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Hit 88 miles per hour and travel from relationships, 
to reach, to demand generation and account-based 
marketing with this handy guide.
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Great marketing doesn't require stolen uranium.  
But with the increasing popularity of account-based 
marketing, personalized campaigns, producing relevant 
content, and even predicting your ideal buyer, it's more 
important then ever to understand the fundamentals of 
great marketing.

And while the tactics may have changed over time, those
fundamentals have remained constant.

So grab your hoverboard, hop on, and let's take a trip back. 

As Doc said, 
"Where we're going, we 

don't need roads..."
But we do need a better 

framework for better marketing.
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While advertising wasn't widely available till the late 20s, 
marketers had one tool constant at their disposal: themselves. 

The marketer was  the account manager and salesman 
wrapped in one. They had to put themselves in the thick 
of the opportunities, rather than relying on outside entities, 
like print ads, to get the job done.

< 1930

In the beginning...
there were relationships.
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Meetings in speakeasies, breaking bread over scotch-and-ice, was 
usually the way a business relationship began. 

And in-person meetings weren't just a way to sell something. 
They were o�en used to open up and expand networks. Long before 
LinkedIn, schmoozing over dinner was one of the only ways to 
network with prospects and other like-minded folks.

We’re gonna 
make BIG bucks!

*clink!*

Getting to know you...
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With the increasing popularity of radio and the introduction 
of television, more mediums meant more opportunities for 
reach and marketing. It became much more about the 
message than the relationship. 

Fun Fact: By the mid 1940s, more then half of Americans 
had access to television. 

What did that mean for marketing? 
Half of Americans = half of American businesses.

The Dawn of Mass Communications

1930 - 1960
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!

The message takes center stage.
Television was a revolutionary medium 
that allowed marketers and ad agencies 
to reach past the select few, and into 
the masses. 

And truth be told, television hits all the 
notes: using sight, sound and motion to 
hook viewers into campaigns through a 
much more in-depth messaging, rather 
then the one-sided print ad. This gave 
marketers and advertisers the reach to 
intrigue viewers outside of typical 
business hours.  

Fun Fact: 

1941 was the first recorded act of advertising through television.

In 1954, television ads revenue surpassed radio and magazine ad sales.  
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Marketing became focused on the best way to be exposed to 
the largest audience all while making sure it was the 
RIGHT audience. 

Society was changing, and marketing had to keep up. Social 
changes in the 1960s led to a fracturing of American society, 
creating many more subgroups receptive to di�erent kinds 
of messages. The one-size-fits-all approach died around the 
same time as Woodstock. 

Enter: The E�ciency Era

1960 - 1970
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To reach a new style of prospect, with di�erent tastes 
and preferences, required much more focus than in 
the past.  And, as more diverse talent was brought 
into marketing departments, more questions and 
feedback were needed to allow better campaign 
decisions to be made. 

A Time to Break the Social Norms
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NEW!

While all people are created equal, all marketing is not. With segmented marketing strategies, 
organizations began to reach the right target audience using research and validation. Keeping 
campaigns relevant to demographic information and the specific buyer came to the forefront. 

The Question of Relevance 
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Here's where things start to get interesting. 
This era spans a time of many technological breakthroughs. 
From the early development of the world wide web, to the 
widespread adoption of it; from the first email being sent, to 
the dawn of social media. It all began, and took o�, in this 
time period. 

Fun Fact: In April 1994, Phoenix law firm Canter and Siegel 
advertises their services by posting a message on several 
thousand newsgroups. This is likely the first automated, 
large-scale commercial example of spam. 

Beginning of the Digital Age
01110101100
1000010101
101111010111
01011101100

1970 - 2000
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In the past, marketers relied on data that mostly lived in their head. It's physical counterpart was 
something like a Rolodex. But in the digital era, the proof is in the pudding and data is a big bowl of 
tapioca. But with data storage and collection at the marketer's disposal, organizations are able to 
finally find and track the ROI for marketing e�orts. This concept further cements the need for 
segmented marketing messages. 

Simply put, targeting your message requires time and money. Now, organizations can see if it was 
worth it (or not).

The New Wave: Data

01110101100
1000010101
101111010111
01011101100
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Company

Interest Level

Age
Title

Income

Gender

Navigating the Data Gold Mine
With strategies out of the heads of marketers, and the availability of 
new forms of communication, like email and websites, data mining 
became the end all be all. 

As data began to become readily collectable, and buying trends 
started to become more apparent to the marketer, they began to 
further segment their campaigns to give the right message to the 
right person. 

http://twitter.com/myleadmd
http://www.leadmd.com
mailto:GO%40leadmd%2Ccom?subject=


© 2016 LeadMD   •     @myleadmd   •     leadmd.com     •     GO@leadmd.com     •     877.775.3236Page 14

BIG CORPORATION

Yeah Scott, I'm 
going to make 
some deals and 

blow some minds.

As many marketers and organizations got their hands on the "data" and evolved their digital 
communication strategies, many companies leveraged external vendors and services providers to 
accomplish marketing strategies.

Making deals to get deals done...
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From 2000 to 2010, the digital space evolved quicker 
than a bullet train. With the true birth of social media 
and robust analytics, tools like Facebook and Google 
Analytics were a click away.

Entering the age of relevance...
But relevant to whom?

Fun Fact: In 2005, Apple began to use the "up and 
coming" social platform, Facebook to build a 
community of users. Apple spent hundreds of 
thousands of dollars a month as the group expanded. 
Apple saw an innovative and new way to tap into their 
buyers needs, and share targeted messaging to 
current and prospective users.
 
(Source: The Facebook Eect) 2000 - 2010

Tootie Toot Toothpaste Inc.
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In the mid 2000s, the use of web analytics began to quickly grow. With tons of data readily 
accessible, the use of web analytics tools for the ultimate Search Engine Optimization 
(SEO), provided complex solutions for massive amounts of data.

In 2005, Google acquired Urchin and shortly therea�er Google Analytics was 
born. Google Analytics instantly became the most widely used web 
analytics service available. Focusing heavily on quantitative analysis, 
it tied in nicely with Google's growing suite of o�erings beyond 
web search.

As we scrape the web with new analytics 
gadgets, we further target our messaging to 
the right people at the right time. 

Plan the Attack (with Analytics )

Analytics
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Social gave marketers another way out of the one-sided communication channel, creating 
conversations. As we begin to bring back the notion of conversational marketing, agencies 
created "brand ambassadors" to act as advocates of their product or service.

These advocates build brand loyalty across    communities, discussing their favorite aspects of a 
product through Word-of-Mouth messaging tactics. 

It’s at this time digital messaging begins to make its way back to conversational marketing. 

Building Brand Ambassadors

IMO, 
Tootie Toots Toothpaste 

is totes
UH-MAZE!!

Really?? Maybe I’ll 
check it out, thx! :)
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The marketing of today requires constant change and 
innovation. As email, social, and the web became the way to 
reach the masses, the process of sales and marketing became 
more like throwing spaghetti to the wall to see what sticks, 
and less like well... not that.

While everything we've learned and built along the way is 
relevant and essential to gaining customers and increasing 
revenue, in many ways the concepts of yesteryear need to be 
knocked down and rebuilt to bring back what worked in the 
early age of marketing: Relationships. 

What's old is new again:
The Resurrection of Relationships

2010 - Today
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Dialing the message to the medium
With the return to relationships, you're marketing everywhere at once. But don't think you have to spread 
yourself thin. Here's the idea of omni-channel approach comes into play: Sure, you’re going to be spread 
across every channel you can muster, but it’s not going to be that old mass approach. 

Instead, you’re targeting 50 accounts, rather than 50,000. You have no choice but to be that specific if you 
want to punch through the noise. Each account is a market in it of itself, treat them that way. 
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Incentivizing Buyers
As competition thickens in all markets, businesses use incentives to keep customers engaged with their 
brand, and more importantly, their o�erings. 

Incentives come in two forms:
1. From referrals to NEW customers      
2. From keeping customers constantly coming back for more. 

And Incentives are created in all shapes in sizes, like a free co�ee, a point/star system, gi� cards, $10 o� your 
monthly bill, the list goes on. Incentives not only keep your customers happy, but they also encourage them 
to buy even more stu� and tell their friends about you for... you guessed it, more free stu�!

Tootie Tooth Discount Card

FREE

Purchase 8 Tootie Toot Toothpastes, get a free Tootie Toothbrush! 

Do it!
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The new age of marketing comes down to using technology to 
mirror what would happen in a face-to-face interaction. Think of 
what you’d normally do if you met a new business contact: You’d 
say hello, have a conversation. Later on, you’d give them a follow 
on LinkedIn and Twitter, send an email, etc.

It's not possible to do that for every single prospect you want 
to engage anymore. There needs to be a process running in the 
background to enable that. And it has to be consistent. 
Marketing automation can help you reinforce a message, 
but the new age of marketing requires a highly-personalized, 
highly-intelligent approach. 

So, it pays for savvy marketers and sales professionals to stop 
playing the game of “new channel whack-a-mole.” Instead 
adopt an “everywhere, but for a few” mindset that allows you 
to truly develop personalized interactions.

Where tomorrow will take us...

Today-The future

LEADMD
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TO BE

>CONTINUED

LEADMD

We made it. And at the same time we just 
scratched the surface. Today's marketing 

moves much quicker than 88 miles per hour.Great 
Scott! But no matter where you're going, you can 

count on LeadMD bringing 1.21 gigawatts of 
solid marketing principles and cutting-edge 

best practices to support you.
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Meet your fellow time travelers:

LeadMD is a di�erent kind of full service digital 
marketing agency. As the ultimate extension of your 

team, we help you optimize and launch full-scale 
marketing campaigns and initiatives. 

Our pack of Marketo Certified Experts is chock full of 
Salesforce ninjas, Marketo gurus, design superstars, 
social and content specialists, web developers and 
more. We are proud to be Marketo’s first Strategic 

Services Partner. With over 2,600 Marketo instances 
serviced, LeadMD is well-equipped to help you reach 

this year’s marketing goals and beyond.

Continue the learning
In addition to the services we o�er, LeadMD invites you 

to learn Marketo, CRM and marketing
best practices with our on-demand learning series, 

leadmd.com/marketplace.
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