
In B2C terms, Amazon perfectly highlights the change. At last count, 
137 million customers passed through the online retailer’s checkout 
on a weekly basis and it would be reasonable to assume that if you’re 
not one then you will certainly know plenty who are.

Now consider how many of those 137 million weekly customers have 
actually conversed with an Amazon salesperson. Not many, if any at 
all. That’s because the modern buyer conducts his/her own research 
and embarks on a self-guided journey before making their ultimate 
decision.

And the B2B world is similar. When once it was down to sales teams 
to lead the buyer through the education, consideration and decision 
phases, the modern B2B buyer now talks to a salesperson later than 
ever before. They conduct their own research online and, crucially, 
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78% of B2B buyers 
start their research with 

search. 

(Demand Gen)

By 2020, 85% of interactions between businesses and 
customers will be done without human intervention 
(Gartner). While this may seem like a staggering statistic, 
take a step back and consider your own shopping habits of 
today.
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Companies that auto-
mate lead management 

see a 10% or greater 
increase in revenue in 

6-9 months.

(Gartner Research)

in their own time in order to make a decision about whether your 
product is right for them or not.

In fact, nine out of 10 business buyers say that when they’re ready to 
buy, they’ll find you, while an astonishing 70% of decisions are made 
by the time a buyer is ready for a sales conversation.

In today’s B2B world, cold calls are not appreciated, irrelevant con-
tent is reported as spam and pushy sales techniques succeed only in 
diminishing reputations. Instead, it’s down to marketing to repackage 
the most important messages in appealing forms -be it blogs, white 
papers, webinars, videos, drip email campaigns - and ensure it is 
reaching the right people at the right time.

Education is at the centre of the process. Rather than simply raising 
awareness, marketers are now expected to use content to move pros-
pects through the funnel – and contrary to popular belief, this takes 
more than simply producing it in the first place.

The role of content
The ubiquity of the “content is king” mantra would suggest great writ-
ing is all you need to meet the challenge head-on and thrive in today’s 
customer-led buyer arena. Unsurprisingly, the reality is quite differ-
ent.

Content is key, certainly – but by failing to view it as merely a piece of 
a wider marketing strategy, marketers are compromising their ability 
to distribute materials effectively and use them to accurately gauge a 
prospect’s digital body language.

Ultimately, great content should be used to nurture leads; after all, 
companies that excel at lead nurturing generate 50% more sales ready 
leads at 33% lower cost. 

However, before this can be done sales and marketing teams need to 
work together to piece together a strategy that ensures:

•	 interactions	with	content	are	scored	appropriately;
•	 the	perfect	lead	is	defined;
•	 each	stage	of	the	buyer	journey	is	properly	defined	and	aligned		

Nine out of ten business buyers say that when they’re 
ready to buy they’ll find you.”“
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Marketing automation 
centralises multi-chan-

nel customer data to 
give marketers unique 

buyer intelligence.

 most relevant content;
•	 hand-over	points	between	
	 the	two	departments	are	set	in	 
 stone.

Powered	by	marketing	
automation,	which	
centralises	multi-channel	
customer	data	to	give	marketers	
unique	buyer	intelligence,	a	well	functioning	marketing	strategy	
automates	the	distribution	of	relevant	content	and	ensures	‘context	
marketing’	occurs	in	a	way	that	would	be	logistically	impossible	with	
disparate	practices	of	old.

Sales	teams	are	happy	because	it	means	they	are	provided	with	a	
steady	stream	of	sales-ready	leads;	while	marketing	teams	are	happy	
because	the	automation	of	laborious	processes	enables	them	to	spend	
time	crafting	sparkling	content	that’s	genuinely	relevant	to	the	recipi-
ents.

After	all,	great	marketing	is	1%	inspiration,	19%	perspiration	and	
80%	automation.

If content is not king, what is?
Regardless	of	how	well	written	or	beautifully	presented	a	large	vol-
ume	email	campaign	may	be,	comprehensive	research	over	the	past	
five	years	has	emphasised	the	diminished	results	businesses	are	expe-
riencing	in	terms	of	open	and	click-through	rates.

That’s	precisely	why	an	increasing	number	have	recognised	the	need	
to	shift	marketing	strategy	away	from	generic,	‘catch	all’	communica-
tions	of	old	towards	highly	personalised	engagement	–	and	this	has	
only	been	made	possible	by	the	unique	marketing	intelligence	pro-
vided	by	automation	platforms.

When	once	marketers	had	to	wrestle	with	multiple	disparate	engage-
ment	technologies	(email	marketing	tools,	landing	pages,	web	analyt-
ics,	social	media	etc..)	to	develop	a	rounded	view	of	the	customer,	the	
ability	to	house	both	behavioural	and	engagement	data	in	the	same	
location	as	the	email	platform	powered	by	this	data	is	a	game	changer	
for	marketing.

This	new	form	of	marketing	intelligence	is	king	precisely	because	
it	allows	marketers	to	do	more	with	their	content	and	ensure	their	
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Demand for marketing 
automation software 

is expected to reach a 
penetration rate of 50% 

by 2015.

(Sirius Decisions)

correspondence consistently stands out
 in the inbox by being as relevant as 
possible to the prospect’s predicament. 
This could be involve segmentation 
based on location, position in the 
funnel, job title, industry or anything 
else deemed important in the planning 
stages of implementation.  Meanwhile, 
dynamic automation rules ensure a 
prospect’s entire journey can be 
automated with no need for manual 
intervention.

It’s an approach that’s raising the bar 
on customer engagement; yielding 
18 times more revenue than the 
‘spray and pray’ days of old and 
overwhelmingly highlighting where the marketing throne really lies. 

A great strategy is fueled by great content - and great content 
needs alignment 
The salient fact remains that great content is pointless unless it reach-
es the right people. 

There’s little value in providing someone in the latter stages of their 
buyer journey with a beginner’s guide to your product, just as it 
would be inappropriate to call and offer a free demonstration to 
someone whose interest has begun and ended with a thirty second 
visit to your site. 

Marketing automation may be the platform that facilitates great 
content’s potential in a customer-led buyer arena but ultimately the 
technology must align with the people and processes for it to be truly 
effective.

By working together to define the ‘perfect lead’, sales and marketing 
teams can determine precisely what constitutes ‘sales ready’ and the 
behaviour that edges a prospect closer to it. 

This is largely done through customisable scoring rules which award 
points to a prospect for interactions with your website or correspond-
ence.

A modern sales funnel should have strategies in 
place that ensure it does not leak and leads are 
re-nurtured even if they fall away.
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Automation is essential 
for maintaining  

competitive parity.

For instance, while a page view may be worth one point, webinar 
registration could be worth 50.  While these are both implicit factors, 
explicit factors can also have a bearing, such as a prospect’s location, 
job title or industry.

Setting these rules in the
 implementation stage 
automates the buyer’s 
journey and ensures the 
content is consistently 
relevant to his/her level of 
knowledge.

In essence, the automation 
of this process supercharges
 the marketing efforts of 
SMBs by creating scope 
for more leads than ever 
to be nurtured. 

When once it would only have been possible to ‘nurture’ a handful 
of leads at a time, with automation it’s feasible for even the smallest 
organisation to nurture thousands of leads simultaneously and duly 
educate them with relevant and informative materials.

Meanwhile, by working together to reverse erroneous practices of old, 
sales and marketing can also use automation to plug leaks in their 
antiquated sales funnel by creating re-nurturing programs that ensure 
no lead is allowed to slip.

That’s precisely why an increasing number of companies now realise 
that automation is essential for maintaining competitive parity. 

While that may seem like a harsh reality, consider the fact that 79% 
of top performing companies surveyed in the recent Gleansight 
benchmark report had been using marketing automation for over 24 
months while 67% utilised lead scoring to rate prospects.

Indeed, it is now two years since the IDM Group declared that com-
panies yet to start with marketing automation were “already behind 
the 8 ball” and as we begin to edge out of the early adopter phase this 
is the case now more than ever.

Marketing automation is changing marketing forever by allowing 

Sample scoring rules from the Pardot marketing automation 
platform.
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McRae&Co focuses on helping companies inte-
grate Sales and Marketing into one smarter unified 
approach to drive growth and maximise return 
on investment. Specialising in marketing automa-
tion software, we help our clients capitalise on the 
changes in the B2B buyer journey and build more 
predictable sales pipelines by:

- Advising on the most suitable marketing automa-
tion platform based on your organisation’s size, 
budget and needs
- Guiding you through best practice implementation 
and on-going management of your new platform;
- Advising on key areas such as integrating Sales and 
Marketing, demand generation, lead nurturing, lead 
management and ROI reporting;
- Helping to drive engagement and nurture prospects 
to ‘sales ready’ with sparkling content via our content 
marketing experts.

Product agnostic, we work with all major market-
ing automation vendors to ensure our advice is 
completely impartial and based solely on factors 
relevant to your goals.

.

0141 339 1653
www.mcraeandcompany.co.uk

contact@mcraeandcompany.co.uk

For more info...

marketers to do more with less. 

Content is part of this, of course, but it’s the new found marketing intel-
ligence that ensures the 85% in the opening statistic is misleading only in 
the sense that engagements are hyper-personalised and more appreciated 
by recipients than ever before.


