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Introduction

Introduction

Stories and news about marketing automation are all over the place. Chances are, if 
your company isn’t already using marketing automation, it’s contemplating whether 
to take the plunge — or feeling a nagging need to look into it.  
Research says that 67 percent of marketing leaders currently use marketing 
automation — and an additional 21 percent plan to adopt it in the next two years. 

But the big guys aren’t the only ones adopting 
the technology. Small- and mid-size businesses 
are using marketing automation at a growing 
rate, too. A 2014 study from SMB Group found 
that 20 percent of small businesses and 25 
percent of medium businesses had purchased 
marketing automation or upgraded to a more 
robust solution within the last 24 months. The 
same study reported that 22 percent of small 
businesses and 26 percent of mid-size businesses 
plan to purchase or upgrade their use of 
marketing automation in the coming year.

Growing but underutilized 

With this fast adoption, however, comes 
this reality: companies are underutilizing the 
technology. In some cases, companies create 
and push out an occasional email campaign, but 
don’t use marketing automation nearly enough 
to see a return on investment. Essentially, they’re 
paying for a sophisticated platform with numerous 
capabilities they’re barely using.

67 percent of marketing leaders currently use marketing 
automation — and an additional 21 percent plan to adopt it 

in the next two years.

https://www.rightsourcemarketing.com/
https://www.salesforce.com/form/pdf/2017-state-of-marketing.jsp
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Enter into marketing automation blindly, and 
waste your time and money. Go in with your eyes 
open, and marketing automation can take your 
marketing efforts — and your company — to new 
heights, allowing you to:

 ¬ Generate demand for your products  
or services

 ¬ Generate leads and nurture them through the 
sales funnel

 ¬ Save time on complex and mundane tasks

 ¬ Measure your effectiveness and prove ROI 

Is marketing automation right for you? 

Weighing the pros and cons of platforms is a fine 
conversation, but let’s back up a minute: How can 
you decide if any form of marketing automation is 
right for you?

Companies often believe that they need to get 
on board. They think they have to have marketing 
automation but can’t really say why, or they know 
it would help, but don’t know how to convince 
their colleagues.

How do you know if marketing automation 
really is right for you?

You have to do your due diligence, which 
involves a close look at everything from your 
business and sales objectives to your internal 
talent and content arsenal (or lack thereof).

Go in with your eyes open, and 
marketing automation can take 
your marketing efforts — and your 
company — to new heights.

Introduction

Use this eBook as your guide. 
In it, our team of technologists, strategists, and 
content creators break down the process into five 
questions that will give you a good sense of whether 
the time to move forward is nigh, or whether you need 
to do some work before you take the plunge.

Top Excuses Companies 
Use to Ignore Marketing 
Automation

1. We just don’t have time.

2. We don’t know where to start.

3. We can’t agree on who to target.

4. We don’t have any content.

https://www.rightsourcemarketing.com/
http://www.rightsourcemarketing.com/must-read/believe-hype-business-needs-marketing-automation/
http://www.rightsourcemarketing.com/must-read/believe-hype-business-needs-marketing-automation/
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question 1 • Do Your Leads Require Qualification or Nurturing?

question 1 • Do Your Leads Require Qualification or Nurturing?

Would you like an endless stream of leads that are ready to buy the moment 
they visit your website, speak with you on the phone, or meet you face to face? 
Many companies have products or services that skew towards a more complex 
buying cycle, and often these are not instant purchases. They take more time, 
require input from multiple stakeholders, and require marketers to stay in front of 
prospects with the right message, to the right person, at the right time/buying 
stage. Understanding who your leads are, whether they are qualified, and what 
information they are consuming is critical. Once you have those answers, you can 
deliver timely, intelligent, effective communication — this is one of the first places 
in the buying cycle where marketing automation starts to shine.

Lead scoring, grading, and qualification  
Lead scoring and lead grading enable you to 
figure out who’s qualified, who is sales-ready, and 
who may need more nurturing. With marketing 
automation, lead qualification, grading, and 
scoring get easier and grow more sophisticated 
— all at the same time.

How?

Automated lead scoring and grading are based 
on formulas you create to tell your platform how 
to rate leads, while your formula is based on the 
data you gather on each lead (e.g., what emails 
the lead opens, what links she clicks, what webi-
nars she attends, title, geography, etc.). But don’t 

let the automation part fool you: you’ll still need to 
keep an eye on the formula, fine-tune it as needed, 
and “read between the lines” of the data stream-
ing in. You’ll also want the ability to make manual 
entries here and there. For instance, if a trusted 
source tells you “Company A is ready to buy,” you 
can manually adjust the score and override that 
Company A never attends webinars and ignores 
your emails. In this sense, although the technology 
automates much of your workload, it makes room 
for the human side of sales, which is important.

Understanding who your leads are, whether 
they are qualified, what information they are 
consuming is critical.

https://www.rightsourcemarketing.com/
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question 1 • Do Your Leads Require Qualification or Nurturing?

Lead nurturing 

Just because somebody filled out a form to 
download an eBook or attended your webinar 
doesn’t mean that they are ready to buy (in fact, 
they likely aren’t). You don’t want to throw them 
away but you also can’t push them to your sales 
team before they’re good and ready. So you 
nurture the relationship. In the past, companies 
would spend time “manually” chasing these 
prospects and that was often inefficient. That’s 
where marketing automation’s lead nurturing 
capabilities pay off.

Bridging marketing and sales

By the time prospects talk to a sales rep, 57 
percent have already made up their mind, 
according to a 2013 study by Google and CEB. 
How is that possible? In today’s competitive 
landscape, clients and customers weigh options 
and see how each option stacks up. They talk to 
colleagues, troll blogs and social media, and read 
white papers, or case studies so they can make 
an informed decision.

Sixty-one percent of B2B  
marketers send all leads directly 
to their sales team, though only 
27 percent of those leads turn 
out to be qualified.
Marketing Sherpa 
B2B Marketing 
Benchmark Report

Marketing expert Scott Gillum, in an article for 
Forbes magazine, refers to this phenomenon as 
“the disappearing sales process” and explains 
the enormous effect it’s having on how B2B 
buyers make decisions:

What are buyers doing if they’re not talking to 
sales? They are surfing corporate websites to 
identify and qualify vendors, instead of the sales 
force qualifying them. They are engaging peers 
in social media to learn more about their needs, 
potential solutions and providers. And they are 
reading, listening to and watching free digital 
content that is available to them at the click of 
a mouse. No longer is the sales force the sole 
source or gatekeeper of information.

Did You Know?

https://www.rightsourcemarketing.com/
http://www.forbes.com/sites/gyro/2013/01/07/the-disappearing-sales-process/
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Nuanced lead nurturing 

Someone vetting your company will likely seek out 
information about you, but you can’t count on that, 
and you can’t expect it from your lukewarm leads. 
Instead, you have to take the conversation — and 
the evidence that you’re a top contender — to 
them. This is what it means to nurture, and where 
marketing automation comes in. 

With the lead scoring and segmenting 
capabilities of marketing automation, you can 
categorize leads based on any number of 
variables — where they are in your sales funnel, 
what kinds of services they need, or whether they 
attend a particular webinar or download a white 
paper. You can then create email campaigns to 
cultivate a unique relationship with each group. 

Say, for instance, you release a white paper on 
your website and require visitors to enter an 
email address for full access. You can use the 
addresses you gather to create a series of emails 
(an email campaign) to extend the conversation 
and keep your company top of mind.  

Your first email might thank them for 
downloading and link to related content, while 
the next few emails — scheduled to go out 
incrementally over a specified time period — 
might share something like a case study or 
announce an event.

Simultaneously, you can create another set of 
emails for prospects in your database who have 
not downloaded your white paper. In these 
emails, you can call attention to the white paper 
and start a meaningful conversation related  
to the topic.

These capabilities are changing how buyers 
make decisions and how marketers engage with 
buyers. But they require work and decision-
making on your part. You have to figure out, for 
instance, what voice and messaging to use in 
your emails, what sequence to send them in, 
and who to include on your lists. And it’s not 
just email, but capabilities like showing custom 
content to a known prospect on your website 
that matches their current stage in the buying 
cycle or their role in their company. As we discuss 
in the next section, all of these components 
require two key resources — high-quality content 
and time. Content types include case studies, 
videos, and eBooks like this one — not  
just blog posts.

question 1 • Do Your Leads Require Qualification or Nurturing?

With the lead scoring and 
segmenting capabilities of 
marketing automation, you 
can categorize leads based 
on any number of variables; 
then create email campaigns 
to cultivate a unique 
relationship with each group.

https://www.rightsourcemarketing.com/
http://www.rightsourcemarketing.com/marketing-strategy/the-7-emails-that-comprise-your-first-lead-nurture-campaign/
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question 2 • Do You Create Content? If Not, Are You Willing?

Maybe you publish a blog post every now and then. Perhaps you also have an 
eBook and a couple of case studies. That’s a start, but you’re going to need 
to create content on an ongoing basis to make use of marketing automation. 
Otherwise, how can your platform do what you bought it to do — generate 
demand, generate and nurture leads, and generate the data you need to 
strategize next steps?

Content fuels marketing automation. But how much content do you need to get 
started with marketing automation? What content work best?

Email alone doesn’t cut it 

We just have to write a bunch of emails, right?

People ask us this a lot. And while you do need 
emails, those emails need to give your recipients a 
reason to open them.

How can you add value to email? It’s not by 
sending your audiences something that screams 
SALES PITCH. That’s a recipe for deletion. Rather, 
give them resources (i.e., links to your content) 
that relate to their industry and can help them 
on the job.

Content fuels marketing automation.
But how much content do you need?

question 2 • Do You Create Content? If Not, Are You Willing?

https://www.rightsourcemarketing.com/
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question 2 • Do You Create Content? If Not, Are You Willing?

What content do you need to get started? 

It depends on both your short- and long-term 
goals. Generally, we recommend a steady mix of 
the following:

1. Anchor content 
Think of anchor content as the main piece 
of content your company uses to make a 
definitive statement about a particular topic. 
What counts as anchor content? Think of 
longer, more comprehensive pieces like 
guides, white papers, and eBooks.

2. Base-level content 
These are shorter pieces like blog posts, 
checklists,  Q&As, video clips, and infographics. 
They tell part of your company story, provide a 
window into your approach, and educate  
your audiences. 

3. Nurture content 
Once you have a mix of anchor and base-
level content, you’re ready to create nurture 
content. These are the email campaigns and 
e-newsletters that leverage your best content 
from the list above, along with content 
selected carefully from outside sources. 

Whatever you do, don’t start creating a lot 
of content without a content marketing plan 
in place. The consequences can leave your 
marketing automation efforts high and dry.

https://www.rightsourcemarketing.com/
http://www.rightsourcemarketing.com/marketing-strategy/whats-story-content-marketer/
http://www.rightsourcemarketing.com/marketing-strategy/how-to-build-an-effective-content-marketing-plan/
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question 3 • Do You Have the Bandwidth to Pull It Off?

This is the question that trips everyone up. Wait a minute, they say. Isn’t marketing 
automation supposed to make life easier — as in … automated?

The truth of the matter is that it takes time and resources to keep an effective 
marketing automation program running, and that includes people. You’ll need 
a team, but before we dive into the types of people who belong on your 
marketing automation team:

 ¬ Your marketing automation team is only 
as good as your marketing automation 
strategy, which is only as good as your overall 
marketing strategy, which is only as good as 
your broader business strategy.

 ¬ Teams look a little different for every company, 
and are based on things like marketing 
objectives, budgets, staffing models, and the 
talents, and specialties of staff.

What do most teams look like today?

Given the youth of marketing automation (just 
over a decade old), most companies do not 
employ a dedicated marketing automation 
team. But the industry’s youth is not the only 
factor at play — the cross-departmental nature 

of marketing automation means that creating a 
dedicated team involves accessing talent that 
traditionally sits in multiple departments. Step 
into a meeting with a well-staffed marketing 
automation team, and you’re likely to find 
representatives from marketing, technology, 
sales, customer service, and operations.

Yet more often than not, a company jumps in with 
both feet, licenses a marketing automation tool, 
assigns someone from marketing or IT to manage 
it, and six to 12 months later realizes they’re 
going to require more resources to take full 
advantage of its potential. Without augmented 
resources and the strategy to go with them, a 
marketing automation tool can become nothing 
more than an expensive email marketing engine.

Given the youth of marketing automation, most companies  
do not employ a dedicated marketing automation team.

question 3 • Do You Have the Bandwidth to Pull It Off?

https://www.rightsourcemarketing.com/
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What does the team of tomorrow look like? 
To really optimize the impact of marketing 
automation, the following roles need to be filled 
right out of the gate, either by insiders, outsiders, 
or some combination thereof. You may not need a 
single person in each role. Often, one person can fill 
multiple roles.

1. Lead Strategist/Planner 
Fill this role before you license anything, as it’s 
the most important. Not really a technologist, this 
person is a holistic marketer who understands the 
potential uses of marketing automation; corporate 
marketing objectives; and how to execute against 
those objectives using technology to make things 
more effective and efficient. 

2. Creators 
Turning marketing automation into a machine 
involves the creation of lots of “stuff” (aka, 
content) — emails, blog posts, white papers, 
forms, landing pages, newsletters, and more. And 
for all of that “stuff,” both content and design  
are required. 

3. Marketing Technology Administrator(s) 
You might call this person the button-pusher or 
mechanic, but either would be selling the role a 
bit short. This is the expert user of the selected 
marketing automation tool, the person who 
makes the plans and material from the strategists 
and creators come to life.  
 
Sometimes this is a marketing person who cross-
trains on technology, other times it’s a technology 
person cross-training on marketing. 

4. Analyst(s) 
This person not only investigates the appropriate 
information to track, analyze, and report, but 
knows how to use the appropriate tool — 
marketing automation, web analytics, CRM — to 
generate the right data points and reports.

What other voices need to contribute?
It might surprise you to find sales and business 
development excluded from the list, but the reason 
is simple. Sales and business development folks, 
from leadership on down, should focus on selling 
first, second, and third. They actually have one of the 
loudest voices in this entire process, but you don’t 
want sales people doing the doing. Thinking, yes. 
Ideating, yes. Selling, yes. Doing, no. 

The other voice you want in your strategy meetings 
is someone who understands and interacts with the 
existing customer base. In B2B-oriented companies, 
that’s usually someone with a title like customer 
success manager, who can contribute ideas for using 
marketing automation to educate, upsell, or cross-
sell to your current customer base. 

Marketing automation is no magic bullet — and can 
become a less-than-magical headache if you don’t 
consider the staffing implications early and often.

question 3 • Do You Have the Bandwidth to Pull It Off?

https://www.rightsourcemarketing.com/
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question 4 • Do You Want to Demonstrate Marketing ROI?

Before marketing automation, marketers relied primarily on qualitative data like feedback 
from sales teams, client stories, and survey comments to make decisions and convince 
company leaders of their worth. Today, with marketing automation in place, marketers can 
gather and access quantitative data — and use it to measure effectiveness and prove ROI.

This doesn’t mean the qualitative, softer data 
marketers have relied on for years no longer serves 
a purpose. Rather, today’s marketers can utilize 
both qualitative and quantitative data — and this 
brings advantages.

But in many ways, the data you acquire depends 
on how you set up and use your platform.

What kind of data can you generate?

Automation platforms let you track and monitor 
who’s doing what, for how long, and when. You 
can see, for example, that prospect X visited your 
About Us page this morning, after reading the 
blog post you pushed out on LinkedIn. Or you can 
watch — in real-time — as prospect Y opens your 
email and spends the next hour clicking through 
your content.

Of course, you can collect all the data in the world, 
but if you don’t know what to do with it, the 
numbers are meaningless.

How can you use the data?

In addition to the lead qualification and scoring 
capabilities we discussed earlier, marketing 
automation comes with tracking analytics that 
make it possible to:

 ¬ Rank marketing channels and campaigns in 
terms of ROI

 ¬ Test how well your content performs and make 
adjustments based on what you learn

 ¬ Track the number of touches as prospects and 
leads move through the sales funnel

 ¬ Run reports on email campaign schedules to 
keep sales and other stakeholders informed

 ¬ Learn how audiences consume your content 
and use your website

As Thomas Davenport explains in The Wall Street 
Journal, the data you gather with marketing 
automation can lead to “better and more reliable 
decisions about how best to spend scarce 
marketing resources, and … closer customer 
relationships that build brand equity and improve 
financial outcomes.” These are all game-changers 
in the marketing world, and good reasons for 
company leaders to give you the green light.

Utilize both qualitative
and quantitative data.

question 4 • Do You Want to Demonstrate Marketing ROI?

https://www.rightsourcemarketing.com/
http://blogs.wsj.com/cio/2015/04/15/what-automation-will-do-to-marketing-and-marketers/
http://blogs.wsj.com/cio/2015/04/15/what-automation-will-do-to-marketing-and-marketers/
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question 5 • Is Your Leadership Team on Board?

By now, you probably understand that you don’t want to make the decision about 
marketing automation lightly. Even if you have the budget to plow ahead on your 
own, unless you have buy-in from company leaders, marketing automation will 
be hard to pull off.

question 5 • Is Your Leadership Team on Board?

We’ve seen it firsthand — an executive makes a 
negative quip about marketing automation, seeds 
of doubt spread, and before you know it, your 
work to get marketing automation off the ground 
becomes a herculean effort.

Hold off on marketing automation when you have 
naysayers on your management team.  
If you don’t, you will have a harder time:

 ¬ Building the team you need, whether internal 
or external, to support the effort

 ¬ Recruiting colleagues from other departments 
to partner and share the workload

 ¬ Convincing team members to take content 
deadlines seriously

 ¬ Getting sign-off on content campaigns from 
other company leaders

Build a convincing case

Many marketing departments are caught between 
a rock and a hard place. On the one hand, you need 
to prove ROI, and on the other, you have to watch 
every dollar — and devote as much as you can to 
efforts that close deals and grow your bottom line.

How can you build a convincing case? Be careful 
using words like “lead nurturing” and “demand 
generation” — these are critical to your efforts, but 
they can come across as fluff to people outside 
of marketing. Instead, tailor your case to what 
company leaders value most: results and ROI.

Ultimately, you’ll want to make the points that 
marketing automation would empower you to 
prune out ineffective marketing efforts and hone 
what actually works; bridge the longstanding gap 
between marketing and sales, so you’re working 
toward common goals (instead of in silos); and 
move prospects through the sales funnel  
far more effectively.

Make these reasons the crux of your argument, create 
a practical plan for pulling it off, and once you get 
the go-ahead, start building your dream team.

Hold off on marketing automation 
when you have naysayers on your

management team.

https://www.rightsourcemarketing.com/
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Are You Ready?

Are You Ready?

By now, you know the groundwork you need to lay before jumping on the 
marketing automation bandwagon. Start with a plan. Then tackle our five 
questions, and use them to guide discussions with your team members, not just in 
marketing but across sales, business development, IT, and other departments.

Marketing automation is a revolutionary tool, 
giving marketers what they’ve always wanted 
(data to prove ROI) and opening doors to a more 
personalized form of customer engagement.

But using marketing automation effectively is hard 
for many marketing teams to pull off. While the 
results can be incredible, the work is tasking and 
time-consuming, more so if you’re just getting 
your feet wet.

At Right Source, our combined expertise in 
data analytics, marketing technology, strategic 
planning, and content creation allow us to help 
you through any part of the process — from the 
decision-making and planning phases to execution 
and management. Whether you’re on the fence 
about marketing automation, seeing lackluster 
results in your current set up, or ready to take the 
plunge, get in touch — we can help.

https://www.rightsourcemarketing.com/
http://www.rightsourcemarketing.com/contact/
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