
The adoption of marketing automation technology is expected to 
increase by 50% by 2015. (Source: Sirius Decisions)

Initially believed to be accessible only to enterprise organisations, 
marketing automation has now seen the fastest growth of any CRM 
related segment in the last five years.  

That has a lot to do with new offerings being tailored to companies 
of all sizes – Pardot (recently acquired by Salesforce) for instance, is  
designed specifically with SMBs in mind and has been priced ac-
cordingly. As the number of success stories has grown, so too has the 
number of US adoptees across different sectors. 

Meanwhile, 2013 has also been the biggest year yet for the technology 
in the UK with many companies reaping the benefits of early adop-
tion.
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By 2020, customers will 
manage 85% of their 
relationships without 

talking to a human.

(Gartner Research)

Businesses that use marketing automation to nurture prospects 
experience a 451% increase in qualified leads. (Source: The Annui-
tas Group)

Marketing automation gives marketers all the tools they need to re-
spond to the challenges of the changing buyer journey. 

With sales teams now involved later than ever, marketing teams must 
manage relationships over time by nurturing leads with sparkling 
customer-centric content that’s specific to a customer’s predicament. 

By working closer with sales teams to establish appropriate scoring 
systems, segmentation rules, content and handover points, market-
ers will dramatically increase the number of ‘sales ready’ leads they 
qualify for sales teams.

Relevant emails drive 18 times more revenue than broadcast 
emails. (Source: Jupiter Research)

Content marketing was the buzz term of 2012. In 2013, however, it’s 
all about context marketing. 

Busy B2B buyers do not have time to waste absorbing messages that 
have little or no relevance to their predicament. 

That’s why the savviest marketers are using marketing automation to 
frame their content accordingly based on both explicit and implicit 
factors. 

They are segmenting deeper than ever before and ensuring that the 
right messages are reaching the right people at the right time. 

The modern B2B buyer expects this – and if your company isn’t doing 
it, you can expect well above average unsubscribe and spam com-
plaint rates.

Gartner estimates a 15% savings on creative production with mar-
keting automation. (Gartner)

Marketers love marketing automation because it unites all the tools 
they need to do their jobs effectively. 

Sales teams love it because it provides them with more sales ready 
leads than ever before. But CEOs love it because not only does it 

Companies that excel 
at lead nurturing gener-

ate 50% more sales 
ready leads at 33% 

lower cost.

(Forrester Research)



make the company money – it saves it money too. 

Automation is allowing SMBs to box smarter and supercharge their 
marketing efforts. For instance, rather than hiring expensive design 
agencies for design work, the WYSIWYG interface empowers market-
ers to design striking landing pages and HTML emails that can com-
pare with organisations with far bigger budgets. 

Meanwhile, companies that automate their correspondence with cus-
tomers will reduce their campaign budgets by 80% and significantly 
lower human resource costs. 

By automating menial marketing tasks such as segmenting and re-
porting, marketers are also freed to spend more time doing what they 
love– being creative. 

Remember, in 2013, great marketing is 1% inspiration, 19% perspira-
tion and 80% automation.

Two-thirds of CMOs believe marketing ROI will be their top effec-
tiveness measurement by 2015. (IBM)

The changing buyer journey has put the onus on marketers to drive 
growth. 

As opposed to loading the funnel with any lead they can find and 
leaving sales teams to do the rest, the modern marketer is now in 
charge of the awareness, education and consideration stages of the 
buying journey – and this extra responsibility means modern market-
ing must be accountable. 

At a time when 80% of CEOs admit to mistrusting marketing’s work, 
the need to prove just how much business is directly attributable to 
marketing’s efforts is greater than ever. Marketing automation is revo-
lutionising this process by providing instant one click reporting on 
any metric required. 

As a result, there is no more wasting time with messy spreadsheet 
data in order to produce confusing and often inaccurate results; re-
porting is simple, accurate and, as a result, capable of restoring mar-
keting’s credibility in the eyes of CEOs.

B2B MARKETING SERIES | PAGE THREE

“Great marketing is 1% 
inspiration, 19% 

perspiration and 80% 
automation.”
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McRae&Co focuses on helping companies integrate Sales and Marketing 
into one smarter unified approach to drive growth and maximise return 
on investment. Specialising in marketing automation 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 automation platform based on 
your organisation’s size, budget and needs
- Guiding you through best practice implementation and on-going manage-
ment 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 marketing automation vendors 
to ensure our advice is completely impartial and based solely on factors 
relevant to your goals.
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