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The rise of conTenT markeTing means ThaT successful markeTers need 
To TargeT Their messaging wiTh more precision Than ever before. 

In an increasingly fragmented, customer-driven marketplace, blast campaigns are too 
impersonal to be effective, while broad messaging is often ignored by buyers accustomed 
to highly tailored approaches. From creating relevant content to choosing the time and 
channels of distribution, marketers must drill into tightly defined categories to deliver a 
resonant campaign that hits the mark. 

This can be especially true for enterprise brands, which face the unique challenge of 
maintaining an overarching brand identity while appealing on a personal, customized level 
to a diverse customer base with conflicting preferences. Their need for targeting, and an 
expanding buffet of new technologies, has led many of them to marketing automation. 

By working in tandem with the business’ customer relationship management (CRM) system, 
marketing automation can track a buyer’s path of online interactions with a company 
and respond every step of the way with tailored and intelligent messaging. For instance, 
a prospect who downloaded an e-book or clicked through on a newsletter link could then 
receive a corresponding email designed to deepen his interest or trigger an additional 
behavior. By receiving relevant content such as emails or landing pages at the right time, the 
prospect is coaxed through the funnel every step of the way.
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The markeTing misinformaTion machine

There’s no doubt that marketing automation can 
provide a wealth of benefits, including:

 seo analytics
 Increased traffic
 audience engagement
 healthier data
 & higher revenue

but while many enterprise-level companies have taken 
tentative steps into marketing automation, they aren’t 
sure just how to apply it to their specific challenges and 
goals – or how to find the right vendor for their needs. 
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Partly this is because marketing automation is such a hot topic in the B2B 
marketing landscape, with plenty of promises and promotion dominating 
the conversation. For an enterprise company new to the game, it can be 
hard to separate the facts from the hype. Much of the available information, 
from articles to events, seems sponsored or generated by vendors and 
consultants who have a vested interest in specific platforms. As a result, the 
flurry of promotion means that even experienced marketers are confused 
or misinformed as to what solutions they truly need – and how the features 
offered by each vendor will impact their business processes. 

Sorting through the conflict information can take some work. 
There are plenty of consultants and businesses who will provide strategy, 
content, advice, leads and more. But it’s hard to know who to trust, 
especially when the marketing blogosphere can resemble a hall of mirrors 
where the same ideas are recycled ad nauseum. Nor can companies 
assume that using the same vendor as the competition is a safe step. Just 
because you’re both enterprise brands, doesn’t mean you share the same 
marketing framework, logistics or goals. 
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To gaIn an objecTIve look aT avaIlable SoluTIonS, an enterprise company needs to cut through the spin and 
accurately evaluate the best platform for their unique needs. obviously asking for a demo is always a smart idea. but the 
following steps will help you sidestep the bombast and get the facts on what marketing automation can do for you. 

step back from the hype. 
It’s tempting to take the easy path and purchase the software du jour – whatever 
product is getting the most praise and publicity. But successful automation is not 
one-size-fits-all. Remember that promotion often glosses over technical nuances 
and that your needs may differ from all those happy customers. 

do your campaign homework. 
Marketing automation is a tool that capitalizes on strong campaigns and appealing 
content; it cannot manufacture them. You still have to understand customer pain 
points, think from their perspective, and tailor your outreach accordingly. If savvy 
strategy and resonant content are absent, you’re wasting your money. The same 
goes for your sales team; if they’re wasting time on low-quality leads, even the 
perfect marketing automation system can’t work its magic.

lay the groundwork. 
While some vendors seem to hint that automation can solve any problems, 
be aware that it can’t transform bad data into good data. Make sure your 
data is clean and that you have a large volume of leads to make the system 
worthwhile. Also take a clear look at your processes and procedures. If they need 
improvement, this is the time for an overhaul.

stay clear on your goals. 
Your software solution should adapt to your strategy, not the other way around. 
If you find that a solution is demanding a complete reboot of your methodologies 
and deliverables, it could be a sign they need work – but it’s more likely a sign 
that this software isn’t the right solution for you. 

be realistic. 
Implementing marketing automation can be difficult and consume colossal 
time and resources. Realize that even once the system is up and functioning, 
you’ll need to assign staff to monitor the performance and results.

stay educated. 
Marketing automation is an ever-evolving tool. Stay on top of new strategies and 
technological developments, and make sure that your information is coming from 
diverse and unbiased sources. One hint: look beyond the vendors’ official advice 
and into their user communities whenever possible. That’s where you’ll often find 
the most honest feedback and guidance.
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choosing The righT soluTion

once you have cleared away some of the myths and misinformation 
surrounding marketing automation, your next step is identifying your needs. 

While popular solutions can offer many services, you won’t always need the full 
menu. This is important to remember when a vendor offers you a dizzying array 
of services and features. Do you really need all the bells and whistles? Your goal 
is to use a platform that offers the maximum reward without wasting money on 
unnecessary features.

Now is the ideal time to define your goals and your messaging. Think about the 
deliverables you want from your marketing automation system. Lead generation 
and nurturing, social media marketing, upsell and cross-sell opportunities, 
brand management: the list is endless. Also think about the resources you want 
to spend and the complexity level of your messaging. Failing to articulate that 
last point is a common downfall for enterprise companies, who often have an 
entire universe of storytelling, branding and messaging points to manage. 

To choose the right solution, you must know exactly how complex a brew of 
content your system needs to automate; if the software isn’t up to the task, 
your campaigns will misfire.
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segmentation capability. 
Will you be able to segment your audience according 
to a variety of behavioral and demographic criteria? 
Remember that tightly-defined categories are key to 
targeted content.

support and Training.
Does the vendor offer adequate training for your 
organizational needs? This is a critical factor; buying the 
“best” software available will be a waste if your vendor 
doesn’t provide adequate onboarding resources to help your 
staff master the learning curve. What level of customer 
service is outlined in the contract?

community.
Is there a community of users to share experiences 
and best practices with? Fellow users can be your best 
allies in offering practicing solutions and developing 
expertise, so decide in advance if participating in a user 
community is important to you.

integration.
Will the product integrate seamlessly both ways with your 
CRM system? This is critical for helpful communication 
between marketing and sales.

cost. 
There’s a product for every price point, so make 
sure you’re looking at solutions that align with your 
budget. Too big and you risk spending on services 
you don’t need; too small and you could end up with 
a limited product that can’t supply an adequate range 
of services. Packages exist for everyone from small 
businesses to Fortune 500 titans, so be sure you hit 
the right level.

enterprise-level complexity.
Can the platform handle the full scope of your needs, 
whether it’s a diverse customer base, multilingual 
marketing, or multi-tiered messaging points? 

content. 
Whether you want email, video, blog posts or white 
papers, will you supply the content or your vendor? If 
it’s the latter, is the vendor capable of creating dynamic 
and engaging communications that align with your 
enterprise brand? Or is their content stale and generic? 
Sending out a dull campaign does more harm than 
good, so be sure to get a good look at what you’re 
buying.

features. 
Different platforms offer features such as Competitor 
Tracking and Analysis or Social Media Management. 
Which ones are a priority? Spend time figuring 
out if you’ll benefit from features like Demand 
Generation, SEO Tools, Social Media Management, 
Lead Management, Nurturing, Generation, Campaign 
Analysis, Lead Qualification, and Sales Effectiveness.

scalability.
Can the vendor’s solution adapt to the size of your company, 
and grow with your long-term needs? Good software is 
always being improved, so look for a vendor with a roadmap 
for future development and innovation.

once your needs are clearly defined, you’ll want to evaluate actual vendors in 
terms of both technical features and other aspects.
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plaTform overview

Marketing automation vendors offer a range of benefits, 
and differ from one another by client base, price point, 
scalability, integration, support, community and features.  
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plaTform overview

The below overview can help you decide which vendors might be a good choice 
to deliver your desired outcomes, from reporting to performance.
eloqua
A good fit for B2B and B2C companies between the mid-market and the enterprise, 
Eloqua is known for their thorough training and seamless integration with many 
systems, including Salesforce.com, Microsoft Dynamics CRM and others. Additional 
assistance can be found in their “Topliners” community, a robust network of users. 
Features include an on-demand all-in-one system, with effective reporting and 
dashboards; also Twitter and Facebook integration and functionalities that include 
marketing automation, analysis, sales tools, lead nurturing, tracking, integrations, 
apps and widgets

hubspot
Flexible enough to work with B2B and B2C companies of all sizes, this vendor offers 
a web-based, all-in-one platform that focuses on helping businesses track and assess 
the allocation of their marketing dollars. While it’s highly scalable and integrates with 
many systems, its user community is small. Features include advanced SEO and 
social media tools, landing pages, and the ability to create fresh and distinctive client 
content.

marketo
A leader in the automation space, Marketo typically works with mid-market and 
enterprise businesses. While their integration capabilities are limited beyond 
Salesforce, they offer a solid training program and a strong user community. They 
also have the scalability to grow with companies from small to large. Features include 
a web-based deployment model and capabilities in lead management, territory 
assignment, social media integration, campaign management and analytics. They are 
known for their “Sandbox” application, which creates a copy of the software for testing, 
modification and training. 

optify
High scalability, seamless Salesforce integration and a minimal need for training make 
this a common choice for both small and enterprise B2B companies. Features include 
in-depth reporting tools and a customizable suite of applications for driving traffic, lead 
scoring and global SEO tracking.

pardot
This vendor offers a basic solution for mid-sized B2B businesses, with a more robust 
edition for Enterprise companies. It integrates nicely with Salesforce, Microsoft CRM, 
SugarCRM, Netsuite and other systems. While its user community is slight and its 
scalability limited, some businesses are attracted to its inexpensive solutions and lack 
of contractual terms. Features include products for lead management, batch email 
marketing, automated drip marketing, and real-time sales alerts; the Enterprise edition 
offers more advanced capabilities such as custom security controls, increased storage 
space, and a dedicated IP address. 

silverpop
Known for their purchase of Vrentz, this vendor works mostly with mid-market and 
enterprise-level organizations. Among its selling points are easy integration, a global 
footprint, and little need for support. Features include advanced batch and blast email, 
landing page creation, a Snooze feature, Social Sign-in, and a Social Connect portfolio.

genius
A focus on marketing automation basics makes this a popular choice with small to 
medium businesses who want to adopt a simple platform on a budget. However, while 
Genius can integrate with most CRM systems and offers good training, the scalability 
is limited. Features include tools for lead capture and management and social media 
tracking and drip campaigns, among others.
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opTimized performance

The potential for performance with marketing 
automation is massive – and so is the potential for 
misinformation. 

while seasoned professionals and newcomers alike 
should stay informed on the latest developments in 
this rapidly evolving space, they must also cut through 
the hype to identify the most profitable solution for 
their business. 

by partnering realistic expectations with an awareness 
of available tools, marketers will understand how to 
tie marketing automation to their own initiatives for a 
system that delivers high performance. 



LeadMD combines the resources of a digital marketing agency with revenue focused sales and marketing 
alignment strategy, all through the use of on-demand cloud technology.  Creating, managing and converting 
quality leads in higher numbers is how we enable our clients to out perform their competitors and out 
market their peers.

abouT

1.877.77.LEADMD 
9383 E. Bahia Drive, Suite 225
Scottsdale, Arizona 85260
Fax: 888.294.9854
info@leadmd.com

The most effective way to engage more prospects and convert better leads is through Conversational 
Marketing.  At LeadMD, we will help your team leverage email and online channels to build buyer trust 
and engagement through cutting edge technology such as Marketing Automation. When your focus is on 
building a demand generation process that truly drives revenue, it’s time to engage LeadMD and fix your 
funnel.
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