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Marketing has always been a fast moving discipline - a case 
of keep up or give up.

These days, there is more pressure than ever. With modern buyers conducting much 
of their own research online, sales interactions occur much later in the buying process 
and the onus is on marketers to engage and educate, ensuring that only the warmest 
leads find their way into the sales system.

While there is increased pressure to deploy new techniques, manage costs and prove 
the value of efforts, developing an effective marketing strategy is as  daunting as it is 
essential.

That’s why we’ve produced this white paper. Based around five questions recently 
identified by McKinsey’s ‘Measuring Marketing’s Worth’ article, we tackle the issues 
from a B2B perspective, giving practical examples of the ways in which marketing 
automation can aid the modern business marketer.

How are our customers influenced?
This is crucial. Put simply, businesses must know where their customers look for 
information and precisely what information they look for.This can be done through 
effective market research.

If, for instance, it is discovered that traditional marketing activities are influencing just 
20% a customers’ choices, it enables the business to develop a sharper marketing 
strategy taking various factors into consideration. 

Research is key because although the role of outbound marketing is diminishing, any 
methods which are still achieving some results should not be completely discarded. 
Instead, the best marketing strategies will take into account the traditional techniques 
which continue to yield some influence as well as new areas of growing importance.

“Try several things 
that you can measure 
fairly quickly; monitor 

the results and expand 
the winners.... Remem-

ber that the market itself 
is evolving, so you have 
to watch your campaign 

carefully and see how 
results are changing so 

you can take  
advtange of new  

opportunities.

David Raab, Principal of Raab 
Associates

In today’s economic climate, the pressure on business marketers to drive revenue, gen-
erate leads and demonstrate ROI is greater than ever. New technology can help but old 
methods shouldn’t be completely abandoned. With this in mind, we identify the 
issues marketers must address if they are to devise a modern strategy that yields the 
best results for their organisation.



The salient point is that there is no “one size fits all” solution - this is business specific.

For B2B marketing instance, in terms of businesses selling a product with a multi-
touch sales cycle, advertising in a trade magazine may still be relevant. However, it 
is unlikely that this in isolation would be sufficient to convince a prospect to buy. In all 
likelihood, it would need to be supplemented by a marketing automation drip cam-
paign to further educate the prospect.

This is where the lead nurturing 
aspect of marketing automation really 
comes into its own. One of the cor-
nerstones of the technology, market-
ers can use planned campaigns to 
educate leads to the point of being 
sales ready. 

As a result, rather than presenting 
cold, risky leads to sales staff, mar-
keting automation platforms can score 
leads based on their interactions with a  
company’s material and establish precisely when they are ready to move on to sales.

Unlike B2C marketing, B2B is far more concerned with the building of relationships 
and nothing quite beats face-to-face time for that. For this reason, areas such as trade 
shows and presentations are still likely to have relevancy for most organisations.

However, successful drip campaigns can help keep your business at the forefront of a 
prospect’s mind, building trust and educating along the way. The appearance of new 
channels has revolutionised the marketing world and in many cases these new  
channels should be used alongside existing ones for a fully rounded marketing 
strategy. 

Each case is unique and companies that simply guess or make assumptions for their 
strategy will almost certainly be left behind.

Often the best approach is to carry out meaningful research to establish how  
consumers are influenced for each of your products and plan your marketing budget  
accordingly. That way, sufficient resources can be given to those aspects most  
important to the various buying cycles.

How good is our marketing judgement? 
As one of the more ‘creative’ business disciplines, marketing has always been a com-
ing together of data and judgement. In other words, it’s more subjective than other 
areas of the business. 

Let’s take TV and radio, for instance. Given both have been in existence for decades 
marketers should be confident of their ability to allocate the correct budget and deliver 
an appropriate brief for a TV campaign. However, with so many new channels  
appearing, it’s evolved into more of a guessing games in terms of what works and 
what doesn’t, and in turn how much to spend on that guess. 

The obvious answer would appear to come with data. By carrying out research, busi-
nesses can attempt to establish the more suitable methods for their campaign and the
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“Marketing automa-
tion allows for a degree 
of relevancy that is sim-

ply not available from 
mass email  

providers or through 
database marketing.

DemandGen

The increase in  
qualified leads for com-

panies using  
Marketing Automation 

for the lead  
management process.

 
Aberdeen Group

451%

Figure 1 - Drip Program Wizard
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subsequent costs involved. A great idea in theory - but one which generally results 
in an intimidating collection of unfiltered data. More often than not, uncovering such 
information can be a laborious task.

Thankfully, for B2B marketers in particular, this is another area in which  
marketing automation is a game changer. 

The comprehensive ROI reporting functions available give scope for swift identification 
of campaigns which are yielding the desired results and which aren’t.

The data reporting capabilities of marketing automation platforms eliminate the need 
for messy, hard to comprehend and often inaccurate spreadsheets.

Instead platforms such as Pardot can offer out-the-box reports which  
carefully select the most relevant KPIs. 

These can also be customised depending on specific needs thus eliminating the risk 
of miscalculations or misjudgements.
 
What about the financial risk of our  
marketing strategy?
This point really follows on from the previous one; just 
as marketing managers are confident of judging a good 
piece of creative work for TV or radio, traditionally they 
are confident of their ability to minimise the financial risk 
of a campaign due to their awareness of costs and likely 
returns.  
 
The emergence of new media, as with marketing judge-
ment, changes all of this. Many managers simply cannot assess the financial risk 
involved with these new mediums as there isn’t yet enough evidence. 

The best way to handle this unknown risk is to take it slowly but surely. While there is 
pressure to adopt these new mediums quickly, managers should hold back on shun-
ning more traditional methods completely until they have more information about the 
new channels.  
 
Ways to limit exposure could be to allocate only a certain percentage of total budget 
to ‘untested vehicles’, while maintaining some budget in tried and tested methods and 
shifting budget over in subsequent years accordingly. 

The simple truth is that until marketing managers trial these channels for their busi-
ness, they will not know for sure if they work or not. But by initially limiting the amount 
spent on them, they can explore these new possibilities while reducing their exposure 
to any white elephants that might be out there.

Once again, marketing automation can greatly aid the process by offering end to end 
analytics, helping to quickly and accurately establish the success rate of a specific 
campaign.

Is my organisation ready to handle the transition?
We’ve touched on the emergence of new platforms before. The rapid increase in the 
number of platforms makes the effective management of these channels a lot more

“Business  
buyers... investigate on 

their own before 
engaging with vendor 

sales reps. This requires 
marketers to use  

automation to monitor
which offers or  

messages buyers re-
spond to .... and then to

use that data to  
deliver additional infor-

mation that helps buyers 
move to the next stage 
of the problem-solving 

cycle.

Forrester

The number of B2B  
organisations  

expected to be using 
Marketing Automation by 

2016. 

40%
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complex. Businesses need to ensure that they are ready to integrate these new  
platforms into their strategy and have the ability to run them successfully.

With this in mind, businesses should consider the following three points: 

• The need for specialists. Marketing managers need to ensure that they have the 
correct skillsets within their department to effectively manage all of the new chan-
nels. Social media, content marketing and so forth require a specific skillset, much 
the same as any other discipline does in order to run successfully.  

• The need for integration across all channels. With the dramatic increase in 
numbers of channels, it is imperative that somebody oversees the overall run-
ning of them. Generally, this will fall under the remit of the marketing manager, but 
ultimately it’s of greater importance that somebody manages this aspect and the 
bottom line. It may seem daunting but the arrival of Marketing Automation plat-
forms means that workload can be greatly reduced. These do a fantastic job of 
centralising a variety of different channels.

• The need to clarify processes, roles and responsibilities for new and exist-
ing channels.The increased numbers of channels also means that the amount of 
work will increase. It is therefore impotant that processes are clearly defined in or-
der to maximise efficiency. It is also crucial that each member of the team is clear 
on their role in the process and what is expected of them. Clarifying this from the 
very beginning will almost definitely benefit both the employees and the business 
in the short and long term. 

Failing to plan and manage the smooth integration of these new channels to your 
marketing strategy may not bankrupt your businesses, but it can most certainly take 
its toll. Therefore it’s crucial to have at least a general map of where the business ex-
pects the marketing strategy to go over the next few years in order to plan effectively.

What is the best way to measure?
In a previous blog post and white paper,we touched on how many marketers are seen 
to lack credibility, mainly due to difficulties in demonstrating ROI.

Marketing Automation’s extensive reporting functions are making marketing de-
partments more accountable and can be powerful tools in redressing the balance.

The fact that all channels are integrated into the platform also results in complete data 
and can give an overview of all marketing activities as opposed to calculating ROI on 
individual channels.
 
It’s worth noting that many platfforms now also feature social media management, pro-
viding comprehensive analytics on the success of posts across a range of networks in 
one centralised location. 

If you wish to read about Marketing Automation platforms in more depth, head over to 
our website for a full overview.

“It’s important to 
map out the journey 

and communicate to the 
team ‘here’s where we 

are and here’s where we 
are going’, so that eve-
ryone shares the same 

view.

Cari Baldwin, Partner, BlueBird 
Strategies

Research carried out by 
Techaisle in 2012 identi-
fied Marketing Automa-

tion as one of the top 
ten relevant technology 
areas of investment for 

an SME.
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