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Introduction
While you may not be familiar with the term marketing automation,  
ou certainl  are fa iliar wit  w at it does  f ou are online  ou interact 

wit  ar etin  auto ation latfor s li e ardot  Hubs ot  lo ua and 
ar eto e er  da

ar etin  auto ation  in tande  wit  our usto er elations i  
ana e ent  latfor  not onl  el s enerate leads and us  

t e  t rou  t e sales funnel  but also ro ides intelli ence to our  
sales tea  b  u datin  custo er and lead data t at t e  can see in  
t e  includin  

•  W at t e last isit and a es iewed on our website  
b  a lead were

•  W at e ails a e been o ened and if o ened   
w at lin s were clic ed

• W at for s were co leted and resources downloaded

• ro ide lead scorin  and alerts

n s ort  it a es t e ar etin  tea  loo  li e a ero to t e sales tea   
t ro ides t e sales tea  actionable intelli ence in t e  to el   

t e  now w o to call  w en to call and ow to close deals ostl   
uic l  n a world w ere  of sales o to t e a ent w o res onds 

first1  allowin  our sales eo le to be ore efficient and ursue to t e 
ost fruitful leads uts co ission one  in t eir oc et e er  ont

 ource  insidesales co

Marketing’s job 

is to feed Sales, 

generate and warm 

leads, decrease 

the time it takes to 

close a deal and 

increase the size  

of every sale.

Marketing automation 

makes the marketing 

team look like a hero 

to the sales team.
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What is Marketing 
Automation?
Wi i edia as a strai tforward if so ew at traditional and li ited  
definition  Marketing automation refers to software latfor s and 
tec nolo ies desi ned for ar etin  de art ents and or ani ations  
to ore effecti el  ar et on ulti le c annels online suc  as e ail   
social edia  websites  etc  and auto ate re etiti e tas s   

asicall  ar etin  auto ation software is used b  ar etin  
de art ents  and so eti es ales and usto er er ice  to auto ate 
custo er touc oints and ro ide business intelli ence  n its ost  
basic for  it in ol es creatin  rules to auto ate co unications 

enerall  e ail  and andle online for  sub issions

As an example, when you go to Hubs ot s resource librar  and re uest to 
download an eboo  ou are resented wit  a for  nce ou co lete 
and sub it t e for  ou recei e an e ail wit  our eboo  T e e bedded 
for  is created and osted wit in Hubs ot s own ar etin  auto ation 
ser ice  as is t e e ail t at is enerated b  our sub ission

er ti e ou i t recei e a series of e ails fro  a friendl  robot sales 
re  ore on t is later  as in  if ou en o ed t e eboo  ou downloaded 
and if ou d li e to s ea  furt er about t e to ic and ow it a lies to  
our business

Other Marketing Automation Features
n addition to t e e ails ou recei e  a ariet  of o erations are a enin  

in t e bac round  Hubs ot is c ec in  to see if ou e ist in t eir  
and if ou don t  addin  ou as a lead  T e  are c ec in  online to see if 
t e  can erif  our e ail address a ainst an  social edia rofiles and 
addin  t ose t e  can  c ec in  our  to deter ine our countr  cit  
state and t en ro idin  a lead score in t e  to s ow ales ow li el  
ou i t be to a e a urc ase
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s ou re isit t e site or clic  on e ails  our rofile in t e  is u dated 
and o er ti e  Hubs ot ets a better icture about w at interests ou and 
w at roducts t e  offer t at a  be best suited for ou  T en as ou ta e 
certain actions  li e isit a ricin  a e  a ar etin  auto ation latfor  

i t si nal ales t at ou are in bu in  ode  and alert t e  to contact 
ou  fter all  onl   of leads are le iti ate and read  to be seen b  

Sales   i a ine bein  able to let our tea  now e actl  w ic  of t ose  
to ursue eac  ornin

ll t ese ar etin  and sales actions are ar etin  auto ation  ound 
cree  Well ossibl  ut cree  or not  t is is occurrin  on al ost e er  

a or website ou isit and an  s aller ones  an our business afford 
not a e t e ar etin  and sales intelli ence t is ro ides  

 ource  leanster esearc
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How Marketing  
Automation Powers 
Inbound and Content 
Marketing

ou i t be considerin  a content ar etin  or inbound ar etin  
strate  for our or ani ation  and t at is ow ou beca e fa iliar wit  
t e ter  ar etin  auto ation  

ontent ar etin  and ar etin  auto ation are t e two illars t at 
su ort a successful inbound ar etin  strate  

ontent ar etin  is t e o erall conce t of usin   social edia  
blo in  and ot er content eneration best ractices to create reat 

ieces of content t at otential leads i t find interestin  t is ore t an 
ust writin  and creatin  i a er  t ou   t ere is a lot of science t at 
oes into ensurin  t e content created is li el  to a ear at a i  ran  in 

searc  will a eal to t e ri t audience and be s ared on social edia  

nce t at content is created and distributed online  ar etin  auto ation 
tools el  ensure t at isitors  infor ation is ca tured ia for s and 
coo ies  t at e ails are deli ered and o erall t at t e sales and ar etin  
tea s a e e er t in  t e  need to now about t eir leads and t at t ose 
leads are bein  war ed and nurtured t rou  t e sales funnel  nd if t e  
aren t read  to bu  t en ar etin  auto ation uses ore of t e reat 
wor  t at was done b  content ar etin  and deli ers t e  aterials to 

el  c an e t at  

erall  ar etin  auto ation and content ar etin  are w at allow an 
or ani ation to benefit fro  inbound ar etin  

Content is 
distributed

Vistor 
information 

collected

Leads are 
nurtured

Intelligence  
and notifications 

for Sales
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The ROI of Marketing 
Automation
T e fol s at Hubs ot a e so e reat stats on t e effecti eness of 

ar etin  auto ation c ec  t e  out here  s one e a le  a T 
loan  re ort found t at custo ers usin  Hubs ot software ad  

t ree ti es t e ont l  isitors in ust a ear and o er four ti es as  
an  leads  

nli e ot er ar etin  tools  ar etin  auto ations lin s to s 
li e alesforce  allow for or ani ations to trac  t eir  T e cost of a 

ar etin  auto ation latfor  is e licit  one can easil  add costs for 
staff ti e and if ou are trac in  ca ai ns effecti el  ou can now  
at t e end of t e da  e actl  ow an  leads  ualified o ortunities  
and e en sales can be attributed to a ar etin  auto ation latfor   
T is also allows t e ar etin  tea  to see w at ca ai ns are ost 
effecti e at eneratin  rofitable sales  instead of ust rel in  on data 
about w at ads et t e ost clic s  

This end-to-end knowledge of the customer sales  

cycle is invaluable in justifying your marketing spend 

and generating the best results from it.

After one year of 
using Hubspot 
software:

  over 

4x 
as many sales leads

3x 
more monthly visitors
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Why You Should  
be Using Marketing 
Automation

ar etin  auto ation isn t free and it isn t a re lace ent for ad ertisin  
Howe er  leads t at are enerated fro  content ar etin  efforts 
and t en accelerated wit  ar etin  auto ation can i ro e t e 
effecti eness of ar etin  dollars and aid our sales tea

Fingertip Intelligence for Sales and Marketing
ar etin s ob is to feed t e sales tea  reate leads  decrease t e ti e 

it ta es to close deals and increase t e si e of e er  sale  ne reat wa  
of doin  t is is b  ro idin  t e sales tea  ore insi t about leads and 
o ortunities wit in t e  t e  use eac  da

ost ar etin  auto ation latfor s will allow ou to e bed infor ation 
directl  in t e lead  o ortunit  contact and account iews of our  
T is allows sales tea  e bers to see w at e ails a e been o ened  
w en t e last ti e a lead isited our site was  w at a es t e  iewed 
and w at resources t e e downloaded   sales erson can t en tailor 

one calls to w at a lead is ost interested in and follow u  at t e ri t 
ti e  resultin  in i er ar ins er sale  i er sales er re  and s orter 
sales c cles

r ani ations can also ta e ad anta e of custo  lead scorin  irst  t e 
ar etin  and sales tea s wor  to et er and deter ine w at indicators 

nu ber of isits  e ails o ened  co letions of fields  si e of bud et  
ersons title etc  are t e best at redictin  t e ualit  of a lead  T en  

usin  t ose criteria  t e ar etin  auto ation latfor  will score leads 
and s ow sales tea  e bers w ic  ones to ursue  er a s as 
i ortantl  sales eo le can lea e low alue leads to auto ated e ail 
wor ows  freein  u  t eir ti e to focus on t ose ost li el  to turn into 
re enue  ales can be in t eir da  be re iewin  a ot list of w ic  leads 
are ost li el  to con ert instead of uessin  w ic  ones to in est ti e in

increase deal size and 

numbers of deals per rep

make your organization 

appear bigger than it is

automate repetitive tasks, 

allowing Sales to focus only 

on the most valuable leads

shorten sales cycle

nurture and warm leads

Marketing 
Automation 
can help to:

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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Why You Shouldn’t Use Marketing Automation
Too often or ani ations are sold on t eir ar etin  auto ation 
i le entation bein  a strai tforward urc ase  li e bu in  a c air or 
a one  n realit  an or ani ation lannin  on urc asin  a ar etin  
auto ation latfor  s ould consider it to be ore of a co it ent alon  
t e lines of ado tin  a et  T ere s ould be ti e and resources allocated for 
trainin  feedin  care and re ular c ec u s to ensure t in s are oin  well

Li e a et  ar etin  auto ation latfor s c an e and row o er ti e  
ew content needs to be created  new ca ai ns need to be i le ented 

and o erall t ere will be new features to ta e ad anta e of  ll acti ities 
t at are necessar  to row a co an s lead base and el  nurture 
e istin  contacts and o ortunities  Automation can help power a sales 

team and make marketing look like a rockstar, but it isn’t a set and forget 

purchase. It requires an ongoing investment of staff time and resources. 
f ou or ani ation is not read  to co it to t at on oin  in est ent  t en 

now a  not be t e ri t ti e to ado t a ar etin  auto ation latfor

Purchasing a 

marketing automation 

platform is like 

adopting a pet. 

There should be 

resources budgeted 

for training, feeding, 

care and regular 

check-ups.
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The Five Building 
Blocks of Marketing 
Automation

ar etin  auto ation latfor s can see  co le  Howe er  at 
t eir eart  e er  ar etin  auto ation tool is owered b  wor ows  

enerall  wor ows in ol e eit er u datin  a ersons infor ation in a 
 sendin  t e  an e ail  or bot  s an e a le  if a erson fills out 

an eboo  download for  on our website  ou would use a wor ow to 
send t at erson an e ail wit  a lin  to t eir df

n eneral  a ar etin  auto ation wor ow is ade u  of fi e 
co onents t at are tied to et er wit  a series of rules  instructions t at 
ou a e written for our latfor  to follow  T e fi e ain co onents of 
ar etin  auto ation and wor ows  are content  for s  landin  a es  

contacts and e ail  ot e er  wor ow will contain all fi e co onents  
but ost re uire two or ore  Let s e a ine eac  ore closel

1. Content
ontent is t e startin  oint for an  wor ows  r ani ations create 

content t at t e  use to attract isitors ia or anic searc  social edia 
and ad ertisin  Ho efull  t ese isitors find t e a e t e  a e landed 
on so co ellin  t at t e  want to download t e iece of content bein  
featured  T is content is often a df  li e an eboo  or case stud  as t e  
are eas  to for  bloc  and later e ail to leads  Howe er  content can  
also include info ra ics  Word or cel te lates  e en si le  
industr s ecific calculators

2. Landing Pages
Landin  a es ro ote a iece of content and t en traffic is dri en to 
t ose a es  n so e cases  a series of landin  a es a  feature t e 
sa e for s and content  but be o ti i ed for different audiences  or 
e a le  an eboo  titled Marketing Automation for Dummies  i t be 

Content

Contacts

Email

Landing 
Pages

Forms
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featured on a landin  a es tar eted to eo le interested in ar etin  
auto ation for startu s  ar etin  auto ation for s and ar etin  
auto ation for non rofits

3. Forms
or s are ow ou at er t e infor ation about leads for our  T e  

are e bedded on landin  a es and isitors co lete t e  in order to 
ain access to content  o e latfor s li e Hubs ot a e for s wit  
s art fields  or ro ressi e rofilin  art fields are onl  dis la ed 

if t e infor ation in t at field is not nown about t e erson iewin  t e 
for  or e a le  if so eone ad alread  sub itted t eir na e  e ail  
co an  and title on a re ious isit  t e ne t for  t e  iew would 
dis la  a new set of fields  li e bud et  cit  or one nu ber  T is allows  
a co an  to build a better rofile of a lead o er ti e

4. Contacts and Leads
ar etin  auto ation is used to at er leads  t en increase t e a ount of 

nowled e t at an or ani ation as on t ose leads w ile nurturin  t e  
alon  t e sales funnel  Leads are created or u dated in t e ar etin  
auto ation latfor  and  w en t e lead a s for a iece of content 
b  ro idin  t eir ersonal infor ation  t its essence  t e cost  for an 
eboo  is t eir first and last na e  e ail address  co an  na e and 

er a s one or two ot er details  

T e content is not free  but it is a transaction t at bot  arties consider to 
be a fair e c an e of alue  Leads can be ri ate citi ens  for e a le in 
t e case of an nsurance ro er or ort a e ro er  or eo le w o wor  
at a articular co an  for e a le in t e case of a aa  startu  t at 
sells a  ser ice

5. Email
When most people think about marketing automation, they think about 
e ails bein  sent to leads  T at is often t e case  but e ails can also be 
sent to internal arties  ou i t use a latfor  li e Hubs ot to e ail a 
lead wit  a df t e e re uested or to nurture t e  after t e  a e done 
so  Howe er  ou i t also e ail a sales erson to let t e  now a 
lead as re isited t e site or a su ort tea  e ber to let t e  now a 
custo er isited a articular Q a e and a  need el

A content 
download is 
a transaction. 

Marketing Automation for Dummies

Leads pay for 
the “cost” of 
an ebook with 
their contact 
information.
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Marketing Automation Workflows
T ese fi e basic buildin  bloc s of ar etin  auto ation are tied to et er 
b  wor ow rules  Wit out wor ows and wor ow rules  our ar etin  
auto ation latfor  is si l  a database of eo le and content  

It is the ability to easily apply complex, repeatable 

processes to this database that is at the heart of the 

value of marketing automation. 

nce ou understand t ese fi e buildin  bloc s  wor ows are uc  
easier to build and o ti i e

Wor ows are t e basis of all ar etin  auto ation latfor s  so w at 
are t e  ro  t e si le  to ost co le  t e  are for ulas  a set of 
rules t at ou want t e ar etin  auto ation latfor  or in so e cases 

 to erfor  
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How to Build Your 
First Marketing  
Automation Workflow: 
The Content Delivery 
Workflow

ontent deli er  wor ows are t e foundation of t e ar etin  
auto ation world  T ese wor ows are t e deli er  ec anis  for eboo  
case stud  and ot er lead eneration efforts on our website  T e  are 
also t e easiest wor ows to build  because t e  do not re uire an  
ste s and rules

n t is e a le  let s assu e t e content bein  deli ered to website 
isitors is an eboo  df called Marketing Automation for Dummies

Step 1 – Write Your Emails

irst create two e ails usin  t e te lates on page 14  T e first e ail 
s ould include a lin  to a df of Marketing Automation for Dummies  
t at ou e osted on our website  T e second e ail s ould be a sli t 
ariation on t e first  followin  u  to see if t e  were able to download t e 

eboo  or ad an  roble s

Step 2 – Create a Landing Page

uild a landin  a e ro otin  Marketing Automation for Dummies   
and include a for  t at eo le can co lete to download it  deall   
t e latfor  ou are usin  will a e a ro ressi e rofilin  or s art  
fields feature

Marketing  
Automation  

for Dummies 
Delivery  

Workflow

STEP 1
Write Your 

Emails

STEP 2 
Create a  

Landing Page

STEP 3 
Build the  
Workflow

STEP 4 
End your  
workflow
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Step 3 – Build the Workflow 

•  W en so eone co letes t e for  add t e  to a new list 
ou a e created in ad ance  called ar etin  uto ation for 
u ies ownloaders

•  er one w o co letes t e for  and an  ot er content for s  
s ould additionall  be added to a second list ou a e created 
called ontent ownloaders

•  f ou a e a list of co etitor s e ail addresses or do ains  ou 
a  c ose to build a ste  into t e wor ow t at bloc s an one 

fro  t ose e ail do ains fro  downloadin  our ard wor

•  T e ne t ste  is for eac  erson w o co letes t e for  to be 
sent our Marketing Automation for Dummies  deli er  e ail  
f one is a ailable  ensure ou use t e o tion to a e t e  

recei e t is eac  ti e t e  co lete t e for  an  wor ows 
will default to onl  be in t e first ti e an action is ta en b  an 
indi idual  Howe er  an  eo le will download a resource  
browse it and t en o bac  to et it a ain a few ont s later

• ela  t e ne t ste  for  ours

•  f t e erson o ened t e e ail and clic ed on t e eboo  lin   
skip to the last step

•  f t e erson did not clic  t e eboo  lin  in t e e ail after  
 ours  send our follow u  e ail

Step 4 – End your Workflow
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Email Templates
Here are two e ail te lates t at ou can use and ada t to our  
content deli er  wor ows  efore acti atin  t e wor ow  be sure to  
send ourself co ies in t l and lain te t  insert a concise sub ect line 
and test t e lin  ou a e included

Sample Delivery Email Template

Hi T T T

ou can clic  ere insert t e lin  to our eboo  df ere  to download 
our Marketing Automation for Dummies  eboo

n t is eboo  we co er e er t in  ou need to now about le era in  
t e ower of ar etin  uto ation at our or ani ation  t is t e erfect 
resource for be inners and inter ediate users ali e

We ro ide ad ice on ow to select a ar etin  auto ation endor  ow 
to successfull  i le ent a new s ste  and ow to a i i e t e   
ou enerate for our or ani ation

f ou a e an  uestions about t e eboo  or ar etin  uto ation   
don t esitate to contact e

incerel
re

re  oirier   
resident

CloudKettle
 e t  

cloud ettle co

Email #1
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Sample Follow up Email Template

Hi T T T

 ust wanted to uic l  c ec  in and ensure ou recei ed t e eboo  ou 
recentl  re uested fro  loud ettles website

ou can clic  ere insert lin  to our df  to download a df co  of 
Marketing Automation for Dummies

f ou a e an  uestions about t e eboo  or trouble accessin  it   
don t esitate to contact e

incerel
re

re  oirier   
resident

CloudKettle
 e t  

cloud ettle co

Email #2
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Enable Sales,  
Not Just Marketing: 
Custom Lead Scoring

usto  lead scores are one of t e ost aluable  and underused  
features t at a ar etin  auto ation latfor  can offer  nce t e  are 
i le ented  t e sales tea  i nores t e  Heres ow to ensure t at 
doesn t a en

1. Ensure the lead scores are relevant
it down wit  our sales tea  resent t e ariables ou record and 
easure in t e  and find out w ic  ones t e  feel are a ood indicator 

of lead ualit  T en run t e data  enerate re orts of leads t at a e 
con erted into o ortunities and di  dee  on w at t e  a e in co on  
Ta e t ose factors  and so e co on sense ones li e if t e  a e 
isited our ricin  a e or ow an  of our e ails t e  a e o ened 

and custo i e t e lead score al orit  in our ar etin  auto ation 
latfor  W en ou a e a lar e enou  data set  don t ust loo  at w at 

leads con erted  re iew w at t e ones t at con erted t e ost uic l  and 
at t e i est alue a e in co on  ducate our sales tea  on t is new 
custo  scorin  and let t e  now w at an a era e  is  so t e  can et a 

ental au e of ow to reco ni e a i  scorin  lead t e  s ould ursue

2. Ensure they get actionable notifications
our sales tea  is li el  alread  ettin  notifications fro  our  on 

w at leads t e  own  dd to t is b  settin  u  wor ows t at notif  sales 
tea  e bers if a lead t e  own ac ie es an abo e a era e lead score  
f our scores oat u  and down ra idl  a e it a one ti e notification b  

sti ulatin  in t e wor ow t at it s ould onl  be acti ated t e first ti e t e 
lead oins a list  T e fewer notifications t e sales tea  ets  ideall  one or 
two of t e ottest leads eac  da  t e ore credence t e  will i e t e  
f t e  are ettin  a an  notifications eac  ornin  u  t e alue of t e 

lead score re uired to acti ate t e wor ow

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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The Four Things  
to Consider When 
Choosing a Marketing 
Automation Platform

e innin  to le era e ar etin  auto ation can be inti idatin  and 
endor selection la s a bi  art in t at  W ile t ere are do ens of 

platforms with varying feature sets, overall there are the four premiere 
ar etin  auto ation tools  T e  are

• Hubspot ublicl  traded

• ardot alesforce

• lo ua racle

• Marketo ublicl  traded

T ere are of course an  ot ers  so e are er  focused on certain 
industries  w ile ot ers  li e i l ast  a e a ore international a eal  
T ere are also a ost of reat tools li e ail i  t at co ete indirectl  
wit  ar etin  auto ation endors

or ost or ani ations  es eciall  t ose wit  a  focus  t e decision 
on w at ar etin  auto ation latfor  to c oose will co e down to one 
of t e four o tions resented abo e  W ic  one is best de ends on t e 
or ani ation  w at ot er software t e  use  t e t e of custo er t e  are 

ursuin  t eir bud et and staff  

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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1. Integrations with Other Products
e sure to c oose a endor t at ro ides a full  su orted inte ration 

wit  our  and t at t e inte ration includes near  real ti e s ncin  
n  endor t at s ncs onl  a few ti es a da  wit  our  s ould be 

e cluded fro  t e consideration ool  ll four latfor s outlined abo e 
s nc wit  alesforce and icrosoft na ics off t e s elf and all but 

lo ua also inte rate wit  u ar  and NetSuite

Hubs ot as its own ini  but also ro ides a wide ariet  of 
inte rations wit  arious ar etin  sales and eco erce tools  Li e 
Hubs ot  ar eto is an inde endent entit  so t e  also inte rate wit   
a wide ariet  of s  as well as ser ices li e Word ress  a ento  
and Hootsuite

ardot is now owned b  alesforce  so naturall  t e  a e a er   
stron  inte ration wit  t at  and ou can e ect it to et e en better   

f t e a or latfor s  lo ua see in l  as t e s allest nu ber of 
inte rations  or at least t e oorest docu entation for t e  

dditionall  consider if t ere is a istor  of our industr  usin  a articular 
roduct  s an e a le  loud ettle wor s wit  se eral aa  startu s 

t at use Hubs ot because of its u start ro ra  for co anies in 
incubators  n a related fas ion  an  ort a e and insurance bro ers 
are ea  users of t e alesforce  in art because t ere are lu ins 
s ecificall  desi ned for t eir needs

2. Features Set vs Ease of Use
Hubs ot as istoricall  focused on t e  ar et and w ile t e 
tool as beco e increasin l  co le  o er ti e  t e  still ro ide 
e cellent trainin  for new users and ros ali e  f ease of use is a ri ar  
consideration and ou do not a e an e lo ee w o will be a full ti e 
user of t e latfor  Hubs ot a  be t e best o tion for ou  ardot also 

as so e eas to use features  but t eir trainin  and on boardin   
is ar uabl  not as robust as Hubs ot s

inall  ar eto and lo ua are two of t e ost owerful ar etin  
auto ation tools on t e ar et  T e  are desi ned to be ado ted and 
i le ented b  lar e or ani ations t at can afford not onl  outside 

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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e ertise  but also to dedicate staff to beco in  full ti e ower  
users  T ese are co le  feature ric  tools  but are ore difficult  
and ti e consu in  to use

3. Scalability
ll four of t e a or ar etin  auto ation latfor s can scale far be ond 

t e needs of t e a era e  enerall  t ou  ar etin  auto ation 
ricin  is based ea il  on t e nu ber of contacts in our latfor  or 

 T is eans t at costs can increase ra idl  in t e wa e of successful 
lead eneration ca ai ns and co an  rowt

n t eor  all four latfor s could ser ice a ultinational or ortune  
co an  but at t at scale  lo ua and ar eto are li el  best e ui ed 
for t e ob  ardot and Hubs ot a e ade a lot of eadwa  but lobal 
or ani ations a e securit  ultilin ual  le al and ca acit  considerations 
t at reall  s ould be left to a latfor  and staff  t at is s eciali ed to 
cater to t e

4. Cost
ost isn t as si le as ust referrin  to t e list rice on a website  W ile 
ost endors re uire annual u front a ents and a e confi uration 

or trainin  fees  t eir cost structures ar  a terra does a ood ob at 
co arin  o tions in t is post

ar eto and lo ua are often considered to be best suited for lar e  
scale enter rises and t eir features  co le it  and rice re ect t at  

ardot tends to be less costl  and Hubs ot  w o istoricall  as ser iced 
t e  ar et  tends to be t e friendliest on t e wallet  es eciall  if one  
factors in t eir free  Howe er eac  as t eir own ricin  idios ncrasies  
t at a  i act t e total cost to our or ani ation   

Here are t e ricin  a es for eac

• Hubs ot ricin  tt bit l dH t

• ardot ricin  tt bit l

• ar eto ricin  tt bit l

• lo ua ricin  tt bit l d

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
http://blog.capterra.com/2014-marketing-automation-software-pricing-guide/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
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 sa  bu er will consider ore t an ust t e cost of t e software license 
and set u  fees  T ere is also staff trainin  costs for usin  an outside 
co an  to do our i le entation  aintenance  i ration costs and 
t e idden costs of i le entin  or not i le entin  add on ser ices

So which to choose?
T ere is no ri t  c oice or best  ar etin  auto ation latfor  

r ani ations a e uni ue needs and w ile Hubs ot  ardot  lo ua 
and ar eto are ar et leaders  t ere still a  be anot er o tion better 
suited for our co an  Before making a decision, consider speaking 

with Marketing Automation experts like CloudKettle to determine what 

choices might be best for you. We offer free initial consultations -  

so why not take advantage of one?

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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Checklist:  
What You Need to 
Have Before Investing 
in a Marketing  
Automation Platform

ar etin  auto ation latfor s li e Hubs ot  ardot  lo ua and ar eto 
are serious in est ents  nless ou are a startu  more on Hubspot’s 
plan for startups here  ou are li el  loo in  at a rice ta  of o er  
a ear to be in le era in  t e ower of ar etin  auto ation  ost 

ro iders insist on u front annual contracts  eanin  t at ou a  a  
eft  su  u front  w et er ou a e our ouse in order or not

erall  we are biased at loud ettle  We el  co anies i le ent and 
i ro e ar etin  auto ation  content ar etin  and inbound ar etin  
strate ies and tec nolo  We re rett  assionate about w  co anies 
s ould be usin  ar etin  auto ation  ut often we sur rise co anies 
t at et in touc  wit  us w en we tell t e  t e  aren t read  et  s uc  
as we d li e to wor  wit  t e  and el  t e  et alue out of a Hubs ot or 

ardot i le entation  t e  don t a e t e rere uisites in lace to see an 
 fro  ar etin  auto ation and o er ti e t e ll waste one  on it

enerall  w en we first s ea  wit  or ani ations considerin  urc asin  
a ar etin  auto ation latfor  or ursuin  an inbound ar etin  or 
content ar etin  strate  we as  t e  about t eir culture  oals and 
di  in on t e uestions below to deter ine t eir ar etin  uto ation 

eadiness  T at is  t e current state of t eir or ani ation and li eli ood 
t at t e  can obtain a desirable  fro  t e in est ent t e  are considerin  

Use the checklist on the following page to determine how ready your 

organization is to adopt a Marketing Automation platform.
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Marketing Automation Readiness Checklist

 Dedicate Staff Time 
  ar etin  auto ation is owered b  two t in s  a tec nolo  latfor  w ic  ou can easil  urc ase  

and reat content ar etin  ut so eone still as to ana e t at latfor  o e co anies c oose to 
co letel  outsource t eir ar etin  auto ation  but we reco end a ainst t is  ou ll ne er send as 

an  e ails  t in  u  as an  creati e  eneratin  wor ows or auto ate as an  tas s if a t ird art  
is doin  it for ou  ettin  an interested internal art  to own  our ar etin  auto ation latfor  is a ust

 Start a Blog
  eneratin  content li e wee l  blo  osts and ro otin  t e  on social edia ta es ti e  nd in our 

e erience  if it isn t art of so eones ob  it beco es a failed side of des  ro ect  ou now  t e 
ro ects sittin  on t e side of our des  t at ou will et to but ne er do  e ularl  blo in  dri es content 
eneration t at can be distributed ia e ail  social edia and e en turned into lon  for  content  t is a core 

co onent of content and inbound ar etin

 Create a Newsletter
  f ou don t alread  a e lans for a newsletter  start now  endin  re ular  se ented e ails is one of t e 

easiest and sure fire wa s to enerate traffic to our site  ar etin  auto ation i es ou a dead si le wa  
to do t is  so ta e ad anta e of it

	Integrate with a CRM 
   bi  art of ar etin  auto ations ob is to e ower t e sales tea  wit  intelli ence on leads and 

o ortunities  or e a le  w at a es on t e site a lead loo ed at  w en t e  returned to t e site  w at 
e ails t e  o ened etc  one of t at is effecti e wit out a  o w et er usin  a built in  or s ncin  
to an e ternal one li e alesforce  be sure ou a e t is art of our lan

	Publish Long Form Content
  or  bloc ed content li e eboo s  ideos  case studies and w ite a ers are a illar of an  ar etin  

auto ation strate  ou need to create content t at is of enou  alue t at eo le are willin  to a  for  
it wit  t eir ersonal infor ation  

 Learn Photoshop 
  Writin  co ellin  content is ust t e first ste  T at content needs i a er  to a e it e citin  ou need 

feature i a es for blo  osts  e bedded i a es  ad units  e ail eaders and an  ot er ieces of creati e 
to et t e ost out of our ar etin  auto ation and content ar etin  efforts  et a ood desi ner to 
create so e eas  to use  la ered sd te lates for ou and an dobe loud account to u date a new iece 
of creati e for eac  ost  ou ll sa e a lot of one  t is wa  and our roduct will loo  a lot ore refined
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Conclusion
Marketing automation is how you convert your website 

visitors into leads, your leads into customers and your 

customers into loyal brand advocates who spend more. 

t is ore t an ust an e ail latfor   if used ro erl  it accelerates our 
sales tea s efforts  ore leads t at con ert faster for our best sellers

t is a e  co onent to an  inbound ar etin  or content ar etin  
strate  and one of t e ost efficient wa s to le era e an in est ent in 
tec nolo  to i ro e t e  of a ar etin  and sales tea s efforts

all us at  e t 
ind us on t e web cloud ettle co
ollow us on Twitter cloud ettle
ead t e lo  cloud ettle co blo  

ec  us out on Lin ed n  
www lin edin co co an cloud ettle

Interested in knowing more about how 

organizations are using marketing 

automation and CRM’s to acquire  

more qualified leads and close  
sales more quickly?  

Call us or check us out online:

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
https://twitter.com/cloudkettle
www.linkedin.com/company/cloudkettle
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