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PRAISE FOR


MARKETING AUTOMATION


UNLEASHED


“Marketing automation isn’t just a technology, it’s a new way of marketing. In this book, Casey lays out a great roadmap to help you understand both aspects of this new frontier in an easy and straightforward way.”


—Mathew Sweezey, principal of marketing insights, Salesforce; author of The Context Marketing Revolution


“Casey shares the marketing strategy that works and keeps it connected to the technology with clear, actionable advice.”


—Nate Skinner, VP of product marketing, Salesforce Pardot


“It’s an adventure out there. Marketers would do well to rope in with Casey and his strategic approach to better marketing.”


—Sangram Vajre, chief evangelist & cofounder, Terminus: Account-Based Marketing


“Casey provides a pathway for marketers to break free of the tactical hamster wheel and think big picture MarTech strategy.”


—Darryl Praill, CMO, VanillaSoft


“Converging technology has ushered in the melding of sales and marketing teams. Everyone connected to revenue generation should read this book.”


—Tracy Eiler, CMO, InsideView; coauthor of Aligned to Achieve
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The Hard Corps Marketing Show is a podcast that I host, interviewing the top B2B marketing professionals. Marketing myths are dispelled and the experts share their stories, best practices, and career advice for marketers advancing in their journey.


Throughout this book, I will reference certain episodes that contributed ideas that I learned from all the different conversations. If you want to know more about a topic that is covered, I highly recommend you check out the expert episodes!
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https://www.hardcorpsmarketing.com/


The Hard Corps Marketing Show can be found on the following apps:


iTunes


Apple Podcast App


Google Play


Spotify


Stitcher


YouTube - Full video


Follow The Hard Corps Marketing Show on:


Twitter (@HCMarketingShow)


Facebook


LinkedIn
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FOREWORD


A wise man once said, “A few years from now, we won’t call it digital marketing; we’ll just call it marketing.”


For more than twenty years, marketers, myself included, have developed deep functional expertise in digital platforms for advertising, communications, and analysis. I was the digital guy, the one who understood how to take what was possible with search, or social media, or rules-driven email and deliver results. We drove new leads, new customers, and lots of new revenue. Digital made marketers tech heroes. Pundits declared that the CMO was becoming the new CIO (and in some cases had larger tech budgets to boot).


But the advent of advanced marketing tech didn’t change the outcomes that businesses desire; it only created greater opportunities to drive them successfully at higher efficiency and lower cost. The core of marketing’s mission—driving awareness, consideration, intent, and actions—has always remained the same. When digital was properly incorporated into the overall business strategy of an organization, it drove those outcomes in spades. Digital enabled us to reach more people with the right message at the right time to drive the right action—the same thing marketers have been doing for centuries, just at higher scale, lower cost, and better measured visibility.


More than ten years ago, Casey Cheshire and I worked together at Transparent Language building an online consumer business to help people learn foreign languages. We would have killed to have had access to the type of MarTech stacks and automation platforms that are available today. The things we did then that involved a lot of manual segmentation and hours of analysis would be so much easier to do today. But the most important thing we did was to understand our business objectives, devise strategies to drive those outcomes, and make sure our tools and programs delivered against that.


And that is what many marketers and businesspeople miss. The capabilities of the tech don’t matter if they’re not serving the outcomes the business needs. How many organizations start with the tools rather than the strategy? How many organizations spend millions of dollars implementing complex MarTech stacks and connecting data flows to them, only to treat these complex systems as overpaid ways to “blast” a list once a month, or once a week, or (heaven forbid) every day? How many marketers measure their effectiveness with campaign metrics vs. business metrics, open rates vs. revenue?


And that is what makes the notion of a marketing automation maturity model that focuses on driving strategic outcomes so interesting and so important. What Casey does with his team at Cheshire Impact goes well beyond platform implementation and integration. They help their clients to make real business impact (it’s in the name!). And in doing so, they’ve learned a thing or two about how marketing automation can serve those ends and how organizations can use it to drive the most value. Casey shares that in this book and gives us a framework to inform our own thinking on driving that value.


At the end of the day, if our marketing automation is driving those high-level business outcomes, perhaps we’ve finally reached the point where we’re no longer digital marketers, we’re just marketers. And super-effective ones at that.


David Meiselman


CMO, ezCater
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AN INTRODUCTION WORTH READING


This is a book about growth and opportunity. It’s written by a marketer, for marketers, and it was inspired by my own challenging (and often uncharted) journey to fully utilize marketing automation technology.


The suite of tools in marketing automation platforms allows B2B marketers to capture, nurture, and automatically engage their buyers in new ways that only a decade ago might have been considered science fiction. The goal of this book is to ensure that you have the strategies and the road map necessary to maximize your use of this game-changing technology. This book is not a technical training manual, but rather a road map for what specific strategies should be adopted in order to maximize your use of marketing automation.


Unfortunately, while marketing automation isn’t new, many organizations still have yet to transition away from their email-blasting tools. Worse, many who have invested in the new technology have failed to make the transition to the new strategy. We scratch the surface of adoption, and our gut tells us something is missing, even if we don’t know to what extent.


It’s one thing to acquire a tool; it’s another to actually use it. We’ve done our own research specifically with marketing automation and have found that the vast majority of organizations use 30 percent or fewer of available features. In other words, we’re investing serious money into powerful tools and not fully using them.


Why is this? For some, it’s a simple case of poor training. They either haven’t been shown the ways in which they can use this technology, or they have but failed to make the connection that marketing automation is a completely new way of doing marketing. If you want the growth results, it’s not business as usual. You must adopt and adapt, and more and more, you need to do both, quickly.






If you want the growth results, it’s not business as usual. You must adopt and adapt, and more and more, you need to do both, quickly.








Others are embracing the new strategies of marketing automation but find themselves face-to-face with a gigantic to-do list. Powerful tools like Pardot allow you to do almost anything you can imagine, and that kind of limitlessness often leads to busy marketers feeling overwhelmed by the number of choices they must make to pursue so many opportunities.


I know this overwhelming feeling of opportunity personally. My own journey with marketing automation started almost a decade ago, when I left a large organization to run marketing for a midsized company that was still operating on the old model. Leads were stalling, no one filled out the twelve-field form just to receive the newsletter, and the unlucky few that did were unfortunately greeted by a call from a sales rep the following day. The salesperson had been through this before and didn’t really want to call. Naturally, the surprised “lead” didn’t want to chat either—imagine that!


It’s a familiar story at a lot of organizations, and the friction in the buying process is palpable. I sought out solutions for this disconnected marketing and sales process as soon as I started. That’s when I first discovered marketing automation.


I went through an eye-opening implementation and hungrily adopted an entirely new way of doing marketing, supported by this new technology. The concepts made sense, and heck, what did we have to lose!


Fast-forward several months. Leads were dramatically up and continuing to rise. Our forms were dynamically adjusting to the person viewing them (like Harry Potter magic!), increasing conversion rates and resulting in new lead counts dramatically. Prospects then experienced a customized series of email nurtures that educated and informed them (not pitched them!).


By the time our sales team received a lead, they had experienced an interactive demo and had been exposed to a white paper on the theory and a case study on the real-world successes possible. I went from “the new marketing guy” to “Casey” and was regularly invited out to a sushi lunch—which, for the record, seems to be the universal sign for when a sales team really likes you.


Finally, and most importantly, I was able to point to specific marketing efforts that led directly to won deals and the resulting revenue. With a proven ROI, I was able to immediately quit the worse lead sources and double down on the winners!


Very organically, this passion for marketing automation spurred my decision to launch my own consulting company, Cheshire Impact, allowing me to focus specifically on helping organizations achieve the same success with their marketing automation. With a dedicated team of experienced marketers and an amazing partnership with Salesforce, we’ve now helped more than twenty-two hundred organizations (and growing) maximize their use of marketing automation.


A ROAD MAP FOR THE BOOK


Where do you fit into the spectrum of fully utilizing your marketing automation platform? Until recently, I’ve found it’s an easier question to ask than to answer. Maturity models for marketing automation are surprisingly hard to find, and disappointingly, they tend to be feature-centric instead of examining the bigger picture outcome of delivering qualified leads to sales in an overall revenue generation metric.






My team and I created a strategic road map for maximizing marketing automation, one that includes ten milestones comprising individual marketing automation strategies, each adopted in order.








I had developed my own model from working on these platforms myself as well as from the many onsite consulting sessions I held. But this learned knowledge needed to be distilled and clarified so that it could be utilized, even if I wasn’t there in person to articulate it. With that goal in mind, my team and I created a strategic road map for maximizing marketing automation, one that includes ten milestones comprising individual marketing automation strategies, each adopted in order.


We called this road map the Cheshire Success Index, or CSI for short. The CSI takes followers through ten strategies grouped together in four distinct phases in their deployment of marketing automation: Foundational, Growth, Alignment, and Optimization. Each chapter of this book covers a specific step within each of these phases.


In chapter 2, we’ll take an assessment based on your current adoption of these CSI strategies and put an actual number to that gut feeling you may already have about where you’re at.


Following the assessment, the remaining chapters of this book cover specific CSI elements. Each presents experiences to learn from, strategies to implement, and criteria for success at that particular step. Because the order is deliberate, the work done in the earliest chapters will build like a snowball, creating an avalanche of marketing by the time you’ve hit all ten at the book’s conclusion.


The first three elements describe the steps in the Foundational Phase. This critical phase revolves around establishing rock-solid buyer personas and ideal buyer profiles, preparing your marketing data, and ensuring your ROI reporting is ready to capture the results of the future steps.


The next phase is where marketers get to unfurl their wings and truly be marketers. In the Growth Phase, I’ll use two chapters to break down the concepts of gated content marketing and deploying customized nurture campaigns.


The third phase is the Alignment Phase, and the two chapters there revolve around the collaboration between marketing and sales.


The fourth and final phase, Optimization, encapsulates some of the most advanced and fun strategies available to marketers today through marketing automation, including value proposition testing, dynamically changing emails, landing pages that speak directly to the visitor, and advanced analytics.


Now that you’re all caught up on the logistics, let’s get to it! We’re going to kick this party off by learning the four key values to marketing automation. Understanding them sets the stage well as you start learning the road map to success.




 


[image: imgsecimage.jpg]


CHAPTER 1


FOUR LIFE-CHANGING WORDS


Since the invention of email in 1972, no B2B technology has had as much impact on the way we market and sell as marketing automation. From dynamically changing web forms and automated sequences of personalized emails to tracking marketing campaign ROI and a slew of extremely helpful features, there’s no shortage of tools to experiment with and build. This can be a problem, too, as it leads to confusion and distraction from the most important strategies of marketing automation.






Capture, nurture, automate, report. Four simple yet unbelievably magical words.








Capture, nurture, automate, report. Four simple yet unbelievably magical words. They are the core of what marketing automation can do to revolutionize an organization’s marketing and set it on a course for amazing growth! Understanding these attributes of marketing automation gives you a great start toward maximizing your use of the technology and the context for implementing the more advanced strategies.


CAPTURE


There’s an old joke about life that says you can only expect two things for certain: death and taxes. The grim reaper and Uncle Sam will always get their due. Everything else is negotiable. In marketing, you can add one more to that list. You can expect death, taxes, and sales asking for more leads.


Marketers are expected to generate consistent, prequalified, ready-to-purchase leads for their sales team to convert. The best marketers utilize lead generation sources to drive traffic to their website and other points in order to capture the information from the visitor. The act of gathering information from a visitor essentially creates a lead. Unless the form they’re submitting is a request for sales contact, the leads are generally not ready to be sent over to sales.


When we help organizations implement marketing automation, one of the first things we do involves setting up forms. Different from the standard HTML form, marketing automation forms have dynamic abilities built into them. They remember the visitor, never ask the same question twice, and can insert additional questions if the previous ones have been answered.


So the first critical attribute of your marketing automation system is capture. (I’ll discuss the best capture strategies for your marketing efforts a little later.)


NURTURE


Recently I was explaining the concept of nurturing to a conference room full of marketers. Projected on the wall was a picture from my wedding. I have my Marine Corps uniform on, and my wife looks beautiful in her wedding dress. I asked the audience, “How many dates did you go on with your significant other before you got engaged? Was it ten times, twenty, fifty? Was it one date? Did you even go on one date? Maybe it was in Vegas, right?”


Most people have many, many dates before they get engaged, but we tend to forget that lesson and treat it differently in the B2B world. We get really grimy and start moving way too fast with our marketing emails and unexpected phone calls from sales. Many companies send every person that completes a form right to a sales rep for follow-up. What is that? It’s like asking someone to marry you on the first date!


Most leads aren’t ready to get married when they first meet you either! Enter marketing automation-powered nurturing! What is nurturing? It’s awesome. I like to say it’s a sales tactic, because sales has been doing this for a long time. We train sales teams, and if they had unlimited time with their prospects, they’d be calling, providing value, caring for, and educating their prospects on an ongoing basis. So really what nurturing is, and what marketing automation allows us to do, is care at scale.


With apps like Pardot, you can program your nurturing campaigns based on your buyer’s profile and persona. You can literally build it into the system, so you no longer have to manually send these emails out once a month or every week. You build them into the tool, and it sends them out on an ongoing basis.


The success of the nurturing process depends heavily on segmenting. Understanding who your buyers are and what their needs are will be critical to nurturing properly. I’ll be diving into doing just that in the coming chapters.


AUTOMATE


I didn’t get into marketing to spend three hours or more a day creating an email to send prospects, and I doubt anyone else did either. Unfortunately, though, that’s the status quo, where we spend all month creating our monthly campaign, only to spend the next month doing the same thing. You feel like a hamster on a wheel, just with a laptop instead of cheese.


Before I started using marketing automation, I had actually asked for an additional marketer on the team because I was spending hours and hours doing tactical stuff. How can you possibly work on the business if you’re working in it so much? How can you work on strategy if you’re neck-deep in executing tactics day after day? It’s impossible.
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