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Automation key as
resources dwindle

Marketers hoping to keep on top ol customer
behaviors and interaction are relying on tools

BY CHRISTOPHER HOSFORD
or Cowne Stack, VP-sales and
marketing at Wordstream, a
company that helps small and
midsize companies optimize their
search marketing efforts, the two
maost important lead-generation met-
rics are determining the effectiveness
of the lead source and the lead offer.
Once she knows these two things,
Stack can get a pretty good glimpse
into how Wordstream’s lead-gen ef-
forts are working. But for a company
that’s generating thousands of poten-
tial leads a week, the hard part is
making sense of these trends.
“These are not sales-ready leads
or candidates,” Stack said. “You
need some place to put them first, a
process to continue the dialogue un-
til they hit that point where they're
ready to purchase.”
Wordstream, just 2 years old, gen-
erates most of its queries via its own
search marketing and optimization ef-
forts. Stack parses customer interest in
the 15 to 20 offers that are on the
‘Wordstream site at any one time, en-
compassing everything fromnewslet-
ter signups to demos and free software
trials. To aid this process, she uses

marketing management solutions
from Manticore Technologies.

“This sets up the rules, letting us
know how much attention to pay to
various lead types—how much to
glean, for example, from someone
who downloads a white paper, or
who is ready for a free software tri-
al,” Stack said. “'For a company with
a relatively small inside sales force,
automated lead scoring is essential to
trigger sales alerts.”

AUTOMATION IMPORTANCE

Lead-generation management is
typified today by a plethora of mar-
keting automation solutions that as-
sess prospects’ online behaviors to
determine where they are in the sales
pipeline. Ina post-recessionary econ-
omy, automating the process is more
important than ever, according to
Laura Ramos, VP-industry market-
ing for Xerox Global Services, North
America.

“The world has changed,” said
Ramos, a former Forrester Research
analyst and b-to-b marketing blog-
ger. “'Last year was a boom year for
the lead management and automa-
tion vendors, as marketing budgets
were slashed. But marketing bud-

gets are still tight, and marketers are
finding they can't do more with less
without automation.”

Because of this, Ramos said, it's
fairly easy to make the business
case for purchasing some form of
marketing automation designed to
run online campaigns, capture re-

“Marketers are
finding they can'tdo
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sponses, profile prospects with
some form of scoring and turn good
leads over to sales.

It’s the continuing conversation
that counts.

“If you think about it, if you as-
sume that your product has value, its
not a matter of if the prospect will
buy but, rather, when,” said Christo-
pher Doran, VP-marketing at Manti-
core. The key is having a solution that
automates the nurturing process, he
said, because “if your conversations
end, you won't be top-of-mind.”

Key to any lead-scoring system,
automated or not, is a common un-
derstanding between marketing and
sales as to what constitutes a lead,
Doran said.

“Marketing and sales still struggle
to agree on what a sales-qualified lead
is,” he said. “Thats where the blame
game begins. You need to lock the
VPs of marketing and sales in a room
until they agree, down to the details,
about what a qualified lead is”

Marketers need to get a little hum-
ble here, Doran said. He estimates
that sales generates about 70% of the
pipeline and marketing just 30%.
But, he said, the process can be boiled
down toa handful of principles:

W There should be no clear dis-
tinction between sales and market-
ing. Both must work together.

W Marketers should “think be-
vond quantity”

W Marketing
automation isn'ta
cure-all if a com-
pany can't under-
stand its own pro-
cess of lead gener-
ation and nurtur-
ing prior to the
sales hand-off.

“You don't
know what you don't know,” Doran
said. “The process piece of market-
ing is relatively new. You need the
skill sets to think of this asa process.”

STILL NOT PERVASIVE

While the use of marketing au-
tomation is growing, its far from per-
vasive, perhaps used by no more than
a quarter of companies, Doran said.
And for many companies, even those
that use some form of marketing au-
tomation, more traditional methods
help the process immeasurably.

Ann Smith, director-marketing
programs at MarkLogic Corp., hasan
intriguing challenge in getting and
nurturing leads. In promoting the
use of MarkLogic software solutions,
which aggregate, repurpese and de-
liver content in multiple formats,
Smith must convince prospects—of-
ten in person—that MarkLogic au-
tomation is better than the way
they've been doing it.

“Lead-gen for us s just getting in
that first hook into an organization,”
Smith said. “Education is really im-
portant in a complex sale. Technically,
we'Te selling a new idea to a lot of peo-
ple. There's not a lot of things they can
compare it to.”

As a result, MarkLogic partici-
pates in many trade shows and oth-
er live events. The company's de-
mand generation agency, Bulldog
Solutions, also is tapped to help
stage webinars to demonstrate
MarkLogic products and help build
prospect lists.

“For the government sector in
particular, where it's hard to reach
people, live events are important,”
Smith said. “If we select our events
carefully, were able to have very
good conversations with people, to
understand their pains and what
theyre experiencing. We want to be
problem-solvers.”

But Smith added that, in finally
determining what’s a good lead,
marketing has its limits.

“At this stape, determining a full-
qualified lead is not something mar-
keting can really do,” she said.
“Bven if somebody downloaded a
white paper or attended a webinar,
we rely on the people on the phone
to dig further, to see if there is a fit.
Ultimately, you need that live
conversation.” []

Maximizing online content to fuel conversations, conversions

It with a catch. Businesses want theirwebsites to focus

L Kerpora & founder and CTO of Arkayme Inc. =
(www.arkayne.com), whaose technology auto-
mates link-bullding to related websites. BioBra- | g
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cently askad Kenjora about how strong and appropri-
ate online contant can inspire conversations, nurture
leads and boost convarsions. f

BroB: What factors influence the success of content 1 1
marksting?

Kenjora: Information gathering is a key step to
content marketing. To get results, first identify your au-
dience. Second, you need to assess your existing mate-
rial as a fit for that audience. Marketers that tailor con-
tent for a spedific customer segment will bacome more effective
at emgaging customers in both search and social media.

Content that is targeted at specific customer segments has
the added benefit of Improving search engine optimization cam-
paigns. As the number of search keywords increasas, more specif-
ic content can improse your likelinood of being found.

BtoB: What about the tone or level of that marketing content?

Kenjora: The conversational nature of social media has
impacted consumer behavior in the traditional online space, espe-
dally with regards to tone and direciness. Presenting people with
information they want, ewen when the maternial is only mildly asso-
dated with your product or service, has 2 much greater effect than
pushing blatant sakes material and lead-captura forms. Howewver,
remambser that whan prospeds do locata you, you'll have a few
pradious seconds to convince tham to stay.

BtoB: Should content marketing get into product features or
competitor comparnisons?

Kenjora: This is a tricky question. The short answer is to do both
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on value propositions for the specific audience segmeants
they are trying to engage. SEQ campaigns in traditional
saarch should then be foousad on competitive tesms for
that sagment. Commion to both search and sodal madia
Ethe nead to understand your CUstomer segmsant, a5
well s how your comipetitors play thers. Here, your con-
tent assassment will reveal gaps to address, such as
countaring your competitors’ sirengths and highlight-
ing your own unique attributes that differentiate your
offerings. Evaluate specific themes, engaging topics,
types of content and the keywords attached to each,
and gauge what performs well via search quenes.

Additionally, and important to note, the sodal media space is
still young and has fewer manners. it's 0K to directly engage with
consumers who are specifically complaining about competitors.
If done in a friendly, helpful manner, others will start differentiat-
ing you from the competition as a better alternative. The social
media content is just as important here for competitive
benchmarking as any other content searched for on the Web.

BtoB: What about purposing content for specific marketing needs?

Kenjora: Content marketing reguires volume, so reflect again
on whom you want to reach. Zero in on the best performing
types of content for your audience, and develop 2 budget and
production calendar that guides the distribution frequency your
resounces can support. If your frequency expectations fall short,
consider agencies that spacialize in content development. Alsa,
think about utility as your team or agency builds content. For ax-
ample, a company that markats conference planning and
support services can appeal to event planners with videos about
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meating destinations, custom calculators that estimate hotel ser-
vice costs and articles about managing travel logistics. Thesa ma-
terials shouldn't hawk your services, but rather should share ad-
vice. Your prospects will come to trust you as their go-1o source
for such knowledge and will want to do business with you.

BtoB: Content can be tallored for specific customers as well, right 7

Kenjora: Absolutely. Putting relevant content in front of Wieb visi-
torsimmediatety, basad on thelr interests and behaviors, diminishes
their need to spend time searching, or getting frustratad and keaving
altogether. Techmigues beyond basic SED can help you fine-tune
content and capture maxinmum visibility for each piece of comtant.
Context-aware tooks, for @ample, profile Web visitors and predict
whiat kinds of information will be mast useful for them while they are
browsing. In addition, cross-linking content within your network of
sites and with other sites for sharing across sodal communities also
can expand the reach of your matenial Tap social media to seck out
ideal customers whao in tandem can aid your rise tofirst-page search
status as they pass your content through their networks.

BioB: How about measuring success?

Kenjora: Routine checkups are required to achieve and main-
tain success, and often uncover ideas for improvement. You
should track social media mentions, links to your site and
inquiries or sales by content and referral sourca.

Google Analytics and similar free tools exist to get you startad,
and more advancad features and alternative systems are reason-
ably priced. Usa these measurement tools throughout the course
of your programs rather than just at the end. And don't rely on
keywiord analysis too much; customers read contant, not
keywords. A focus entirely on keywords generates content that
only machinas and algorithms care about. [



