, 

although Member States have the flexibility to choose which buildings to target and which 

measures to implement (European Commission, 2024). 

For non-residential buildings, the directive mandates the gradual introduction of Minimum 

Energy Performance Standards. These standards aim to renovate the 16% worst-performing 

buildings by 2030 and the 26% worst-performing buildings by 2033. Certain categories of 

buildings, such as historical buildings and holiday homes, may be exempt from these 

requirements (European Commission, 2024). 
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To support these renovations, the EPBD introduces 'Building Renovation Passport' schemes 

to help building owners plan staged renovations. It strengthens safeguards against 

'renovictions' to protect tenants from rent increases following renovation works. Enhanced 

databases and data exchange mechanisms are established to provide reliable building 

information to citizens and financial institutions (European Commission, 2024). 

Finally, Member States are required to create national Building Renovation Plans to outline 

their strategies for decarbonizing their building stock. These plans must address barriers such 

as financing and workforce training and will be submitted as part of the National Energy and 

Climate Plans (NECPs). The first drafts of these plans are due by December 2025. Through 

these comprehensive measures, the revised EPBD aims to promote energy efficiency and the 

use of renewable energy in buildings, thereby supporting the EU's broader climate goals 

(European Commission, 2024). 

1.3.  Research objectives 

In this research, the goal is to study and document digital marketing techniques in solar 

industry and to create a digital process for lead collection to generate sales in an event for a 

solar panel manufacturer that focuses mostly business-to-business (B2B) market. 

The research aims to improve decision-making processes by utilizing data-driven insights 

to optimize marketing activities. Improvement is crucial for making smarter decisions and 

enhancing the efficiency of marketing efforts (Rosário 2023). The research focuses on 

understanding customer journeys and behaviours, which is essential for developing 

personalized marketing strategies. By collecting and analysing data from various sources, 

organizations can segment and target their audiences more effectively, leading to better 

customer engagement and higher conversion rates (Okorie 2024). Collaboration between 

marketing and sales departments is vital for the success of data-driven marketing. The 

research emphasizes the importance of this alignment in B2B companies, where the sales 

cycle is often longer and more complex. Effective lead collection and management 

processes can significantly enhance the productivity of both departments (Jones 2012).   

It can be concluded that direct sales are an important distribution channel for renewable 

energy products, especially when integrated into a multi-channel marketing strategy. 
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Multi-channel approach is ideal for personalising customer encounters, educating 

consumers about the environmental benefits of renewable energy sources and facilitating 

the uptake of innovative and complex products. As the renewable energy market matures 

and new, sophisticated products enter the market, direct sales will play an increasingly 

important role in reaching different customer segments. (Friege, 2017)   

Additionally, the research company’s marketing – and sales objectives in the event were 

connected. The main objective was to provide a high-quality process to generate leads and 

direct sales in Intersolar 2024 event, and sales team’s goal is to generate 450 leads and 90 

offers in one month from the leads acquired in the event.   

 

1.4. Research questions 

The research is centered around one primary research question, supported by a subsidiary 

research questions that collectively contribute to a comprehensive research. 

Primary research question: 

RQ1: How can a digital lead collection process be optimized to enhance lead generation 

and sales outcomes at events in the solar industry? 

Subsidiary research question: 

SQ1: Which digital marketing techniques are most effective for lead collection in the solar 

industry? 

1.5. Research structure 

The thesis consists of six main chapters. The first chapter serves as an introduction, 

presenting the background, main objectives, and research questions. 

The second chapter, ‘literature review,' provides a conceptual foundation by presenting 

relevant literature and showing how the research supplements prior studies. It delves into the 
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evolution and concept of digital marketing and event marketing, offering the theoretical 

framework for the research. 

Chapter three, 'research methodology,' details the methods applied in the research, including 

the combination of qualitative and quantitative approaches. It clarifies the rationale behind 

selecting specific methods such as the MoSCoW method, field observation, and interviews, 

and discusses the limitations and reliability of the research design. 

Chapter four, 'sales process with digital marketing tools,' outlines the theoretical sales 

process using digital marketing tools, structured around the MoSCoW method to prioritize 

tasks before, during, and after the event. It details the steps for collecting and contacting 

leads during events and concludes with an analysis of field observations. 

Chapter five, 'data analysis,' focuses on the qualitative and quantitative evaluation of the lead 

collection process at the Intersolar 2024 event. It examines the MoSCoW method's 

implementation and effectiveness, presenting the results of field observations, interview and 

descriptive studies to provide insights into the number and quality of leads collected and the 

overall success of the event. 

Finally, chapter six, ‘findings’ concludes the research by summarizing the key findings and 

their implications. It discusses the theoretical and practical contributions of the research and 

potential areas for future research, providing a comprehensive overview of the research 

outcomes and their significance in the context of digital marketing in solar energy events. 

2. Literature review 

Literature review in the research focuses on digital marketing, event marketing and key 

concepts that were used as a base in the thesis. Theoretical framework is a combination of 

data-driven marketing theory and relationship marketing theory that were used to maintain 

the research customer-centric. 

Kourkouridis, Frangopoulos, and Salepaki's (2024) research about Business travel 

motivations and objectives of trade fairs visitors highlighted that visitors attend fairs for a 

variety of reasons, including business, entertainment and social interaction. The results 

reveal differences by type of fair. Business-to-customer (B2C) fairs are primarily attended 
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for entertainment purposes and provide opportunities for visitors to engage in leisure 

activities. In contrast, B2B fairs attract participants with clear business objectives, such as 

networking and industry-specific transactions, although a significant proportion of 

participants still seek leisure activities during their visit. Mixed events balance these factors 

and create opportunities for different visitor experiences. The dual purpose of the fair will 

provide practical insights for event organisers and local tourism offices. Organisers are 

encouraged to plan events that include both business and leisure activities, and tourism 

offices can use these events to promote regional attractions and support economic 

development. (Kourkouridis, Frangopoulos & Salepaki, 2024) 

Although the research highlights important trends and practical applications, it is confined 

by its focus on a specific geographical context. The research recommends further 

investigation into factors that influence visitor motivation, such as industry type, 

demographic characteristics and event design. Extending the research could deepen our 

understanding of the hybrid nature of trade fairs and their potential for wider economic and 

social impacts. Overall, the thesis highlights the importance of trade fairs as versatile 

platforms that combine B2B (business-to-business), B2C (business-to-consumer) and leisure 

activities. (Kourkouridis, et al., 2024) 

2.1. Digital marketing  

Digital marketing is a subcategory of marketing. It refers to the marketing of products or 

services to customers through online channels and technologies. The key objective of digital 

marketing is to connect with the target audience online. As a key strategy, it uses data and 

analytics to measure effectiveness and optimise campaigns (Chaffey 2022).  

In practice, it does not vary much from its previous forms; Internet marketing, online 

marketing, or e-marketing since all are based on use of electronic device or internet on 

marketing.   

The term digital marketing has been widely used since the 2010s. Digital marketing have 

evolved roughly through three waves. The first wave begun around the mid-1990s, when for 

the first time marketing had access to electronic tools such as portals, e-mail, and web pages. 

The second wave included social media platforms from mid-2000s. Shortly after the most 
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used platforms were introduced, such as LinkedIn (2003), Facebook (2004), YouTube 

(2005), Twitter (2006), and Instagram (2010). The second wave gave whole new marketing 

opportunities even it was not yet as advanced as in the third wave. The third wave from 

around 2015 turned the focus from the internet to mobile devices. The most groundbreaking 

developments were related to content marketing, advertisement on social media platforms, 

and to “mobile first” thinking, in which the platforms are mostly designed for smartphones 

rather than internet platforms. In addition, artificial intelligence (AI) has brought a new 

dimension to marketing in the third wave. (Lahtinen, Pulkka & Karjaluoto, 2023).   

2.2. Event marketing  

Event marketing is a type of marketing strategy that can include organising and planning 

events, participating in the event itself, promoting a company's brand, product or service. 

There are many types of events. They can range in nature from exhibitions to conferences 

and product launches. The key objectives of event marketing are to attract new customers, 

retain existing customers and improve brand awareness or reputation (Grohs, 2004). As 

events, exhibitions can be positioned at the interface between sales promotion and personal 

selling. Promotional incentives are often used at trade fairs to attract customers. Exhibitions 

are important especially for smaller companies. It is estimated that 20-25% of the 

communication budget is allocated to exhibitions (Percy, 2023).   

The definition of event marketing differs across literature, however it consistently reflects 

the shared experience between the company and its customers through intentional and 

strategic actions. The key goal is to improve the company's reputation, as well its products 

or services. It can be defined as the "practice of promoting the interests of an organization 

and its brands by associating the organization with a specific activity" (Shimp, 1993).     

Event marketing connects a company's brand to an event and its activities, creating an 

immersive experience for attendees while promoting the product, service, or enhancing 

brand awareness (Grohs, 2004).    

Muhonen & Heikkinen define event marketing as an independent part of a company's 

marketing communication field. According to their definition "Event marketing is an 

experiential marketing activity where a company or brand meets its customers and other 



17 
 

stakeholders in a pre-planned situation and environment. An event is the physicalisation of 

a brand, making the non-existent tangible: visible, audible, smelling, tasting, touching." 

(Muhonen & Heikkinen, 2003)   

The event marketing can be approached through a partial approach or a total approach. The 

total approach covers all the aspects of modern marketing communication, which include in 

event strategies. The partial approach is more focused and involves planning, organizing, 

managing, and overseeing events as part of a company's marketing communication strategy 

(Wohlfeil, 2005).   

The research focuses on the company's perspective on event marketing and the opportunities 

it offers for the company's marketing and business. In literature, event marketing and 

sponsorship are often linked together. However, the research focuses only on event 

marketing, which by definition always requires an actual event. Another clear distinction 

between event marketing and sponsorship is that event marketing involves organizing an 

event or aligning a brand with an external event, either by paying a sponsorship fee or 

through other promotional efforts without direct financial involvement. (Close, 2006).    

Event marketing covers events organised by the company itself or by another organisation 

with similar interests and target markets. (Sneath 2006). The event in the research was 

organised by another organisation in the same industry. In the research, the definition of an 

event is confined to commercial events open to the public, with private events excluded 

(Sneath, 2006).    

In event marketing, a company must have a clear objective. In the research, the objective is 

to acquire new customers and increase sales, as well as to improve the brand and product 

reputation of the company. It is essential to define the target group, which for the research 

is the potential new customers who will attend the fair.   

A key issue in event marketing is what and how to measure the company's objectives for the 

event. Companies must determine whether to assess results based on quantitative numerical 

data such as purchases or via qualitative data such as brand awareness brand attitudes. 

(Sneath, 2005). In the research, it is chosen to measure the success of an event using both, 

quantitative and qualitative methods.    
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2.3. Key concepts 

Defining the key concepts used in the research is relevant as the topic requires knowledge 

of various fields and terminology of solar industry and digital marketing. 

Business-to-business marketing 

In B2B marketing, one business informs another business about a product or service. In B2B 

marketing, digital marketing can be divided into transactional and relationship digital 

marketing. Transactional digital marketing focuses on business purchases of products, 

whereas relationship digital marketing focuses on business requiring sales relationships to 

market and sell.  

The research has features of both digital marketing models mentioned. However, the key 

focus concern transactional digital marketing, as the key objective is to increase sales 

through leads. The relationship digital marketing features relates to interaction between other 

companies during the event. (Hall 2017).       

Lead 

The marketing and sales process for leads can be divided into two phases: lead generation 

and lead management. Lead generation refers to the marketing activities aimed at attracting 

and capturing interest in a product or service. Lead management is the process of collecting 

potential leads, tracking them and transferring them to sales. Sales lead generation is creating 

insights about potential clients through focusing on specific audiences, identifying leads, 

sharing information, and influencing decisions. Sales led conversion is transforming sales 

leads into actual sales through effective presentations and persuasive techniques (Somnath, 

Pradeep 2019).  

One effective strategy for generating leads is event marketing. It is an effective way to build 

lasting relationships and connect with existing customers for additional sales. Events offer 

businesses the opportunity to meet leads in person, making it easier to make a strong 

impression. Personal interaction helps to strengthen customer relationships and leave a 

lasting impression on a potential lead for the product or service being sold (Rothman 2014). 

Intersolar 2024 
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The Intersolar exhibition is one of the largest and most influential trade fairs in the global 

solar industry, covering various aspects of solar energy, energy storage, and related 

technologies. Held in multiple locations around the world, the exhibition serves as a major 

hub for connecting manufacturers, suppliers, installers, and innovators within the 

renewable energy sector. These exhibitions provide industry professionals with valuable 

opportunities to network, discover the latest innovations, and explore key market trends 

that shape the renewable energy landscape worldwide. (Intersolar, 2024; The Smarter E, 

2024). 

The Intersolar Europe 2024 exhibition, based in Munich, Germany, is the flagship event, 

attracting thousands of attendees from across the world. Scheduled for June 19-21, 2024, it 

is part of the broader "The Smarter E Europe" initiative, which focuses on the energy 

industry's transition toward sustainable and renewable solutions. As part of the broader The 

smarter E Europe innovation hub, it will run alongside three other exhibitions focused on 

renewable energy, covering energy storage (ees Europe), e-mobility (Power2Drive 

Europe), and energy management (EM-Power Europe). In 2024, 3,000 exhibitors from 55 

countries and around 110,000 visitors from 176 countries attended the exhibition. 

(Intersolar, 2024; The Smarter E, 2024). 

Intersolar Europe has its origins back in 1991 in Germany. Already 30 years ago, the vision 

of solar energy and a greener energy economy was at the heart of the event. In 1991, 

however, the event was in a completely different league, with only five solar energy 

companies participating.  Since then, the number of exhibitors and visitors to the event has 

grown steadily from year to year. The development follows renewable energy, particularly 

solar energy. (Intersolar, 2024; The Smarter E, 2024) 

Lead management tool  

Lead management can often be made more effective by using Lead Management Tool 

(LMT). These are IT tools created to streamline and enhance the lead management process 

through automation and support. The absence of an LMT for lead management can lead to 

a negative outcome of the marketing campaign, with poor quality, delayed or ineffective 

leads (Andreev, Benyoucef, Hood, & Ohiomah (2019) 

Customer Relationship Management 
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Customer Relationship Management (CRM) is a business approach focused on acquiring 

and managing relationships with customers to maximize their long-term value. LMT is an 

essential part of CRM as it improves lead management during the sales process. 

Essentially, companies using CRM seek to boost the loyalty of profitable customers and 

enhance the profitability of those who are already profitable (Fjermestad & Romano, 

2006). 

Project management tool 

Project management tools assist the project manager in understanding and organizing key 

aspects such as the project's scope, schedule, budget, resources, and team structure. They are 

mainly used to ensure tasks are carried out effectively and to track progress (Gurjar 2016).  

Data collection tool 

A data collection tool can be defined as any system, software or tool used in systematic 

information collection. These tools may vary by the nature of the information. A data 

collection tool can have features such as a questionnaire, notes, a media library, an email 

tool, and an automated data collection with an image scanning feature. (Taherdoost, 2021) 

Google Sheets 

Google Sheets is part of the Google Workspace package. It is a spreadsheet application that 

allows you to create and edit spreadsheets in real time. It has a wide range of features, 

including charts, graphs and pivot tables. It can be used on any device with an internet 

connection, such as a computer or phone. The tool is widely used by digital marketing 

professionals. The advantages of the tool are its ease of use, collaboration features and 

availability. The tool enables real-time collaboration as several people can edit and use the 

spreadsheets at the same time. The tool allows for the creation of customised templates, 

which enables the management of the data needed. Data can be easily sorted, filtered and 

classified. It can be integrated with other applications and tools, such as various CRM 

systems. The tool is free to use, which allows its widespread use without heavy investments. 

(Google, 2024) 
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2.4. Theoretical framework 

The theoretical framework for the research integrates data-driven marketing theory and 

relationship marketing theory to explore how solar manufacturers can leverage these 

approaches, maintaining customer-centric focus in solar energy events for enhanced 

marketing effectiveness and to start building relationships with new leads. 

2.4.1. Data-driven marketing theory 

Data-driven marketing theory provides a framework for leveraging data and technology to 

enhance marketing effectiveness. By personalizing content, automating processes, and using 

data to inform decisions, companies can improve lead generation, optimize resource 

allocation, and achieve better alignment between marketing and sales efforts.  

The theory emphasizes the critical importance of creating and delivering content that is 

compelling, relevant, and valuable, specifically tailored to meet the needs of individual 

customers. Achieving personalization involves a deep understanding of customer 

preferences, behaviors, and interactions, which is facilitated through thorough data analysis. 

To effectively implement data-driven marketing, companies frequently employ marketing 

automation software. These tools empower marketers to target customers with the right 

content at the optimal time, automate customer communications, and streamline the content 

delivery process (Järvinen, & Taiminen, 2016; Mahmoud 2024; Carnevali, Margulies & 

Sangster 2017). 

By automating routine tasks and prequalifying sales leads, data-driven marketing 

significantly enhances the efficiency of marketing and sales organizations. Automation 

allows sales teams to concentrate more on actual sales activities rather than spending time 

assessing lead quality, thereby optimizing the allocation of resources. The theory 

underscores the positive impact of data-driven approaches on both the volume and quality 

of sales leads. Utilizing data to inform marketing strategies enables companies to generate 

higher-quality leads that have a greater likelihood of converting into sales. Furthermore, 

data-driven marketing improves the transparency of marketing contributions to sales 

outcomes. It facilitates the transformation of the marketing department from a tactical 
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support role into a strategic decision-making unit, providing valuable insights that drive 

business growth (Järvinen et al. 2016; Mahmoud 2024; Carnevali et al. 2017). 

2.4.2. Relationship marketing theory 

Relationship marketing theory focuses on building long-term relationships with customers 

rather than just focusing on individual transactions. The theory posits that by fostering 

strong, ongoing relationships with customers, businesses can achieve greater customer 

loyalty, higher customer lifetime value, and more sustainable success (Vahlen-Hollensen, 

2019; Morgan & Hunt 1994). 

Relationship marketing theory emphasizes the importance of customer retention, 

highlighting that retaining existing customers is often more cost-effective and profitable than 

acquiring new ones. To achieve this, businesses can employ strategies such as personalized 

communication, loyalty programs, and excellent customer service. (Vahlen-Hollensen, 

2019) Another key concept is customer satisfaction, which focuses on meeting and 

exceeding customer expectations to ensure their satisfaction. The concept involves gathering 

customer feedback, addressing complaints promptly, and continuously improving products 

and services. (Morgan et al., 1994) 

Building trust and commitment between the business and its customers is crucial for long-

term relationships. This can be achieved through transparency, reliability, and consistently 

delivering on promises. Two-way communication is encouraged, promoting open and 

ongoing dialogue between the business and its customers. Various channels such as social 

media, email, and customer service interactions are utilized to engage with customers and 

understand their needs. Customer engagement is a vital concept, involving actively engaging 

customers in the brand experience. Strategies to foster engagement include creating 

interactive content, hosting events, and encouraging user-generated content. These key 

concepts collectively contribute to the development and maintenance of strong, long-term 

relationships with customers, which is the core focus of Relationship marketing theory. 

(Vahlen-Hollensen, 2019) 
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3. Research methodology 

The author, who conducted the research, is a digital marketing manager in the company 

researched. The company was chosen based on the fact that the digital marketing manager 

had unlimited access to the data of the company. To get reliable results in all aspects, it was 

determined that researching the company where the digital marketing manager works can 

provide unfiltered information and data. The digital marketing manager could provide higher 

level of reliability than a person without personal ties to the company when working with 

multiple stakeholders in the process.    

Company researched is a Swiss solar manufacturer, established in 1993. The company 

employs around 200 people and has two factories, one in Switzerland and one in China. They 

are one of the market leaders in Switzerland. 

The event where the research was conducted is Intersolar Europe 2024 that did take place in 

Munich, Germany, from June 19th to June 21st, 2024, and did attract a large audience of 

industry professionals, innovators, and potential buyers from around the globe. (Intersolar, 

2024) To ensure a successful turnout and enhance engagement, a comprehensive digital 

marketing strategy with a focus on lead collection was critical.      

On-site in Intersolar Europe 2024, the members of the company researched are head of 

marketing, digital marketing manager, event manager, three administration people, nine 

sales managers, chief commercial officer and chief executive officer, which makes it a total 

of seventeen employees.  

The research combines both qualitative and quantitative methods. Combining the different 

methods provides out the strengths of each. However, the different strengths can pose 

challenges. A well-established concept in the literature for combining research mentions is 

mixed methods. The key objectives of several methods are firstly to produce consistent 

results across methods, secondly to achieve additional coverage, and thirdly to improve the 

efficiency of the results of one method by another method (Morgan, 2014). 

Qualitative and quantitative research are two different research methods with their own 

specific characteristics. Qualitative research aims for generalizability, predictability and 

causal explanations, while qualitative research aims for contextuality, interpretation and 
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understanding the actors' perspective. It is possible to combine quantitative and qualitative 

research methods, as has been executed in the research. The combination of the two can be 

referred to as multistrategic research. (Hirsjärvi & Hurme, 2022)  

The research is a case study. Case study is a broad approach to a matter that can involve 

different methods and viewpoints. It may focus on either one case or multiple cases, 

sometimes comparing them. The key idea is that the case should have clear boundaries, often 

centered around a specific organization, problem, or issue, or involve a comparison between 

two or more cases (Hackley, 2020). Case studies are frequently used in qualitative research 

(Bryman, 2012). 

Case study research aims to reduce simplistic research designs but still provides guidelines 

to draw the line in between the types of, in this case, the effectiveness of the lead collection 

methods (Eriksson & Kovalainen, 2008). Common to the different definitions of case studies 

is the emphasis on producing detailed and comprehensive information based on the analysis 

of multiple empirical sources with a rich context. (Eriksson et al., 2008) Case studies have a 

flexibility that other qualitative approaches do not easily offer (Ebneyamini & Sadeghi 

Moghadam, 2018).   

3.1. MoSCoW method 

Dai Clegg and Richard Baker invented the MoSCoW acronym in 1994. The MosCoW 

method is widely used in project management and software development. It is a prioritisation 

technique that provides predictability to a project. It allows tasks, features, or requirements 

to be ranked by importance. It is known as feature buffers. (Eduardo, 2022) 

The name MoSCoW comes from the letters M, S, C and W, which stand for priority. A ‘must 

have’ is a set of features or tasks that are the most critical and essential to the success of a 

task, without which the task cannot be completed and will be interrupted or fall short.  

‘Should have’ describes important tasks or attributes that are not the most important, but 

without which the task can be completed. However, they add to the quality. ‘Could have’ 

includes tasks or features that are not essential but would be a good addition to the outcome. 

‘Won’t have’ includes features or tasks that are excluded from the current workload but may 
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be included at a later stage. Based on the distribution, it is possible to allocate the input to 

the project between the different priorities in percentage terms. (Eduardo, 2022) 

3.2. Qualitative research 

The aim of qualitative part of the research is to understand the nature of phenomena (DeWalt, 

2011). In the research, qualitative data is obtained through participant observation and 

qualitative interviews, which are conducted separately to maximise the reliability of the case 

study. (Rubin & Rubin, 2004) 

Qualitative study is a descriptive study in the research. A descriptive study is a research 

method that seeks to precisely and methodically outline a population, situation, or 

phenomenon. It aims to give a thorough description of the characteristics, behaviors, and 

conditions of the subject being examined, without trying to establish cause-and-effect 

relationships. This type of study typically gathers data through surveys, observations, and 

case studies to build a detailed picture of the subject. The main objective is to collect 

information that helps to understand the "what" aspect of the research question, laying the 

groundwork for further exploratory or explanatory research. (Siedlecki, 2020) 

The qualitative part of the research is conducted as an interview together with the head of 

international sales of the solar manufacturer researched and field observation executed by a 

digital marketing manager of the company. The study uses a case study approach, combining 

both qualitative and quantitative methods to explore the topic in a comprehensive way. The 

qualitative part of the study includes field observations and interviews to gain an in-depth 

understanding of the context and insights into participants' behaviour and perceptions. The 

quantitative aspect, on the other hand, will focus on the collection of leads, which will enable 

the analysis of measurable data to support the findings of the study. By combining these two 

methods, the study aims to provide a more holistic perspective that draws on the strengths 

of both qualitative and quantitative. 
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3.2.1 Field observation 

A field observation has been chosen to analyse the process, time use, lead quality and lead 

segments in the exhibition. Qualitative methods such as participant observation are 

appropriate for this type of research. 

Field observation typically involves collecting data in a real environment. Fieldwork refers 

to a research approach where the researcher actively collects data directly from the source. 

It emphasizes firsthand experience and observation within the research context. The 

method involves personal interaction and engagement between the researcher and the 

participants. The aim is to collect data to study the subject as it occurs, without the need for 

a specially arranged artificial research environment. In a field study, participants are 

observed, interacted and interviewed in a natural setting. Common methods of field 

observation include observation, interviews, questionnaires and participant observation. It 

is typically classified as a qualitative research method (Pole, Hillyard, 2016). 

The field observation is conducted as participant observation. Participant observation is a 

way to collect data in naturalistic settings by as the researcher observe and/or take part of 

the activities (DeWalt, 2011).  Participation can be categorised as active and passive 

participation. It is not possible to define in detail what active participation includes, 

however the boundary between active and passive participation must be defined in the light 

of the characteristics of the study and the situation under examination. In the study, 

participation is categorized as active, as it is a shared experience of the activities, rhythms, 

limitations and demands of the other social actors in the field. In other words, not just 

being there, but also doing it among others. (Pole, Hillyard, 2016). 

Field observation allows to examine the processes used in an event in their real context. It 

allows to capture the event and interactions in a natural setting, giving a complete picture of 

the event and the behavior of the participants. It enables a deeper understanding of 

underlying meanings, motivations and experiences. Data collected through observation can 

be unpredictable and complex. The qualitative method is flexible and allows the study to 

adapt during the research process, for example by taking into account new, unexpected 

phenomena or patterns of interaction. Examining the time use, and processes requires an 

understanding of how and why certain activities occur in a particular order or time. Field 
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observation focuses on understanding phenomena in their natural context, which is central 

to such complex studies of human behavior (Rubin, et al., 2004). 

In the research, the field observation was concluded on the execution of MoSCoW method 

on-site. The method was chosen to narrow the subject and to keep the focus on the priorities 

that were defined before the event. The priorities are summarised in Table 1. 

3.2.2. Interview 

Interviews are suitable for various research purposes. At its very simple definition, an 

interview can be defined as a conversation with a predefined purpose. The interview 

conducted in the research context can be classified as semi-structured theme interview. 

Semi-structured theme interviews are categorized as qualitative interviews. There is no 

unambiguous definition of the interview format, however as the name suggests, it falls 

somewhere between a questionnaire interview and an unstructured interview. Semi-

structured interviews often have predefined questions, but the interviewees are free to 

respond in their own words. Some guiding perspectives for the interview are set in 

advance, but not all. (Hirsjärvi et al., 2022) 

Qualitative interviews can be used to understand experiences and reconstruct events. In 

qualitative research, semi-structured interviews are commonly used to explore complex 

issues, behaviors and social contexts. In this context, it allows for an in-depth understanding 

of the subject matter. In qualitative interviews, the researcher gently guides the interviewee 

in a wider discussion. Each qualitative interview is unique. (Rubin, et al., 2004) 

The interview data has been analysed using content analysis, which is a standard method for 

qualitative research analyse. The result of the interview is expected to be with a focus of 

improving the process. The results of the interview will be reflected in the theoretical part of 

the thesis and in the frameworks developed on the basis of the quantitative research results. 

The main reason of the interview was to get a deeper sales perspective. 

The interview was conducted with the International Head of Sales of the company. The 

interviewee is managing a team of five, and three of the members in his team were on-site in 

Intersolar 2024. The interview’s focus was to get a deeper understanding of the effectiveness 

of the digital marketing process and to go into detail of what could have been improved.  
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The interview questions were the following: 

1. What was particularly good in the digital marketing process in Intersolar 2024? 

2. What would have needed to be improved in the digital marketing process? 

3. Why was the target for the number of leads collected (450) not met? (We got 411) 

4. Why was the number of offers (90) in 30 days from the beginning of the event not reached? 

(We got 77) 

The questions were given to the International Head of Sales in person to make sure there 

was a clarity, and all the questions were asked that were still open. Interview questions would 

then be sent to the interviewed person and the answers would be given to the interviewer as 

voice recordings. Content analysis, a qualitative analysis method, was partly used to analyse 

the interview results.  

After receiving the recordings, the analysis of the data was started. The interview recordings 

were transcribed in text format. The material was then gone through several times to ensure 

that a clear overall picture of the content was obtained. There were only four questions, so 

there was no need to reorganise them, for example by topic, however they were discussed in 

the order presented. Relevant identifiers were identified from the material and highlighted.  

As the researcher was a participant in the event, particular attention had to be paid to his own 

preconceptions, which were tried to minimise. In the analysis, the responses were relatively 

short, so there was no need to code them into smaller sections or break them down, for 

example, by themes.  

The analysis extracted points relevant to the research questions and the framework, in 

particular by summarising the responses. The interview was conducted with only one person, 

which emphasises the individuality of the interviewee in the analysis. The results were 

processed to ensure that the identity of the individual was not revealed. (Tuomi 2024) 

3.3. Quantitative study 

Quantitative research is data collection that focuses on the numerical aspects of analysis. In 

a quantitative study, the data collected from the survey can be represented as numbers. 
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Numbers are used to reach descriptions, conclusions, explanations and predictions (Malcolm 

2021). 

The quantitative data in the research is collected with a lead collection tool (LCT) with a 

questionnaire used to report the details of conversations of leads. The idea is to collect as 

much relevant information as possible, then to make it in representative format. These leads 

would be given to the sales department after the event, with the missing information enriched 

by two marketing interns and after the digital marketing manager modifies the data in the 

most efficient way for salespeople to work with the list.   

3.3.1 Numerical data collection 

The quantitative part of the case study is about the number of leads that were collected in 

the event and then enriched with additional information and modified presentable and as 

effective as possible for sales team to contact them afterwards. 

The leads were labelled into three categories: 1 (high), 2 (medium) and 3 (low). Leads 

labelled as one should be contacted first, as soon as possible after the event. Leads labelled 

as two should be contacted immediately after the high-priority leads. Low priority leads 

should be contacted, but it is not a priority. 

In the research, quantitative research enables the collection and classification of leads. 

Collection and classification encourages the sales team to prioritise contacts, which is 

important for efficient use of resources. The role of quantitative research is to support and 

confirm the results of qualitative research. It provides objective and measurable data that 

complements the depth and context of the qualitative data. The combination of measurable 

data and objective helps to provide a more complete picture of the research topic. The 

approach allows for a larger data set to be analysed, which can help to identify trends and 

associations that may not be apparent in qualitative research. By examining at the quantity 

and quality of leads collected, it is possible to analyse which factors influence the 

effectiveness of leads in the sales process. Quantitative research tends to be objective, and 

the data obtained is generalisable to larger populations. This makes the results more reliable 

and strengthens the validity of the study. (Ghanad, 2023) 
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3.4. Limitations & reliability 

The research has sought to delve specifically into the dynamics and processes of the selected 

exhibition. As the research is based on data from only one exhibition, its interpretations may 

not be generalisable to other fairs or events. Different fairs and events may differ 

significantly from each other, with different types of participants, themes and marketing 

strategies. 

The reliability and validity of the research may be compromised because the field 

observation of the data is based on data collected by only one employee and the interview is 

based on the experiences of only one employee. The target group of the interview is 

confined, as it has been decided to interview one employee. The subjectivity of the observer 

may be reflected in the results of the field observation. 

The existing research and literature on the topic are confined, making it challenging to 

compare or validate the findings against other studies, or to get confirmation from literature. 

The research methods used in the research are field observation and interviews and for the 

quantitative part lead collection. The research has excluded other possible research methods 

that might have led to different results. The study focuses on selected aspects of generating 

and collecting leads, leaving other aspects such as customer experience undiscussed. 

Salespeople were extremely busy during the event and the contact cards that needed to be 

inserted in the data collection tool as an image of a contact card, auto-fulfilling information 

in the fields and/or manually adding the data needed. It can happen that a contact card gets 

lost or that the salespeople did not enter the data on purpose in the data collection tool. For 

example, when the lead quality was bad, and the salesperson did not want to contact the 

person after the event or when the salesperson contacted the person of a contact card that 

they did not update in our data collection tool which would mean that it is not trackable from 

the marketing end of the process.  

Interpretive subjectivity is the outcome of the self-consciousness of an individual in a 

subjective matter (Oxford University Press, 2024). Salespeople of the company in the case 

study might find the priority scale differently. There were no guidelines concluded 

beforehand to the sales department with the labelling of their leads to 1 (High), 2 (Medium) 

and 3 (Low). The decision to not label the priorisation scale was decided as the end goal of 
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this event was to create 90 sales offers to new customers in one month after the event. In this 

specific case, it highlights that it is more relevant for sales to use their own techniques to 

prepare the labelling in a way that they know who to contact first, not reach the clearer end-

goal from the marketing team’s point of view. 

 

4. Sales process with digital marketing tools 

Sales process with digital marketing tools was created before the event using MoSCoW 

method. MoSCoW method is necessary for defining priorities of the sales process with 

digital marketing tools. The process shall be familiarised for an effective and precise 

understanding of the analysis later in the thesis, as the field observation was executed of the 

MoSCoW method. 

4.1.MoSCoW method 

In the purpose of creating information to analyse qualitatively and quantitatively, there were 

guidelines and priorities needed to define the complete digital process of the event. MoSCow 

method was used before the event to gather all the relevant steps to be taken before, during 

– and after the event. The digital marketing manager, together with head of sales and event 

manager defined the digital priorities in the MoSCoW method.   

 Table 1: MoSCoW method table of the event process 
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4.1.1 Must have – Intersolar 2024 

M stands for Must have. In the digital process of Intersolar 2024, priority level, “Must have” 

included majority of the steps (Table 1). All the steps and why they were needed are clarified 

below. 

Brochure links should be shared directly with visitors at the booth. Providing the information 

promptly ensures that interested leads receive comprehensive details about the products 

immediately, enhancing their engagement and interest. They might subscribe to a newsletter 

while going through the additional information. It is necessary to acknowledge that these 

links are shareable. It can help to get the information to the decision-makers. 

Email signatures and email templates should contain all the information needed to contact 

and approach the salesperson via phone or email, and the address, post number and city of 

the company should be visible as well. The person interested can create a complete profile 

to their own system or write it somewhere with the purpose of contacting the company 

researched. Additionally, it can accelerate the sales process and make the approach more 

personalised. 

The questionnaire and fields within the LCT should be designed to align with the sales 

strategy, ensuring that the information gathered is directly applicable to potential sales 

opportunities. After the event, a Google Sheet containing all relevant lead information 

should be promptly provided to the sales team to facilitate immediate follow-up and 

engagement. On-site offers can help to quicken the sales pipeline when a lead is making a 

quick decision. Impulsive buying happens spontaneously and without much thought. Often, 

people make unplanned purchases because seeing a product triggers a sudden realization that 

they need it. Consequently, without thoroughly considering their actual need for the item, 

consumers may end up purchasing various things they don't actually need (Fennis & Stroebe, 

2021). 

For on-site offer submissions to potential customers, a form capturing all relevant 

information was utilized. The information was sent to the sales administration team, who 

then prepared the offer. The completed offer was sent back to the Intersolar 2024 event site, 

where it was printed and delivered to the prospective customer by either an assistant or the 

salesperson directly. 
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Before generating an on-site offer, it is essential for the salesperson to establish an 

environment where the lead finds himself comfortable and confident in signing a deal. To 

create a comfortable environment in an event, it requires quiet spaces equipped with the 

necessary digital tools. Specifically, there should be private rooms with laptops that have 

access to project management software, LCTs, and comprehensive product information to 

facilitate the sales process effectively. 

The company offers a tool designed for business-to-client leads, allowing them to 

independently calculate the cost of installing a solar roof using specific products on their 

own property. To accommodate this, multiple stations should be available where leads can 

use the calculation tool, either on their own or with assistance. These interactions typically 

require more time compared to B2B leads and generally yield a smaller financial return. To 

minimize basic, time-consuming inquiries, TVs are mounted on-site to display marketing 

videos for each product. These videos demonstrate how the solar modules operate, their 

installation process, and the amount of power they generate. 

4.1.2 Should have 

S in MoSCoW model stands for Should have. Steps labelled as should have been the ones 

that are needed, but not mandatory.  

Having all the forms in the event available in the main four languages that leads usually 

helps the salespeople to push the products and gives them possibilities to negotiate about 

complex topics in the mother language of a lead. Using mother language makes the 

salespeople's message more effective, when the lead has more information available. In the 

event, the digital brochures were available in English, French, German and Italian. 

Data collection backups should be exported after each day to make sure that the collected 

data does not get lost. Intersolar 2024 lasted three days. Individuals who express interest 

often wish to subscribe to a newsletter to stay informed. At the event, when attendees opted 

in, they were added to the newsletter mailing list. By tracking the opening and clicking 

activity of these newsletters, engaged leads can be identified and forwarded to the sales team 

for follow-up. During the event, leads may send emails seeking more information about a 

product or asking additional questions. Projects involving solar modules often require 
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specific details, such as certificates and product specifications. Therefore, it is essential to 

have a dedicated person monitoring the general mailbox to promptly assist and support these 

inquiries. The sales team should contact the leads after the event. They start with priority 

one, then move to priority two and then to the remaining leads with priority three. Tracking 

their contacting process can help the marketing team to have an overview of the quality and 

it can help to plan marketing campaigns when they know who has been contacted and when.  

In Intersolar 2024, there are many people working on-site besides just the sales team, such 

as marketing- and administration people. It can happen that all the salespeople are occupied, 

and a person interested is not provided with consultancy. It is crucial to not let these people 

leave the booth as they are interested in the products. With these leads, there should be 

someone who can accompany and support them with basic questions until a salesperson can 

take over. 

4.1.3. Could have 

In the MoSCoW method, C stands for Could have. These fields are often things that could 

be nice to have. In Intersolar 2024, these fields were planned to be used in case there is extra 

time to implement them. 

Having devices provided by the company for lead scanning process would inspect more 

professional than using personal mobile devices with random mobile cases. It can appear 

unprofessional and make leads consider that salesperson is using their mobile device instead 

of supporting them with possible questions. Matching phone cases for example, can be a part 

of corporate identity. 

The company does not have a customer relationship system which creates an issue with the 

possibility that the leads collected will get lost, it could be a possibility to import these leads 

in the ERP system that the company uses. QR code on-site with a link to a contact form and 

website could be a possibility to prevent leads to engaging in case of busy salespeople. 

In the event, time-tracking tool could have projects that the employees can log on time 

working on-site. Time management could make the process more efficient, when there is a 

way to track how the salespeople managed their schedule. Tracking sales success is not the 
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marketing team’s responsibility, however it could support increasing the budget for the next 

event. 

4.1.4. Won’t have 

W in the MoSCoW method stands for Won’t have. These are often things that would be nice 

to have, but there is no time to make them happen. 

Having a download center for the biggest business segment, installers, is an opportunity to 

help them have a deeper understanding of the products and have details, such as product 

installation information, to be possible to read on-site. QR codes on each product showcased 

could help leads to get answers to questions they possibly have – on the other hand, it can 

prevent them from interacting with salespeople, which can reduce the number of sales. 

Recruiting on-site at Europe's largest solar energy event could attract new talent to join the 

company. It can be considered time-consuming and it would be smarter to encourage them 

to send an application instead of face-to-face talent recruitment. 

French- and Italian-speakers were minorities when it comes to visitors and leads. Showing 

information videos in their mother language would take time off from the videos in English- 

and German that most of the visitors were using. Overall, the method was found to be helpful 

in project planning and used on-site to draw lines when time was confined. 

4.2.  Example of the sales process  

In Intersolar 2024, leads were collected and contacted with the following steps in 

chronological order:   

1 A person interested in the products showcased in the booth would come to have a 

discussion with a salesperson or a salesperson would start a conversation with a person close 

to or inside our booth. 

2. The salesperson prioritizes understanding the individual's needs and promoting products 

that may be of interest to them. They showcase relevant products and flyers available at the 
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booth. The conversation topics are aligned with the questions in the data collection tool to 

ensure consistency and relevance. 

3. The salesperson aims to drive direct sales by securing a meeting time with the lead and 

distributing complimentary items such as product flyers, markers, pens, tote bags, 

chocolates, sunscreen, and beverages. 

4. The salesperson can complete a form with all the necessary information, which will be 

used to generate an offer at the company's headquarters in Switzerland. The offer created is 

then printed on-site at the Intersolar 2024 event in Munich. 

5. After the face-to-face interaction concludes and the lead departs from the booth, the 

salesperson captures an image of the lead's contact card and completes the data collection 

questionnaire with all necessary information. The information is stored in the data collection 

tool until the event concludes.  

6. The digital marketing manager transfers the data from the data collection tool to Google 

Sheets, where it is further enriched by marketing interns. The data is then formatted into a 

presentable manner, allowing the salespersons to begin contacting the leads two business 

days after the event. 

7. The salesperson utilizes the Google Sheet to monitor which leads have been contacted, 

noting whether the contact was made via mobile phone or email. They track which leads 

require follow-up and record the follow-up dates in the document. The process is overseen 

by the digital marketing manager, who takes on-site notes to refine and improve the process 

both during and after the event through field observations. 

5. Data analysis  

The data of the research has been analysed with participant observation executed on-site 

about the processes defined in the MoSCoW method created before the event. An interview 

with the head of international sales provides the sales perspective into the digital marketing 

process’ success of the event and the numerical data is collected to get reliable, quantitative 

data to back up the subjective data collected. 
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5.1.Field observation of the MoSCoW method 

Field observation was concluded with real-time notes with bullet points. After the event, the 

bullet points were analysed step-by-step to make sure that no information gets lost. These 

qualitative findings will be analysed using the steps of the MoSCoW method used before the 

event. 

The Data-driven marketing theory highlights optimising resource allocation and achieving 

better alignment between marketing and sales efforts. The research uses the MoSCoW 

method to prioritise tasks and allocate resources effectively.  For example, ensuring that the 

“Must have” features accessed in next Chapter 5.1.1, such as the on-site process and digital 

tools, are priotised to maximise sales opportunities. 

5.1.1 Must have 

In the MoSCoW method used in the planning phase of the event, it was confirmed during 

the first day that all the “Must have” features were confirmed to be in use. Quiet space with 

digital tools was used in all three days and many offers were created because of digital 

process with printing possibility. It was mentioned that the process to create offers on-site 

ended up being a huge success and led to direct sales on-site. Such possibilities were not 

seen to be used by any of the competitors, as digital marketing manager and multiple 

salespeople went around the event undercover, as potential B2C, and such feature was never 

offered by the competitors. 

Relationship marketing theory focuses on fostering long-term relationships with customers. 

During the event, it was achieved by engaging with leads in a meaningful way, such as 

through face-to-face interactions and personilised offers. The quiet spaces with digital tools 

for direct sales can be used to create a comfortable environment for building trust and 

commitment with potential customers.  

The data-driven marketing theory emphasizes the importance of personalising content and 

automating processes to enhance marketing effectiveness. In Intersolar 2024, it was applied 

by using the LCT to gather detailed information about each lead, which can then be used to 

tailor follow-up communications. The email templates and signatures prepared for each 
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salesperson was personalised based on the data collected, ensuring that each lead receives 

relevant and compelling content.  

Email templates with a follow-up email, personalised email signatures, brochures behind 

links, QR codes and digital marketing videos worked all as it supposed to, however some 

improvements were noticeable already on-site that would be implemented in the future. All 

the improvements will be discussed later on the analysis part to maximise the clearance for 

implementation. 

LCT and project management tool were prepared with the right data and surveys to have 

great success. The sales team was happy with the clear process and were able to work 

effectively with them. 

Three laptops with a focus on B2C tools were placed on-site as planned. Nevertheless, it was 

noticed that these three spots would take too much time for the salespeople to generate sales, 

meaning that the time used was not creating engagement that would have been wanted to 

achieve. Overall B2C leads took much time and the whole process with B2C leads was 

improved on-site to maximise the sales activity with B2B sales. 

Google Sheet with all the relevant information of the leads was enriched in two days after 

the event and the leads were handed over to the sales department in three working days after 

the event. The handover deadline was successfully met, as agreed upon with the company's 

sales director and head of marketing. Google Sheets had to be used as the company does not 

have a customer relationship management system. 

Overall, all the Must have fields were used successfully and the plan worked as it was hoped. 

Nevertheless, there were things to improve and that could be implemented for events in 

future. 

The first day started with problems in the technical process that would allow the digital 

execution of the lead collection. The wireless connection on-site was weak, and it made the 

digital marketing manager contact IT to solve the issue and create a backup plan for a better 

connection. Poor connection would make the creation of offers on-site impossible, however 

the concern never became reality as the connection was fixed on-site by the IT service of the 

event organiser.  
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Plan B mentioned replacing the poor wireless internet connection that was created during 

the uncertainty on-site, which would have been that the person with the best mobile internet 

plan would share the internet. IT of the company made it clear that in this type of event, the 

internet would be better when shared as a hotspot only by one person, instead of multiple. 

After solving the wireless connection issue, the digital marketing manager gave a precise, 

step-by-step guide to the sales department of how to collect the leads. The sales department 

was already given the instructions beforehand, and the process was clear already at that point. 

Most questions during the step-by-step briefing were raised when the on-site offer creation 

process was introduced.  

After teaching the process, the process was clear, and there were no issues with 

understanding the process. Other things that had to be taken care of were the downloading 

of the LCT and the project management tool before the event began. It was mentioned in an 

email before the event, but clearly not followed up consistently to make sure it was 

concluded. The missing apps created a short window of panicking for a couple of salespeople 

and took their focus off from the preparations and getting to know the event stand. It was 

not an obstacle, as the salespeople still had enough time to get comfortable with the features 

that were available on-site. 

During the wireless connection issues, digital marketing manager got an idea that 

salespeople could use their mobile device to print the offer as all the mobile devices were 

connected to the same wireless connection as the printer that was used to create the offers. 

It was noted but it was decided that it was not used during the event as the internet connection 

was not reliable enough. 

As mentioned, B2C leads process was modified on-site. Originally, there was no plan to 

separate the B2C and B2B leads as two different segments that would have been handled 

differently. As the B2C lead process would take much time, it was decided that the marketing 

people and administration would try to engage with B2C leads and try them to move on from 

the booth as they would often not have legitimate interest to buy directly from the company, 

but ask more basic information regarding solar and differences between the solar modules 

on-site.  

On-site, it was noticed quickly already on the first day that the salespeople had no free time 

and that they would not be able to handle the leads alone. It created an issue that was not 
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prepared as other people on-site had never gotten sales training and specific product 

introductions before the event from the company and their skills were confined when it came 

to supporting and promoting the solar modules. Luckily, most of the people working on-site 

had great communication skills and some knowledge about solar modules and the industry 

overall. 

Finally, all the B2B leads who did not have a salesperson available tried to keep on-site with 

general discussion about the solar modules by the people from other departments working 

there and then handed over instantly when a salesperson would become available. In the 

future, sales and product training needs to be given to all the parties on-site who can’t be 

replaced with a salesperson. 

The Relationship marketing theory emphasises customer satisfaction and engagement as key 

components of long-term relationships. It can be implemented by ensuring that sales process 

is smooth and that leads are followed up promptly after the event. The use of Google Sheets 

to track lead interactions and follow-ups can help maintain engagement and ensure that 

customer needs are met.  

Another time-consuming segment was existing customers who wanted to catch up. 

Relationships with existing customers were not a priority for the company at the event, and 

for the time optimization, it would have been useful to have some instructions on how to 

handle them as quickly as possible, without hurting the relationship. Often the salespeople 

would ignore the fact that their customers should not be prioritised and felt that it was more 

important to maintain and improve the relationship with existing customers. The Digital 

marketing manager was informed already before the event that he should not communicate 

on social media about the participation of the company in the event to avoid existing 

customers showing up on-site. 

All the improvements that were discussed on-site about the ‘Must have’ were mainly with a 

focus on evolving the current process, which concludes that the event process overall was a 

success. 
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5.1.2 Should have 

In the event, steps labelled as Should have were mostly supporting actions in the back end 

and to help sales to generate sales. Support on-site from administration and marketing with 

B2C leads was discussed briefly before the event. It was executed as it was supposed to, but 

not because of proper communication and training, but because of talented individuals.  

As previously established, one person was responsible for monitoring the general mailbox 

for inquiries and forwarding all the leads to the correct departments. Leads were collected to 

the newsletter with an opt-in possibility. All the forms were translated in English, French, 

German and Italian, which helped the salespeople to promote the products in detail in the 

mother languages of the leads. 

After the event, sales follow-ups were tracked. Follow-ups were sent via email and over 

phone calls from the sales department. It was noted that the step was essential, as it led to 

sales being generated due to the clear instructions and high-quality leads. Digital marketing 

manager got praise on the column structure introduced and the precise data enrichment 

which reduced the sales pipeline with some steps. 

An area for improvement was the lack of preparation and advance notice for the 

administration and marketing teams regarding the level of support they would be required to 

provide. It caught many people by surprise that they were suddenly doing sales jobs without 

proper training. This time they succeeded, however it was due to the efforts of intelligent, 

social, and communicative individuals doing their best, rather than being adequately 

prepared for their on-site tasks. 

Data collection backups were not done daily as planned. It was noticed that the LCT can 

handle the amount of data coming in from the three days that the Intersolar 2024 lasted and 

it was not seen necessary to spend time creating the backup files. 

5.1.3 Could have 

During Intersolar 2024, Could have –actions were mostly things that would create better data 

regarding the event itself that could be later used to optimise the time used in the event and 

improve the process itself with small steps. 
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Tracking the sales success of the event was discussed for proper reporting, nevertheless there 

was no clearance of who would be responsible. The company does not have simple tools for 

tracking the sales as they do not have a CRM in use. It was discussed that all the leads could 

be imported in the enterprise resource planning tool as contacts, but because of the system's 

ability to track results automatically, long-term, it was not done. It is only known how many 

modules were sold on-site and for how much, how many offers were generated, and how 

much the total amount of the offers was generated. There is currently no system in place for 

long-term tracking or identifying the lead source alongside the contacts, which would enable 

them to be monitored within the company's ERP system. 

Tracking the sales time management was not done on-site. Main reason was the busy 

schedule and priority to engage with leads, instead of using a mobile device. The QR-code 

for a contact form to be placed on-site was not done, as it was felt that it would have 

decreased the amount of human interaction happening on-site. 

On-site it was quickly noticed that salespeople need to do the scanning of the new leads as 

quickly as possible, most of the salespeople are using their mobile devices. Two salespeople 

wanted to use tablets that were provided by the company to appear more professional. 

5.1.4 Won’t have 

In preparation for the Intersolar 2024, there were actions that were discussed, but then 

decided to cut. Most of these actions were things that someone had suggested, but did not 

get the support from the other decision-makers. 

After the event it was decided that the downloading center web page for installers and QR 

codes on each product’s information page would be combined as one and prepared for the 

next event. 

The company has not been actively recruiting recently, which makes recruitment on-site a 

non-priority. Videos in all the languages were not used and will not be done as the majority 

of the leads speak one of the languages that the videos are currently presented. 
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5.1.5 Overview 

The Intersolar 2024 digital marketing process was a success. It is worth mentioning that the 

design was claimed to be one of the best by various leads and people working on-site who 

visited the booth. The great booth created a strong base to be successful in the digital 

marketing side of the event as there was a constant flow of people visiting the booth. 

The digital marketing efforts were executed effectively. The MoSCoW method was applied 

successfully, and the action requirements were not only adhered to but adapted and improved 

on-site. What was learned was that the process works, and that the things that can be 

improved are supporting actions such as communication before the event, data collection 

on-site and data management in the after process. 

5.2. Interview - International Head of Sales 

The interview process involved the International Head of Sales to gain insight into the digital 

marketing process's effectiveness at the Intersolar 2024 event.  

The interviewee appreciated the digital marketing process for its ability to register, edit, and 

send potential customer information efficiently. They highlighted the benefit of qualifying 

and registering leads, which allowed for more effective follow-up after the event. The 

process enabled the team to better address customer needs and target potential customers 

with the highest likelihood of closing a deal, thereby optimizing both time and financial 

resources. 

The interviewee noted that it would have been beneficial to have an integration between the 

digital tools used for data collection at the fair and their ERP system. The integration would 

have allowed for automatic registration of data in the ERP system, streamlining the process 

and improving efficiency. 

The interviewee found it challenging to answer the question of why the total amount of leads 

objective was not reached but emphasized the importance of conversion rates. They focused 

on the number of sales made through Intersolar compared to the number of people they met 

and collected data from, indicating that the metric was crucial for evaluating success. 
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The interviewee found it difficult to answer the question of why the target of the offers sent 

was not met, partly because they were not responsible for managing the fair or assessing its 

results. However, they emphasized that the key metrics to analyze are the turnover and the 

number of new clients generated. In the interviewee’s opinion, these metrics about turnover 

and the number of new clients generated are more crucial for determining whether investing 

in large fairs is financially smart in the future. 

5.3. Numerical data collection 

In the Intersolar 2024 event, in a total of three days, 411 leads were collected in the data 

collection tool. 112 (27.25%) of the 411 leads were high priority, labelled on-site as 1 (High), 

majority of the leads were labelled as 2 (Medium) priority with a percentage of 45.99%. The 

smallest number of leads, 110 were labelled 3 (Low) which equals 26.76% of the total 

number of leads. 

  

Chart 1: Intersolar 2024 leads per priority divided by the total number of leads 

In the event there were nine salespeople working and collecting the leads. Two marketing 

people were collecting leads as well and would then hand those over to the respective sales 

teams.  
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The leads labelled as 1 (High) are mostly companies that install solar, architects and people 

who can make direct purchase decisions. All the sales made on-site, and all the offers sent 

on-site were made for the segment, priority 1 (High). 

The leads in category 2 (Medium) are often companies that are interested in the products but 

do not have an ongoing project and people in companies that do not have a direct purchase 

possibility.  

The leads in category 3 (Low) are often B2C leads who might have their own small house 

project. The leads can be the media, interested in writing an article about the product or 

offering a showcase in their magazine. Some of the 3 (Low) leads are governments, green 

organizations, research departments of companies, companies who want to have a solar 

module on their companies’ building or component sellers who believe that can develop our 

solar modules. 

The majority of leads fall into category 2 (Medium). It was communicated to the sales team 

before the event that these leads should be contacted shortly after the event, after all the 1 

(High) priority leads were contacted. Additionally, again after some weeks, in case they have 

a new project and are in demand of our products with an ongoing project. 

The total of 411 leads divided by three is 45.67 leads per salesperson in the three-day period. 

It would be an average of 15.22 leads per day per person. The salespeople worked the 

maximum allowable time on-site according to the event host’s rules, which were all the 

official opening hours for visitors, from nine in the morning to six in the evening, with a 30-

minute lunch break. In 8.5 hours, they would average a total of 1.79 leads per hour in the 

span of three days. 

The company’s goal was to generate 450 leads on-site and send 90 offers to new customers 

in one month after the event had ended. The goal of 90 offers was not reached. One month 

after the event, a total of 77 offers were sent. The goal of 450 leads was not met either, even 

91.33% of the goal was reached. Analysing what could be done differently to achieve the 

goal, there is an interview for the qualitative part of the research executed with the head of 

international sales of the company. 
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6. Findings and discussion 

The research aimed to study and document digital marketing techniques in the solar industry, 

specifically focusing on creating a digital process for lead collection to generate sales at 

events for a solar panel manufacturer targeting the B2B market. The findings indicate that 

the research successfully achieved its objectives by implementing a comprehensive digital 

marketing strategy at the Intersolar 2024 event, which resulted in the collection of 411 leads 

over three days. Although the target of 450 leads was not met, the results of the field 

observation in this research confirmed the effectiveness of the MoSCoW method in 

prioritizing tasks and optimizing the lead collection process. The head of international sales 

mentioned in his interview that it was particularly great to have the lead collection tool that 

could be used to send files during the event and register the leads for later sales process. The 

tool helped the sales department to label the leads and invest their money and time more 

efficiently with the leads handling according to the head of international sales. 

Lead collection process can be optimized with a precise focus on lead generation and sales 

outcomes with an intelligent use of digital marketing tools. Lead collection tool with 

predefined, sales focused questions can provide a hierarchy of lead quality and guide the 

focus and use of resources in sales optimization. Maintaining the digital marketing process’ 

ability to register, edit, and end potential customer information’s importance should be 

highlighted in the process. 

Key areas to focus on when planning these tools should centre around the sales process. To 

create a smooth process, the plan should be created together with sales department and with 

an interactive communication. Effective processes in lead generation in solar events are a 

precise process for information collection that includes questions that will help salespeople 

to sell the products showcased, which varies in products sold. On-site offer generation should 

be created as quick to use as possible to pursue impulsive sales decision and customer 

satisfaction in a pedestal. Templates and files sharing process on-site should be created and 

discussed to make sure that all the possible information that customer requires to make a 

purchase decision is available to be shared as quick as possible. After the event, data should 

be enriched and handed over in a correct format, with all the information collected in the 

event. 
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Digital marketing techniques that were most effective in the event were lead collection tool 

with marketing content and lead collection form, possibility of on-site offer that was possible 

after the use of lead management tool, quiet room with technology that consisted digital 

marketing tools, email follow-ups and sharable media library with detailed information that 

could be attached to the follow-ups. These techniques were all customer-focused and their 

priorities were to create as good as experience as possible for leads, and generate sales and 

leads for salespeople. It can be determined that external focus was on customer experience, 

internal focus on financial results. 

Data-driven marketing theory approach was used in various parts of the event process to 

ensure that the decision-making was done, not only relying on experience, but also for other 

perspectives. Technology was the key contributor of leveraging multiple digital marketing 

tools, data that was gotten from these tools were mainly used in sales processes and in 

collecting results that were measurable. Decision-making varied of then based on data, 

salespeople would contact the leads based on their priority, which was reported on-site in 

the lead management tool. Automation was used in filling forms with a scanning software 

in lead management tool and in personalised email follow-ups. Data-driven approach got 

praise from various stakeholders, as it helps in decision-making when gathering all the 

relevant information that will have an impact on if it is beneficial for the company to go to 

Intersolar 2025. 

Relationship marketing theory that focuses on long-term customer value was decided to not 

use on-site, but in the after the event process. It was determined before the event that existing 

long-term customers would take time from interacting with new possible customers and 

timewise would use more salespeople’s resources than new potential customers. The time 

on-site is limited, and rarely there is a better opportunity to create new relationships, 

interacting face-to-face with a potential customer. It was highlighted that all the new 

customers should be treated with a long-term plan after the event that consisted of follow-

up emails, follow-up calls and to get feedback for process improvement.  

Compared to the research about business travel motivations and objectives of trade fairs 

visitors (Kourkouridis, et al., 2024) that highlighted B2C motivations to be often business, 

entertainment and social interaction, Intersolar 2024 was different. It was noticed during 

the fair that B2C customers were motivated to do business and find entertainment about the 

new technology that was showcased in the booth, rather than socially interact with people 
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with similar motivations. As the results showed, ~27% of the visitors were labelled as low 

priority, B2C leads were part of the low priority group which shows that B2B leads were a 

majority. As conclusion, majority of people visiting the booth were motivated to do 

business. 

In a wider perspective, the findings highlight the importance of integrating digital 

marketing tools in event marketing to enhance lead generation and sales processes. The 

researches’ practical contribution lies in its demonstration of how digital marketing 

strategies can be effectively applied in the solar energy sector, providing a framework that 

other companies in similar industries can adopt.  

The research findings align with previous studies on the effectiveness of digital marketing 

and event marketing strategies, confirming the value of data-driven and relationship 

marketing theories in enhancing customer engagement and sales outcomes. However, the 

research identified areas for improvement, such as the need for better communication and 

training for support staff at the event, and the importance of having a robust customer 

relationship management system to track and manage leads effectively. 

Limitations of the research include its focus on a single event, which may not be 

generalizable to other contexts or industries. Additionally, the reliance on qualitative data 

from a confined number of participants may affect the reliability of the findings. Future 

research could explore the application of digital marketing strategies in different sectors and 

events, as well as investigate the long-term impact of these strategies on customer 

relationships and business performance. Further studies could examine the integration of 

advanced technologies, such as artificial intelligence, in enhancing digital marketing 

processes. 
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Appendix 1 Interview with Head of International Sales 

 

Time: 14.21-14.25 

Date: 25.11.2024. 

Location: Switzerland 

Interview questions and briefing: Digital Marketing Manager 

Person interviewed: Head of International Sales 

 

Question 1:What was particularly good in the digital marketing process in Intersolar 

2024? 

Hi. So to answer that question, basically what I really liked about that process is the 

possibility to register, edit, send the customers information, potential customers information. 

We also had the possibility to qualify the leads, register them, and address them in a more 

efficient way afterwards, after the fair, when we're back at the office, which is also a very 

good thing, because we can then address in the better way customers need. 

It also helps to target potential customers, where we have the biggest chance to conclude the 

deal, which is a good thing, because we can invest our time more efficiently, and then also 

our money more efficiently. 

 

Question 2: What would have been needed to be improved in the digital marketing 

process? 

It would have been great to have a bridge between the digital tools we used during the fair 

to collect the data and our ERP, Comatic. Would have been great, for example, to have all 

the data already registered in Comatic through a bridge between the two digital tools. 

Question 3: Why was the target for the number of leads collected (450) not met? (We got 

411) 



2 

 

Well, my opinion, it is quite tough to answer that question, the main thing for me is the 

conversion rates. And by that I mean the amount of sales we did through Intersolar in 

comparison to the amount of people we met and from whom we collected the data basically. 

 

Question 4: Why was the amount of offers (90) in 30 days of the beginning of event not 

reached? (We got 77) 

Again, here it's quite complicated to answer the question, plus, I wasn't the one in charge of 

the Fair and also the one in charge of assessing results after the fair. So quite complicated. 

However, again, here, what matters to me is not quantity, but again, the amount of turnover 

and the amount of new client generated through this, this fair, I think these are the metrics 

we need to analyze, because on these basics, we are able to say if it makes sense or not to 

invest in such big fares in the future. 
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