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Traditional Marketing and Sales

MARKETING

provides air cover

SALES

takes down deals




Unified Experience
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Personalized Experience




Unified Experience




Personalized Experience




Isolated




Informed & Hyper-connected




Who is the Modern Buyer?
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The New Paradigm

ACCESSS TO
INFORMATION

+

ACCESS TO CHOICE

BUYER CONTROL




The Buyer’s Journey has Changed...

o\ [EWikEer e
X tripadvisor
) Qzoomandgo travelistic
hotelshark | experience your world facebOOk \./ a0 ¢ bvaiem
c irbual =) < P r
Google Ve Twwweve (5 &3 Placeblogge

e e )

SOCIAL VIDEO
NETWORKS NETWORKS

BUYERS control the new buying process

7 S(y process with a 5 O(y media and are spending more time
0 web search 0 peer reviews

start the buying turn to social Larger buying teams
in the evaluation

Vendor control over the buying process is over

Source: DemandGen Report



The Invisible Journey

70%

of the buying
Process IS NoOw
complete by the
time a prospect is
ready to engage

with Sales
-SirilusDecisions




Marketing plays a role across the life-cycle mm

Today the customer dictates the actions and
messages that marketing and sales should take.



What is Marketing Automation?

MARKETING AUTOMATION

s the

science & technology
that enables you to

streamline, automate,

and measure marketing tasks
that

grow revenue and
improve customer relationships




What Comprises Marketing Automation? mm

ACTIVITY
SCORING

SOCIAL SOCIAL
PUBLISH PROSPECT




Every time a So track,
prospect measure, and
interacts with analyze every
your brand - interaction
IT MEANS TO SELL
SOMETHING SMARTER




The New Marketing Power mm

Digging Deeper: Three Layers of Buyer Insight

&N Demographics

L Psychographics (Persona)




What Can We Do With [t?

® Pro-active, targeted outreach

N Active Cultivation with Lead Nurturing

(> Targeted Attention to Likely Buyers

O 360 View of Buyers / Complete Insight




A New Way of Marketing
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How Do | Start?
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Simplfied act:on

How do your customers make purchase decisions?
Map out the exploration & decision steps.

What do you need to do to get in front of buyers in each step?
Map out tactics & required content.

ACTIVITIES

What technical systems do you need to support your activities?
Map out your required technology stack.

SYSTEMS
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A New Way of Marketing
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The Imaginary Line

Marketing -vs-  Sales




Why Do | Need It? act:on

MARKETING & SALES EXPERIENCE ISSUES
with the Lead Generation Process

Q

68% 65% 79%

of compan of compan ve of marketing leads
ot ide tf d o defin dI d are never converted
atte mpt ed to measure nurturmg process. to sales.
their sales funnel.




L eads, Leads, Leads

/0%

of sales leads are not properly
leveraged or are completely
ignored, thus wasting marketing
program dollars.

Source: Gartner Research



Leads, Leads, Leads mm

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



Lead Scoring act:én

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
nassing off to sales

Scoring Rules © Help
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Lead Scoring act:on

Lead scoring gives your company an objective system for
ranking your leads.

Most scoring systems use ranking criteria that fall into two

categories:
Group 1: Profile Group 2: Behavior
Is the user qualified to buy? Is the user engaged w/ the brand?

RN Demographics ) Behavior




Sales Intelligence

Real-time notifications

* Know when prospects or
customers visit the site (or
even a key page)

Timely engagement

* Be alerted when prospects
are most likely ready for a
conversation

@ | blog.actonsoftware.com/ Visitors

Clickthrough From: blog.actonsoftvare.com

87 Google Mountain View, CA

88 Road Runner Aiea, HI
Clickthrough From: blog.actonsoftvare.com

89 Road Runner Aiea, HI

Clickthrough From: vawwilinkedin.com



Sales Intelligence

Use every engagement
opportunity to learn
more

Share profile data with
sales — both
demographic and
behavioral information

Gathering intelligence will
save sales time and
make will allow them to
tailor their conversation to
the individual
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Marketing Automation Advantage mm

Better engagement with prospects
Nurturing results in a 47% increase in average order value,
as compared to non nurtured leads Source: Annuitas Group
Faster sales cycle

Companies using marketing automation see a
/0% faster sales cycle than those who don't ~ seurce: BulldogSolutions

Vore revenue

Sales teams in companies using marketing automation see a
54% increase in quota achievement than those that don’t

Source: Bulldog Solutions



The Imaginary Line

Marketing -vs-  Sales




The Imaginary Line act:on

Marketing -with-  Sales




Questions?



