


Too dramatic? Depends on your situation. 
The truth is that in today’s business environment 
– one where more companies are holding every 
arm of the machine accountable for their actions 
– you not only have to generate ways to increase 
revenue streams, but also you’d better make 
sure they work. And that means you marketing. 

Marketing automation. In today’s marketing 
environment, the phrase means different things 
to different people. To some, it may mean any-
thing from simple spreadsheet analysis, to soft-
ware suites with a full array of tools that mea-
sure leads and content management. To others, 
it may play a key role in helping to create har-
mony in that never-ending battle between sales 
and marketing (enter your story here).

But, perhaps more than anything else, mar-
keting automation technology means that you 
may need to change from a right-brain way of 
thinking to a left-brain one to comprehend its 
measurement capabilities. Read: Marketers 
embarking on the journey of marketing automa-
tion will generate leads in a more scientific and 
analytical way. That’s what McClellan, a 20-
year veteran of the marketing game, found when 
Sage, whose brands include Sage Peachtree, 
Sage ACT!, Sage Abra, Sage SalesLogix, Sage 
MAS 90 and Sage X3, undertook the endeavor.

“I think marketing automation is a smart 
tool to invest in, but you need to set the right 
expectations,” says McClellan, Sage’s VP of pri-
mary marketing and retail sales. “As we began 
our own journey to review marketing automation 
platforms, I wish I’d had someone take me aside 
and tell me the brutal truth. I could have handled 
it. But nobody wanted to bring me down from my 

optimism. I thought for sure we had cracked the 
code on how to boost our new customer-acqui-
sition efforts. We were going to have fewer, but 
more meaningful, touch points with prospects, 
and send only highly qualified leads to sales. It 
sounded great. I was ready.” (See sidebar, So you 
want to try marketing automation?)

McClellan compares the journey to becom-
ing a parent, in which everybody talks about the 
good stuff, congratulates you, and wishes you 
the best. “But there’s more,” she says. “Way 
more. What someone should have told me is 
that the first year of implementing a new plat-
form is rough, and that the first year is just a 
sampling of the hard work involved for years to 
come. There will be many rewards and insights 
along the way, but it takes a lot of work.”

The art of marketing automation
New channels. New apps. Social media. The 
world of marketing continues to evolve. And 
with these changes comes a new responsibil-
ity for today’s marketer – revenue growth. That 
means accountability becomes one of the new 
buzzwords for a marketing team. Today, the big 
office in the corner is not interested in click-
through and open rates; it wants to know how 
marketing is contributing to the bottom line.

“With the economy being the way it is, there 
needs to be more proof that marketing is directly 
responsible for revenue,” says Adam Blitzer, 
COO for cloud marketing automation software 
provider Pardot. “Marketing departments are be-
ing scrutinized like never before. When cuts are 
made, marketing typically is the first to be hit, 
because it is a cost center.”

The questions were fast and furious. But Liz McClellan knew 

what to expect. She had been down this road already. She 

had taken her company, Sage Business Solutions, on the 

journey into the world of marketing automation. She had lived 

through – survived, really – the constant questions about what 

to expect as far as ROI, quantity of leads, quality of leads, Web 

analytics, lead scoring, content management, etc. She had been 

where few still dare to go, including some who had poured into a 

recent Business Marketing Association (BMA) meeting in Atlanta 

to dissect her company’s exploits.

“ The navigating  
attention of a 

the customer.  
You know what 
he is interested in, 
what he needs, 
and what he 
might buy…It 
really makes the  
sales job easier;  
they just don’t 
know it.” 

– Bryan Brown, Silverpop



Marketing automation helps bring market-
ing more in line with the sales teams, a relation-
ship that has had its share of competition over 
the years. “There is the ‘what-have-you-done-
for-me-lately’ sentiment that defines this rela-
tionship,” Blitzer says. “And as these processes 
are put into place, that sentiment can really take 
hold. With marketing automation, it’s all about 
getting that first win in place.”

Running a successful marketing campaign 
means delivering more qualified leads to the 
sales team, improving conversion rates to sale, 
increasing revenue per lead, providing automat-
ed lead scoring for prospects, increasing pros-
pect engagement through lead-nurturing emails, 
maximizing sales productivity, and delivering 
visibility to prospect activity on the website and 
engagement with email communications. 

“Marketing automation helps to open 
doors that have never been opened before,” 
says Brian Kardon, CMO of Eloqua. “It helps 
a company read the digital body language of 
a customer. It’s pretty amazing that you can 

follow a customer’s click-stream and interest, 
based on what he does. If a prospect comes 
to your website, you will know what he has 
clicked and what he is interested in. Did he 
watch a video? Did he click on a white paper? 
Once you know all this, you can target him with 
very precise content.”

For example, marketing will provide the 
sales team with information such as the dura-
tion of a prospect’s visit, pages viewed (with 
the URL) and time spent viewing that page, the 
first and last page viewed, the originating lead 
source, a rating and/or score of each prospect 
and the types of a drill down on actual email 
content and click-through activity.

Think of it like this: Imagine going on a blind 
date and knowing everything you need to know 
about the person you’re meeting. “The navigating 
attention of a prospect defines the customer,” says 
Bryan Brown, director of product strategy for Sil-
verpop. “You know what he is interested in, what 
he needs, and what he might buy. [In essence] 
the salesperson is building a relationship with this 

1.  Know  where  your 
leads come from –  
A lot of pressure is put 
on today’s marketers 
to demonstrate their 
value and impact on the 
bottom line by offering 
a clear view into the 
results of their efforts – 
from lead acquisition, 
to account close, and 
beyond. With marketing 
automation, you can 
set up a system that 
captures both lead source 
and offer, giving you 
more insight into how 
the prospect came to 
know about your brand 
(source) and the reason 
they decided to fill out 
your form and give you 

their information (offer). 
Equally as important, you 
can capture “influence” 
– what you did during 
the nurture process 
that actually convinced 
someone to buy.

tomate Au .2 content 
delivery –  Sending 
triggered messages based 
on prospect actions is a 
surefire way to increase 
message relevance and 
boost engagement. 
Marketing automation 
makes it easy. For 
example, a prospect 
signing up for a Webinar 
automatically might 
trigger a message sent to 
that individual with an 

offer to download a white 
paper on a similar topic. 
Or, a certain number 
of visits to a page on 
your site might trigger a 
message offering a free 
service trial.

 Nuture .3  leads
– With marketing 
automation technology, 
you can set up programs 
that gradually help 
you collect data, build 
relationships and be 
responsive to prospect 
interests and behaviors. 
Using a visual campaign 
builder, it’s easy to 
establish nurture 
campaigns that gather 
prospect information 

gradually through 
progressive profiling and 
route prospects down 
numerous different paths. 
This is based on whether 
they opened your email, 
downloaded your content 
and/or shared it with 
their social networks.

 Score .4  leads –  
Ideally, you’d develop a 
lead-scoring system in 
concert with sales with 
definitions for “contacts,” 
“leads,” “qualified 
opportunities,” etc., that 
both sides had agreed 
upon. But even without 
this participation, you 
can establish a ranking 
system to identify hotter 

prospects, based on a 
wide range of behaviors, 
which you can use to 
more effectively nurture 
your prospects through 
the pipeline.

rCnI  .5 ease visibility
into leads –  
Regardless of whether 
your salespeople are hip 
to marketing automation, 
they’ll appreciate being 
able to approach a 
prospect call equipped 
with information about 
that person’s interactions 
with your company. 
Marketing automation 
technology helps provide 
information on each lead. 

5 THINGS MARKETING AUTOMATION CAN HELP YOU DO NOW
If you’re a marketer well versed in the Tao of sales and marketing, you know that aligning yourself with your sales team is key. Getting that buy-in on market-
ing processes and initiatives helps move prospects through the pipeline more efficiently, delivers more qualified leads and, ultimately, drives more revenue. 
But what happens when your sales team is uninterested in the marketing automation platform? Can you still reap the benefits without their cooperation?
Bryan Brown, director product strategy for Silverpop, says “yes.” While sales’ participation in marketing processes is important for maximizing marketing 
automation’s potential, a lot still can be done, even if sales is indifferent. Following are five ways marketing automation can help without sales.
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person without knowing it. Marketing automation 
helps build that bridge between marketing and 
sales. It really makes the sales job easier; they just 
don’t know it.” (See 5 Things marketing automa-
tion can help you do now, page 12.)

Get to know me
When Air New Zealand was looking for 
another way to engage its customers, it 
turned to Silverpop to help revitalize its email 
campaigns. Using Silverpop Engage, the airline 
set out to focus on customer relationships 
and brand building, solicit timely customer 
feedback, and take a more personal touch to 
its unique customer service approach. 

The customer campaign, known as “Per-
sonality Allowed,” sends personalized pre-flight 
and post-arrival emails to passengers using Sil-
verpop’s Dynamic Content functionality. The pre-
flight email greets passengers with a welcoming 
subject line that includes imagery tailored to 
their upcoming destination. The photos include 
shots of local cultural events or popular delica-
cies, a weather update, and flight details. With 
Silverpop’s Share-to-Social capability, passen-
gers also have the option to share their informa-
tion with friends via Facebook and Twitter. 

Another aspect of the communications in-
cludes a photo and information about a mem-
ber of the flight crew. In addition, a post-arrival 
email provides a link to the company’s MyVoice 
program, which serves as a comprehensiv   e
preference center, collecting and housing infor-
mation about each passenger. 

“The pre-flight emails have an average 
unique open rate of 69 percent and an average 
unique click rate of 38 percent, well above in-
dustry averages,” Silverpop’s Brown says. “The 
post-arrival emails have an average unique 
open rate of 62 percent and an average unique 
click rate of 40 percent. One passenger even 
commented on Facebook that it was the first 

piece of e-marketing he had ever received that 
he opened, read and printed out.”

Programs such as Air New Zealand are 
among a growing number of success stories that 
are making marketing automation something 
a company must consider. That said, only  
5 percent – depending on which study you 
read – of today’s businesses are using the 
platform. “Eventually, this process is going to 
win out,” Eloqua’s Kardon says. “There are 

going to be the old school skeptics who say 
they are not getting enough leads. But it is up 
to the marketers to validate the leads they are 
getting. They must let them know the leads 
are more qualified and that those people are 
more ready to buy. In the end, the sales and 
marketing teams have to work together on 
this. Part of marketing’s role will be to educate 
(or sell) the sales team on the benefits of this 
brave new world.”

SO YOU WANT TO TRY  
MARKETING AUTOMATION?
The marketing and sales teams are on board. You’re ready to set out on the journey that is market-
ing automation. Right? Liz McClellan, VP of primary marketing and retail sales for Sage Business 
Solutions, sheds some light on what to expect along the way. 

1.  Be realistic —  Whatever time frame you’ve given yourself to see results – add six months to 
it. Set a realistic timeframe with sales and executive management, and finance for when you 
should see positive results. McClellan thought it would take nine to 12 months after implement-
ing a marketing automation platform to see notable differences to its close rates. Eighteen to 
24 months was more realistic.

2. Define your reporting needs —  Before committing to a marketing automation system, 
know what information you need, and, if your system cannot support it, see if there is an easy 
work around. Larger organizations may have a harder time implementing a reporting request 
and layering that information on top of what its system provides. Don’t deal with this later. Work 
out the details ahead of time. Get input from the sales and executive team so that when they 
start discussing conversion rates and ROI, you have it ready. Some systems are easy to imple-
ment and manage, but don’t offer robust reporting.

3.  Master the art of asset creation —

Test, refine, test —

 It is one thing to implement a new marketing 
automation platform, and it’s another to have all the assets to effectively support your lead-
nurturing efforts. Having the right assets is key and a lot of work. Immediately define and work 
on what you need to effectively support your efforts. If you have to, outsource asset creation. 
Good assets are key to using this tool effectively. Pick one or two key audiences to start and 
create solid content. Go light on the sales stuff and give your customers meaningful tips, articles 
and thought leadership. Build a solid foundation to support those audiences. 

4.  Enough said. 

“ I thought for sure we’d cracked the code on how to boost our new customer-
acquisition efforts. We were going to have fewer, but more meaningful touch 

ales. It sounded 
great. I was ready.” 

– Liz McClellan, Sage Business Solutions




