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Traditional Marketing and Sales mm

Marketing provides air cover Sales takes down deals
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Marketing Automation
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Trends mm

THE RISE OF CONTENT 4.0
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But the Buyer’s Journey has Changed... mm
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Buyers are doing more research before they call you

— 78% start the buying process with a web search

— 50% turn to social media and peer reviews

Source: DemandGen Report
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8 5 /O of sales reps trusted their data more in

than in their own C o r. m o

Source: sociall123
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...say digital and word of mouth is most trustworthy

...of consumers trust peer recommendations

...0f salespeople who use social media outsell

3%0
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Content is Key to Engagement mm

Develop a curriculum and content plan

that matches a buyer’s journey. i
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educating before selling.

Get found by optimizing your content for ANV A L., Doz,
A 4 R
" 0 N oo

search engines.

Use paid advertising to bolster organic

search.

Reinforce content across multiple

channels.
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Repurpose Content
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Break Content into Smaller

Pieces

10-page Whitepaper

Gleanster Fq

About the Pie Chart

The data presented in the pie
chart s derived from the Q3 2012
Marketing Au survey
(n=243). The data serves as the
basis for this Gleansight Deep Dive,

Deep Dive

December 2012

The New Rules of Digital Engagement

As 2012 comes fo a close, it's a great time to iake stock of lessons
learmed and emerging best practices in marketing = especially with
respect to digital engagement. Emerging channels, data proliferation,

and changing

leave many

overwhelmed. It's hard enough to stop and reflect on what is and isn't
working in your own mmuamg department, much less benchmark

teehnology-enabled business initiative.
Additional survey data utilized:

» (4 2012 Gleansight banchmark
report on Revenue Performance

Management (n=158)
To leam more sbout Gleensier's
researh methodology, pieass chck

‘here or emal researah@gieanstercom.

You'll learn:

* Critical strategies that should
be Incorporated in your
2013 marketing plan

« How Top Performing organizstions
approach digital engagement
1o maximize success

« How to avoid pitfalls and lessans
learned by Top Performers in 2012

per among . This Deep Dive takes a closer

look at the most notable trends and lessons learned in 2012, and the
implications for 2013 marketing strategy. We will explore best practices
in the context of Top Performing organizations to identify exactly how
industry leaders are positioned for success in 2013, and where the
average organization typically falls short in digital engagement.

9%

Percentage of Top Performers ranking “online markefing channels” as a
competitive

top three source of

Lessons Learned from 2012

Digital channels have forever changed
marketing. Today we don't tell —we
{guide, engage, and contributs 1o

‘eam share of wallet. Competition

is fierce, informed target audiences
are bombarded with messaging, and
yesterday's tactics have reached

ota:
use. Eloctronic distribution via smadl or by
posting on a personal watisils s In violation of
the tarms of use.

retumns (and can even have
a negative impact on top line success).
“The new rules of digital engagement.
‘demand a customer-centric, channel-

advantage in 2012

‘agnostic approach to marketing
‘communications. But lat’s face it,
nathing really changed significantly

in 2012. The goals are largely the
same — revenue growth, market share,
customer satisfaction, etc. These are all
great goals, but without a stralegy every
path seems equally likely to lead to a
successful oulcome.

At the end of the day, what differentiates
‘a Top Performing organization from

4+ Blog Posts

2013’s Best Opportunities Will Come Through Digital
Engagement

Posted on December 21, 2012 by Janelle Johnson | Leave your thoughts |

89%

Percaninge of Top Periormers ranking 'wi--vuﬂm channels' s a
op hree source of competiive advantagein 2012

Gleanster Research has justissued “The New Rules of Digital Engagement,” a report
chronicling lessons leamed from 2012 and offering solid advice for 2013. Among the finding:

« Online marketing rocks. In 2012, 89% of Top Performers® ranked online marketing
channels as a top source of compeiitive advantage,

« Marketing automation sets you up for success. Top Performers are 4x mare likely to
invest in marketing automation than everyone else

Kickstart Your 2013 Marketing Plan with the New Rules

of Digital Engagement

Fostad on December 4, 2012 by Sherry Lamoreeux | 2 Comments|

As 2012 comes to a close, it's a greattime to take stockin lessons leamned
and new emerging best practices in marketing — especially with respectto

digital engagement

Join Gleanster Principal Analyst lan Michiels for a closer look atthe

successes, failures, and downright critical strategies that position Top.
Performers in the winner's quadrant for 2013,

You'lllearn:

« Critical strategies that should be incorporated in your 2013 marketing plan
« How Top Performing organizations approach digital engagement to maximize success
« How to avoid pittalls, and lessons leamed by Top Performers in 2012

Wednesday, December 5th at 10:00 am PST/1:00 pm EST

Register for this complimentary webinar now!

lan Michiels is a seasoned research analyst, strategic consultant, and business executive with a

act|en
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Let Big Data Help You Make Better Decisions
Posted on January 17, 2013 by Janelle Johnson | Leave your thoughts |

In the recent Gleanster Research paper, “The New Rules of Digital Engagement” analyst lan
Wichisls discusses the evolution of data, and offers suggestions for managing marksting data.

“While it may not be a keyline item on the 2013 marketing strategy, big data has the potential to
profoundly impact the way marketers ustify investments in technology and optimize marketing
execution,” says Michiels Today customer data s the number ane catalyst for big data initiatves
—and marketers have the most to gain from better use of customer data.

“Big data” has a lot of blurry definitions. Wikinedia says: *._.a collection of data sets 5o large and
complex that it becomes difficultto process.* That's a bitintimidating, but the thing to remember
is you only have to work with part of it As Rick Smolan, author of The Human Face of i Data
describes Big Data: ~._imagine if your whole Iife you had been looking through one eye and all
of asudden for the firsttime in your life you were able to open up a second eye. You're notjust
getting more data. You're not getting more vision. You're getting a new dimension, an entirely
new way of seeing what was right in front of you *

Forthis data marketing discussion, we're talking about the volume of data the average
organization collects on a daily basis, such as web analytics data, customer purchase data,
marketing campaign results, sacial media interactions, customer segments, behavioral
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Impact of Lead Scoring mm

384%

of survey respondents said that their
primary reason for implementing a lead
scoring system was to achieve added
revenue.

Source: GleanSight Lead Prioritization Report, Gleanster Research
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Lead Scoring

Scoring Rules @ Help

Aszign a numeric value to each type of response listed below.

Each addressee's behavioral score will be the sum of these numeric values for his or her individual
response types. You can create lists based on those behavioral scores.

@ Update Scoring Rules

Profile Score
WE Marlketing 20
Executive Officer 25
Student -100
Recruiter or Job Seeker -100
(&) Add Profile Condition
Activity Pick Time Period Al [+ Score
Was sent a message 0
Opened a message 5

© © © ©

Automatically give
points to leads based
on behaviors or profile
attributes

Allows marketing &
sales to sort and
prioritize leads

Marketing can nurture
leads with lower scores
before passing off to
sales

Learn what’s working
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Intelligence

e Use every engagement
opportunity to learn
more

e Build a profile that
combines demographic
and behavior information

e Gathering intelligence will
save you time and make
you look smarter

William Adeoshun (4 Send & Edit ¥ Delete & Close
[ Master List

cTO. IT E-Mail wadeoshun@mayoclinic.com

Mayo Clinic Mobile 602.486.1579

13400 Shea Boulevard Work 916.259.1219

Scottsdale, Arizona Home 602.355.6830

Il Mailings || Forms || Webinars Media || Custom | All i

2 Website E-mail £ Forms
Page Views 79 Sent 48 Views 24
Site Visits 26 Opened 28 Submits 14
Clicked 9
@ & Media @ Bounce & Opt-Out
Registered 2 Downloads 12 Opt-Out 0
Attended r § Bounce 0

Total Score 323 for all time

Outbound Inbound

First 414 Days Ago
Most Recent 2 Days Ago Most Ri'cent 2 Days Ago
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Impact of Lead Scoring mm

The average lead

generation ROI for O
organizations using a O
lead scoring process is

In comparison to:

0 lead generation ROl from
78 A) those surveyed who were not
using a lead scoring process.

Source: MarketingSherpa - Jan 2012
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Engagement & Insight mm

Multiple Channels | Multiple Touches
Continuous Engagement with different Content
Nurturing: Follow the Buyer’s Journey

Prip marketing,
Segmentation
& Scoring W
5 M 5 5 O 5 Lead Scoring
D od oY 0
O O

-
LB R
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Nurture Campaigns

Recorded

Confirmation
Email with
link to asset

Corresponding
Infographic

eBook on
similar topic

Whitepaper
Download

webinar on
same topic

actjén
How SMB Marketers Can
Thrive in Tough Times

Join Forrester's Principal
B Analtyst, Lori Wizdo as she MAHKE‘” HE

S HABITS
top-performing SMB marketers have

embraced online marketing and are AT ——T
succeeding in today's economy.

N ,
o
-

— VIEW RECORDING
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Insight

e Use the intelligence gathered
to understand your prospects
needs

* 80% of the prospects
deemed “bad leads” by
sales go on to buy within
24 months

* Look for patterns and
understand what they mean

Source: Sirius Decisions
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Change the Process & See the Results mm

Marketing Responsibility ,aﬁmfc

Jm/‘"x Sales Responsibility

LEADS OPPORTUNITIES ' CUSTOMERS ' ENGAGED ADVOCATE
CUSTOMERS & FAN

|

Engagement throughout the customer lifecycle
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‘5 Web Content Management

.
Alexis Karlin, Digital Marketing & Operations Manager




Let me tell you a story....
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Why does everyone hate their CMS?

*CMS are traditionally a development platform
*Not agile
*Need for developers and IT department

Hard to use

*Not future forward D

*Too expensive to leave \6/ @ oo : g

Complex Developmen'r Platfor'm
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Biggest Pain — Why We Needed a CMS

Unzip & Save
Files to
Desktop

Click Staging
Link

Copy Files
FTP

Recelve Emall Receive Emall
with Staging with Zip of All
Link Website Files

View Live
Pages

Click Publish
Link

View Staging
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Go LiveFirst, then Redesign....

) l: OTHER CONTENT
percussion MANAGEMENT SYSTEMS

Total Number of Days to Total Number of Days to
Go Live Go Live

27 109

Dollars Saved: $98.400

Input Summary

S SOUNDS TOO GOOD
Templates: 5 VO BE TRUE?
\REQUEST A LLVE DEMO

Hourly Cost: $150
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What is LiveFirst?

"LiveFirst is a comprehensive website migration
capability. It allows a website theme to be
migrated, not just pages, making it unique in the
Web Content Management market.”

Jim Lundy, CEO of Aragon Research




You’re not done yet...

got a case of the Mondays...

A ne
yo.
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Time to implement best practices...

- Conduct a content audit

» Generate personas
 Create a content schedule
* Engage your stakeholders

- Keep it simple

Powered by Marketers, Loved by IT



Creating Compelling Content

* What does your brand stand for?

* Where should you go for content?

« Who will create the content?

* Where will you publish the content?

* What next?




Lessons Learned

- Social and mobile marketing efforts put into silos
rather than a component of the company’s overall
digital strategy, companies ended up picking one

or the other to tac

* Security Is everyt

kKle

ning

* You don’t have to do everything at one time.

Migrate first...

 Scalability is important

Powered
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Tying it all Together

A

N o O &~ W

Set your goals...

Write out what you can live with now and what
you can do later

Select the appropriate system for you
Migrate

Create a content plan tied to personas
Implement the changes you want

Produce content at a rapid pace

Powered by Marketers, Loved by IT



act{on

Alexis Karlin Jeff Linton
Digital Marketing & Operations Manager Sr. Mgr, Product & Field Marketing
Percussion Software Act-On Software
alexis_karlin@percussion.com jeff.linton@act-on.net
@akarlin @jeffreylinton

www.act-on.com | @ActOnSoftware | #ActOnSW


mailto:alexis_karlin@percussion.com
mailto:jeff.linton@act-on.net
mailto:jeff.linton@act-on.net
mailto:jeff.linton@act-on.net

