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Introduction
While you may not be familiar with the term marketing automation,  
]ou certainl] are faQiliar witL wLat it does� -f ]ou are online� ]ou interact 
witL QarOetinK autoQation TlatforQs liOe 4ardot� HubsTot� )loUua and 
1arOeto eZer] da]�

1arOetinK autoQation� in tandeQ witL ]our 'ustoQer 6elationsLiT 
1anaKeQent �'61
 TlatforQ� not onl] LelTs Kenerate leads and TusL 
tLeQ tLrouKL tLe sales funnel� but also TroZides intelliKence to ]our  
sales teaQ b] uTdatinK custoQer and lead data tLat tLe] can see in  
tLe '61 includinK� 

•  WLat tLe last Zisit and TaKes Ziewed on ]our website  
b] a lead were

•  WLat eQails LaZe been oTened and if oTened�  
wLat linOs were clicOed

• WLat forQs were coQTleted and resources downloaded

• 4roZide lead scorinK and alerts

-n sLort� it QaOes tLe QarOetinK teaQ looO liOe a Lero to tLe sales teaQ�  
-t TroZides tLe sales teaQ actionable intelliKence in tLe '61 to LelT  
tLeQ Onow wLo to call� wLen to call and Low to close deals Qostl]  
UuicOl]� -n a world wLere �����	 of sales Ko to tLe aKent wLo resTonds 
first1� allowinK ]our sales TeoTle to be Qore efficient and Tursue to tLe 
Qost fruitful leads Tuts coQQission Qone] in tLeir TocOet eZer] QontL�

� 7ource� insidesales�coQ

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?
WiOiTedia Las a straiKLtforward �if soQewLat traditional and liQited
 
definition� ŰMarketing automation refers to software TlatforQs and 
tecLnoloKies desiKned for QarOetinK deTartQents and orKani^ations  
to Qore effectiZel] QarOet on QultiTle cLannels online �sucL as eQail�  
social Qedia� websites� etc�
 and autoQate reTetitiZe tasOs�ű  

&asicall]� QarOetinK autoQation software is used b] 1arOetinK 
deTartQents� and soQetiQes 7ales and 'ustoQer 7erZice� to autoQate 
custoQer toucLToints and TroZide business intelliKence� -n its Qost  
basic forQ� it inZolZes creatinK rules to autoQate coQQunications 
�Kenerall] eQail
 and Landle online forQ subQissions�

As an example, when you go to HubsTotŭs resource librar] and reUuest to 
download an ebooO� ]ou are Tresented witL a forQ� 3nce ]ou coQTlete 
and subQit tLe forQ� ]ou receiZe an eQail witL ]our ebooO� TLe eQbedded 
forQ is created and Losted witLin HubsTotŭs own QarOetinK autoQation 
serZice� as is tLe eQail tLat is Kenerated b] ]our subQission�

3Zer tiQe ]ou QiKLt receiZe a series of eQails froQ a friendl] robot sales 
reT �Qore on tLis later
� asOinK if ]ou enNo]ed tLe ebooO ]ou downloaded 
and if ]ouŭd liOe to sTeaO furtLer about tLe toTic and Low it aTTlies to  
]our business�

Other Marketing Automation Features
-n addition to tLe eQails ]ou receiZe� a Zariet] of oTerations are LaTTeninK 
in tLe bacOKround� HubsTot is cLecOinK to see if ]ou e\ist in tLeir '61 
and if ]ou donŭt� addinK ]ou as a lead� TLe] are cLecOinK online to see if 
tLe] can Zerif] ]our eQail address aKainst an] social Qedia Trofiles �and 
addinK tLose tLe] can
� cLecOinK ]our -4 to deterQine ]our countr]� cit]� 
state and tLen TroZidinK a lead score in tLe '61 to sLow 7ales Low liOel] 
]ou QiKLt be to QaOe a TurcLase�

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
https://en.wikipedia.org/wiki/Marketing_automation?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
https://library.hubspot.com?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide


4CloudKettle.com© 2015 CloudKettle Inc.

The Marketing Automation Guide: How to Turn Website Traffic into Qualified Leads

%s ]ou reZisit tLe site or clicO on eQails� ]our Trofile in tLe '61 is uTdated 
and oZer tiQe� HubsTot Kets a better Ticture about wLat interests ]ou and 
wLat Troducts tLe] offer tLat Qa] be best suited for ]ou� TLen as ]ou taOe 
certain actions� liOe Zisit a TricinK TaKe� a QarOetinK autoQation TlatforQ 
QiKLt siKnal 7ales tLat ]ou are in Űbu]inK Qodeű and alert tLeQ to contact 
]ou� %fter all� onl] ��	 of leads are leKitiQate and read] to be seen b] 
Sales� � iQaKine beinK able to let ]our teaQ Onow e\actl] wLicL of tLose  
to Tursue eacL QorninK�

%ll tLese QarOetinK and sales actions are ŰQarOetinK autoQationű� 7ound 
creeT]# Well Tossibl]� &ut creeT] or not� tLis is occurrinK on alQost eZer] 
QaNor website ]ou Zisit �and Qan] sQaller ones
� 'an ]our business afford 
not LaZe tLe QarOetinK and sales intelliKence tLis TroZides# 

� 7ource� +leanster 6esearcL
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How Marketing  
Automation Powers 
Inbound and Content 
Marketing
=ou QiKLt be considerinK a content QarOetinK or inbound QarOetinK 
strateK] for ]our orKani^ation� and tLat is Low ]ou becaQe faQiliar witL 
tLe terQ QarOetinK autoQation� 

'ontent QarOetinK and QarOetinK autoQation are tLe two Tillars tLat 
suTTort a successful inbound QarOetinK strateK]� 

'ontent QarOetinK is tLe oZerall conceTt of usinK 7)3� social Qedia� 
bloKKinK and otLer content Keneration best Tractices to create Kreat 
Tieces of content tLat Totential leads QiKLt find interestinK� -t is Qore tLan 
Nust writinK and creatinK iQaKer] tLouKL � tLere is a lot of science tLat 
Koes into ensurinK tLe content created is liOel] to aTTear at a LiKL ranO in 
searcL� will aTTeal to tLe riKLt audience and be sLared on social Qedia� 

3nce tLat content is created and distributed online� QarOetinK autoQation 
tools LelT ensure tLat Zisitorsŭ inforQation is caTtured Zia forQs and 
cooOies� tLat eQails are deliZered and oZerall tLat tLe sales and QarOetinK 
teaQs LaZe eZer]tLinK tLe] need to Onow about tLeir leads and tLat tLose 
leads are beinK warQed and nurtured tLrouKL tLe sales funnel� %nd if tLe] 
arenŭt read] to bu]� tLen QarOetinK autoQation uses Qore of tLe Kreat 
worO tLat was done b] content QarOetinK and deliZers tLeQ Qaterials to 
LelT cLanKe tLat� 

3Zerall� QarOetinK autoQation and content QarOetinK are wLat allow an 
orKani^ation to benefit froQ inbound QarOetinK� 

Content is 
distributed

Vistor 
information 

collected

Leads are 
nurtured

Intelligence  
and notifications 

for Sales
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The ROI of Marketing 
Automation
TLe folOs at HubsTot LaZe soQe Kreat stats on tLe effectiZeness of 
QarOetinK autoQation �cLecO tLeQ out here
� %s one e\aQTle� a 1-T 
7loan 1&% reTort found tLat custoQers usinK HubsTot software Lad  
tLree tiQes tLe QontLl] Zisitors in Nust a ]ear and oZer four tiQes as  
Qan] leads� 

9nliOe otLer QarOetinK tools� QarOetinK autoQationŭs linOs to '61s 
liOe 7alesforce� allow for orKani^ations to tracO tLeir 63-� TLe cost of a 
QarOetinK autoQation TlatforQ is e\Tlicit� one can easil] add costs for 
staff tiQe and if ]ou are tracOinK caQTaiKns effectiZel]� ]ou can Onow  
at tLe end of tLe da] e\actl] Low Qan] leads� Uualified oTTortunities  
and eZen sales can be attributed to a QarOetinK autoQation TlatforQ�  
TLis also allows tLe QarOetinK teaQ to see wLat caQTaiKns are Qost 
effectiZe at KeneratinK Trofitable sales� instead of Nust rel]inK on data 
about wLat ads Ket tLe Qost clicOs� 

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
1arOetinK autoQation isnŭt free and it isnŭt a reTlaceQent for adZertisinK� 
HoweZer� leads tLat are Kenerated froQ content QarOetinK efforts 
and tLen accelerated witL QarOetinK autoQation can iQTroZe tLe 
effectiZeness of QarOetinK dollars and aid ]our sales teaQ�

Fingertip Intelligence for Sales and Marketing
1arOetinKŭs Nob is to feed tLe sales teaQ� 'reate leads� decrease tLe tiQe 
it taOes to close deals and increase tLe si^e of eZer] sale� 3ne Kreat wa] 
of doinK tLis is b] TroZidinK tLe sales teaQ Qore insiKLt about leads and 
oTTortunities witLin tLe '61 tLe] use eacL da]�

1ost QarOetinK autoQation TlatforQs will allow ]ou to eQbed inforQation 
directl] in tLe lead� oTTortunit]� contact and account Ziews of ]our '61� 
TLis allows sales teaQ QeQbers to see wLat eQails LaZe been oTened� 
wLen tLe last tiQe a lead Zisited ]our site was� wLat TaKes tLe] Ziewed 
and wLat resources tLe]ŭZe downloaded� % salesTerson can tLen tailor 
TLone calls to wLat a lead is Qost interested in and follow uT at tLe riKLt 
tiQe� resultinK in LiKLer QarKins Ter sale� LiKLer sales Ter reT and sLorter 
sales c]cles�

3rKani^ations can also taOe adZantaKe of custoQ lead scorinK� *irst� tLe 
QarOetinK and sales teaQs worO toKetLer and deterQine wLat indicators 
�nuQber of Zisits� eQails oTened� coQTletions of fields� si^e of budKet� 
Tersonŭs title etc
 are tLe best at TredictinK tLe Uualit] of a lead� TLen� 
usinK tLose criteria� tLe QarOetinK autoQation TlatforQ will score leads 
and sLow sales teaQ QeQbers wLicL ones to Tursue� 4erLaTs as 
iQTortantl]� salesTeoTle can leaZe low�Zalue leads to autoQated eQail 
worOƥows� freeinK uT tLeir tiQe to focus on tLose Qost liOel] to turn into 
reZenue� 7ales can beKin tLeir da] be reZiewinK a Lot list of wLicL leads 
are Qost liOel] to conZert instead of KuessinK wLicL ones to inZest tiQe 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:
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Why You Shouldn’t Use Marketing Automation
Too often orKani^ations are sold on tLeir QarOetinK autoQation 
iQTleQentation beinK a straiKLtforward TurcLase ũ liOe bu]inK a cLair or 
a TLone� -n realit]� an orKani^ation TlanninK on TurcLasinK a QarOetinK 
autoQation TlatforQ sLould consider it to be Qore of a coQQitQent alonK 
tLe lines of adoTtinK a Tet� TLere sLould be tiQe and resources allocated for 
traininK� feedinK� care and reKular cLecO�uTs to ensure tLinKs are KoinK well�

LiOe a Tet� QarOetinK autoQation TlatforQs cLanKe and Krow oZer tiQe� 
2ew content needs to be created� new caQTaiKns need to be iQTleQented 
and oZerall tLere will be new features to taOe adZantaKe of� %ll actiZities 
tLat are necessar] to Krow a coQTan]ŭs lead base and LelT nurture 
e\istinK contacts and oTTortunities� 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 orKani^ation is not read] to coQQit to tLat onKoinK inZestQent� tLen 
now Qa] not be tLe riKLt tiQe to adoTt a QarOetinK autoQation TlatforQ�

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
1arOetinK autoQation TlatforQs can seeQ coQTle\� HoweZer� at 
tLeir Leart� eZer] QarOetinK autoQation tool is Towered b] worOƥows� 
+enerall]� worOƥows inZolZe eitLer uTdatinK a Tersonŭs inforQation in a 
'61� sendinK tLeQ an eQail� or botL� %s an e\aQTle� if a Terson fills out 
an ebooO download forQ on ]our website� ]ou would use a worOƥow to 
send tLat Terson an eQail witL a linO to tLeir Tdf�

-n Keneral� a QarOetinK autoQation worOƥow is Qade uT of fiZe 
coQTonents tLat are tied toKetLer witL a series of rules� instructions tLat 
]ou LaZe written for ]our TlatforQ to follow� TLe fiZe Qain coQTonents of 
QarOetinK autoQation �and worOƥows
 are content� forQs� landinK TaKes� 
contacts and eQail� 2ot eZer] worOƥow will contain all fiZe coQTonents� 
but Qost reUuire two or Qore� Letŭs e\aQine eacL Qore closel]�

1. Content
'ontent is tLe startinK Toint for Qan] worOƥows� 3rKani^ations create 
content tLat tLe] use to attract Zisitors Zia orKanic searcL� social Qedia 
and adZertisinK� HoTefull] tLese Zisitors find tLe TaKe tLe] LaZe landed 
on so coQTellinK tLat tLe] want to download tLe Tiece of content beinK 
featured� TLis content is often a Tdf� liOe an ebooO or case stud]� as tLe] 
are eas] to forQ blocO and later eQail to leads� HoweZer� content can  
also include infoKraTLics� Word or )\cel teQTlates� eZen siQTle  
industr]�sTecific calculators�

2. Landing Pages
LandinK TaKes TroQote a Tiece of content and tLen traffic is driZen to 
tLose TaKes� -n soQe cases� a series of landinK TaKes Qa] feature tLe 
saQe forQs and content� but be oTtiQi^ed for different audiences� *or 
e\aQTle� an ebooO titled ŰMarketing Automation for Dummiesű QiKLt be 

Content

Contacts

Email

Landing 
Pages

Forms
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featured on a landinK TaKes tarKeted to TeoTle interested in QarOetinK 
autoQation for startuTs� QarOetinK autoQation for 71&ŭs and QarOetinK 
autoQation for non�Trofits�

3. Forms
*orQs are Low ]ou KatLer tLe inforQation about leads for ]our '61� TLe] 
are eQbedded on landinK TaKes and Zisitors coQTlete tLeQ in order to 
Kain access to content� 7oQe TlatforQs liOe HubsTot LaZe forQs witL 
ŰsQart fieldsű or ŰTroKressiZe TrofilinKű� 7Qart fields are onl] disTla]ed 
if tLe inforQation in tLat field is not Onown about tLe Terson ZiewinK tLe 
forQ� *or e\aQTle� if soQeone Lad alread] subQitted tLeir naQe� eQail� 
coQTan] and title on a TreZious Zisit� tLe ne\t forQ tLe] Ziew would 
disTla] a new set of fields� liOe budKet� cit] or TLone nuQber� TLis allows  
a coQTan] to build a better Trofile of a lead oZer tiQe�

4. Contacts and Leads
1arOetinK autoQation is used to KatLer leads� tLen increase tLe aQount of 
OnowledKe tLat an orKani^ation Las on tLose leads wLile nurturinK tLeQ 
alonK tLe sales funnel� Leads are created or uTdated in tLe QarOetinK 
autoQation TlatforQ �and '61
 wLen tLe lead Ta]s for a Tiece of content 
b] TroZidinK tLeir Tersonal inforQation� %t its essence� tLe Űcostű for an 
ebooO is tLeir first and last naQe� eQail address� coQTan] naQe and 
TerLaTs one or two otLer details� 

TLe content is not free� but it is a transaction tLat botL Tarties consider to 
be a fair e\cLanKe of Zalue� Leads can be TriZate citi^ens� for e\aQTle in 
tLe case of an -nsurance &roOer or 1ortKaKe &roOer� or TeoTle wLo worO 
at a Tarticular coQTan]� for e\aQTle in tLe case of a 7aa7 startuT tLat 
sells a &�& serZice�

5. Email
When most people think about marketing automation, they think about 
eQails beinK sent to leads� TLat is often tLe case� but eQails can also be 
sent to internal Tarties� =ou QiKLt use a TlatforQ liOe HubsTot to eQail a 
lead witL a Tdf tLe]ŭZe reUuested or to nurture tLeQ after tLe] LaZe done 
so� HoweZer� ]ou QiKLt also eQail a sales Terson to let tLeQ Onow a 
lead Las reZisited tLe site or a suTTort teaQ QeQber to let tLeQ Onow a 
custoQer Zisited a Tarticular *%Q TaKe and Qa] need LelT�

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
TLese fiZe basic buildinK blocOs of QarOetinK autoQation are tied toKetLer 
b] worOƥow rules� WitLout worOƥows and worOƥow rules� ]our QarOetinK 
autoQation TlatforQ is siQTl] a database of TeoTle 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. 

3nce ]ou understand tLese fiZe buildinK blocOs� worOƥows are QucL 
easier to build and oTtiQi^e�

WorOƥows are tLe basis of all QarOetinK autoQation TlatforQs � so wLat 
are tLe]# *roQ tLe siQTle� to Qost coQTle\� tLe] are forQulas� a set of 
rules tLat ]ou want tLe QarOetinK autoQation TlatforQ �or in soQe cases 
'61
 to TerforQ� 
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How to Build Your 
First Marketing  
Automation Workflow: 
The Content Delivery 
Workflow
'ontent deliZer] worOƥows are tLe foundation of tLe QarOetinK 
autoQation world� TLese worOƥows are tLe deliZer] QecLanisQ for ebooO� 
case stud] and otLer lead Keneration efforts on ]our website� TLe] are 
also tLe easiest worOƥows to build� because tLe] do not reUuire Qan] 
steTs and rules�

-n tLis e\aQTle� letŭs assuQe tLe content beinK deliZered to website 
Zisitors is an ebooO Tdf called ŰMarketing Automation for Dummiesű�

Step 1 – Write Your Emails

*irst create two eQails usinK tLe teQTlates on page 14� TLe first eQail 
sLould include a linO to a Tdf of ŰMarketing Automation for Dummiesű 
tLat ]ouŭZe Losted on ]our website� TLe second eQail sLould be a sliKLt 
Zariation on tLe first� followinK uT to see if tLe] were able to download tLe 
ebooO or Lad an] TrobleQs�

Step 2 – Create a Landing Page

&uild a landinK TaKe TroQotinK ŰMarketing Automation for Dummiesű  
and include a forQ tLat TeoTle can coQTlete to download it� -deall]  
tLe TlatforQ ]ou are usinK will LaZe a TroKressiZe TrofilinK or sQart  
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 

•  WLen soQeone coQTletes tLe forQ� add tLeQ to a new list 
]ou LaZe created in adZance� called Ű1arOetinK %utoQation for 
(uQQies (ownloadersű

•  )Zer]one wLo coQTletes tLe forQ �and an] otLer content forQs
 
sLould additionall] be added to a second list ]ou LaZe created 
called Ű'ontent (ownloadersű

•  -f ]ou LaZe a list of coQTetitorŭs eQail addresses or doQains� ]ou 
Qa] cLose to build a steT into tLe worOƥow tLat blocOs an]one 
froQ tLose eQail doQains froQ downloadinK ]our Lard worO

•  TLe ne\t steT is for eacL Terson wLo coQTletes tLe forQ to be 
sent ]our ŰMarketing Automation for Dummiesű deliZer] eQail� 
-f one is aZailable� ensure ]ou use tLe oTtion to LaZe tLeQ 
receiZe tLis eacL tiQe tLe] coQTlete tLe forQ� Qan] worOƥows 
will default to onl] beKin tLe first tiQe an action is taOen b] an 
indiZidual� HoweZer� Qan] TeoTle will download a resource� 
browse it and tLen Ko bacO to Ket it aKain a few QontLs later�

• (ela] tLe ne\t steT for �� Lours

•  -f tLe Terson oTened tLe eQail and clicOed on tLe ebooO linO�  
skip to the last step

•  -f tLe Terson did not clicO tLe ebooO linO in tLe eQail after  
�� Lours� send ]our follow uT eQail

Step 4 – End your Workflow

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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Email Templates
Here are two eQail teQTlates tLat ]ou can use and adaTt to ]our  
content deliZer] worOƥows� &efore actiZatinK tLe worOƥow� be sure to  
send ]ourself coTies in LtQl and Tlain te\t� insert a concise subNect line 
and test tLe linO ]ou LaZe included�

Sample Delivery Email Template

Hi '32T%'T�*-67T2%1)

=ou can clicO Lere �insert tLe linO to ]our ebooO Tdf Lere
 to download 
]our ŰMarketing Automation for Dummiesű ebooO�

-n tLis ebooO� we coZer eZer]tLinK ]ou need to Onow about leZeraKinK 
tLe Tower of 1arOetinK %utoQation at ]our orKani^ation� -t is tLe Terfect 
resource for beKinners and interQediate users aliOe�

We TroZide adZice on Low to select a QarOetinK autoQation Zendor� Low 
to successfull] iQTleQent a new s]steQ and Low to Qa\iQi^e tLe 63-  
]ou Kenerate for ]our orKani^ation�

-f ]ou LaZe an] Uuestions about tLe ebooO or 1arOetinK %utoQation�  
donŭt Lesitate to contact Qe�

7incerel]�
+reK

+reK 4oirier   
4resident
CloudKettle
�������������� e\t ��� 
cloudOettle�coQ

Email #1

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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Sample Follow up Email Template

Hi '32T%'T�*-67T2%1)

- Nust wanted to UuicOl] cLecO in and ensure ]ou receiZed tLe ebooO ]ou 
recentl] reUuested froQ 'loud/ettleŭs website�

=ou can clicO Lere �insert linO to ]our Tdf
 to download a Tdf coT] of 
ŰMarketing Automation for Dummiesű�

-f ]ou LaZe an] Uuestions about tLe ebooO or trouble accessinK it�  
donŭt Lesitate to contact Qe�

7incerel]�
+reK

+reK 4oirier   
4resident
CloudKettle
�������������� e\t ��� 
cloudOettle�coQ

Email #2

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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Enable Sales,  
Not Just Marketing: 
Custom Lead Scoring
'ustoQ lead scores are one of tLe Qost Zaluable� and underused� 
features tLat a QarOetinK autoQation TlatforQ can offer� 3nce tLe] are 
iQTleQented� tLe sales teaQ iKnores tLeQ� Hereŭs Low to ensure tLat 
doesnŭt LaTTen�

1. Ensure the lead scores are relevant
7it down witL ]our sales teaQ� 4resent tLe Zariables ]ou record and 
Qeasure in tLe '61 and find out wLicL ones tLe] feel are a Kood indicator 
of lead Uualit]� TLen run tLe data� +enerate reTorts of leads tLat LaZe 
conZerted into oTTortunities and diK deeT on wLat tLe] LaZe in coQQon� 
TaOe tLose factors� and soQe coQQon sense ones liOe if tLe] LaZe 
Zisited ]our TricinK TaKe or Low Qan] of ]our eQails tLe] LaZe oTened 
and custoQi^e tLe lead score alKoritLQ in ]our QarOetinK autoQation 
TlatforQ� WLen ]ou LaZe a larKe enouKL data set� donŭt Nust looO at wLat 
leads conZerted� reZiew wLat tLe ones tLat conZerted tLe Qost UuicOl] and 
at tLe LiKLest Zalue LaZe in coQQon� )ducate ]our sales teaQ on tLis new 
custoQ scorinK and let tLeQ Onow wLat an ŰaZeraKeű is� so tLe] can Ket a 
Qental KauKe of Low to recoKni^e a LiKL scorinK lead tLe] sLould Tursue�

2. Ensure they get actionable notifications
=our sales teaQ is liOel] alread] KettinK notifications froQ ]our '61 on 
wLat leads tLe] own� %dd to tLis b] settinK uT worOƥows tLat notif] sales 
teaQ QeQbers if a lead tLe] own acLieZes an aboZe aZeraKe lead score� 
-f ]our scores ƥoat uT and down raTidl]� QaOe it a one tiQe notification b] 
stiTulatinK in tLe worOƥow tLat it sLould onl] be actiZated tLe first tiQe tLe 
lead Noins a list� TLe fewer notifications tLe sales teaQ Kets� ideall] one or 
two of tLe Lottest leads eacL da]� tLe Qore credence tLe] will KiZe tLeQ� 
-f tLe] are KettinK a Qan] notifications eacL QorninK� uT tLe Zalue of tLe 
lead score reUuired to actiZate tLe worOƥow�

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
&eKinninK to leZeraKe QarOetinK autoQation can be intiQidatinK and 
Zendor selection Tla]s a biK Tart in tLat� WLile tLere are do^ens of 
platforms with varying feature sets, overall there are the four premiere 
QarOetinK autoQation tools� TLe] are�

• Hubspot �4ublicl] traded


• 4ardot �7alesforce


• )loUua �3racle


• Marketo �4ublicl] traded


TLere are of course Qan] otLers� soQe are Zer] focused on certain 
industries� wLile otLers� liOe 7iQTl]'ast� LaZe a Qore international aTTeal� 
TLere are also a Lost of Kreat tools liOe 1ail'LiQT� tLat coQTete indirectl] 
witL QarOetinK autoQation Zendors�

*or Qost orKani^ations� esTeciall] tLose witL a &�& focus� tLe decision 
on wLat QarOetinK autoQation TlatforQ to cLoose will coQe down to one 
of tLe four oTtions Tresented aboZe� WLicL one is best deTends on tLe 
orKani^ation� wLat otLer software tLe] use� tLe t]Te of custoQer tLe] are 
TursuinK� tLeir budKet and staff� 

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
http://www.hubspot.com/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
http://www.pardot.com/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
http://www.eloqua.com/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
https://www.marketo.com/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
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1. Integrations with Other Products
&e sure to cLoose a Zendor tLat TroZides a full] suTTorted inteKration 
witL ]our '61 and tLat tLe inteKration includes �near
 real�tiQe s]ncinK� 
%n] Zendor tLat s]ncs onl] a few tiQes a da] witL ]our '61 sLould be 
e\cluded froQ tLe consideration Tool� %ll four TlatforQs outlined aboZe 
s]nc witL 7alesforce and 1icrosoft (]naQics off�tLe�sLelf and all but 
)loUua also inteKrate witL 7uKar'61 and NetSuite�

HubsTot Las its own Qini�'61� but also TroZides a wide Zariet] of 
inteKrations witL Zarious QarOetinK� sales and ecoQQerce tools� LiOe 
HubsTot� 1arOeto is an indeTendent entit]� so tLe] also inteKrate witL  
a wide Zariet] of '61s� as well as serZices liOe Word4ress� 1aKento  
and Hootsuite�

4ardot is now owned b] 7alesforce� so naturall] tLe] LaZe a Zer]  
stronK inteKration witL tLat '61 and ]ou can e\Tect it to Ket eZen better�  
3f tLe QaNor TlatforQs� )loUua seeQinKl] Las tLe sQallest nuQber of 
inteKrations� or at least tLe Toorest docuQentation for tLeQ� 

%dditionall]� consider if tLere is a Listor] of ]our industr] usinK a Tarticular 
Troduct� %s an e\aQTle� 'loud/ettle worOs witL seZeral 7aa7 startuTs 
tLat use HubsTot because of its .uQTstart TroKraQ for coQTanies in 
incubators� -n a related fasLion� Qan] QortKaKe and insurance broOers 
are LeaZ] users of tLe 7alesforce '61� in Tart because tLere are TluKins 
sTecificall] desiKned for tLeir needs�

2. Features Set vs Ease of Use
HubsTot Las Listoricall] focused on tLe 71& QarOet and wLile tLe 
tool Las becoQe increasinKl] coQTle\ oZer tiQe� tLe] still TroZide 
e\cellent traininK for new users and Tros aliOe� -f ease�of�use is a TriQar] 
consideration and ]ou do not LaZe an eQTlo]ee wLo will be a full�tiQe 
user of tLe TlatforQ� HubsTot Qa] be tLe best oTtion for ]ou� 4ardot also 
Las soQe eas]�to�use features� but tLeir traininK and on�boardinK  
is arKuabl] not as robust as HubsTotŭs�

*inall] 1arOeto and )loUua are two of tLe Qost Towerful QarOetinK 
autoQation tools on tLe QarOet� TLe] are desiKned to be adoTted and 
iQTleQented b] larKe orKani^ations tLat can afford not onl] outside 

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
http://www.salesforce.com/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
https://www.microsoft.com/en-us/dynamics/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
http://www.sugarcrm.com/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
http://www.netsuite.com/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
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e\Tertise� but also to dedicate staff to becoQinK full�tiQe Tower  
users� TLese are coQTle\� feature ricL tools� but are Qore difficult  
and tiQe�consuQinK to use�

3. Scalability
%ll four of tLe QaNor QarOetinK autoQation TlatforQs can scale far be]ond 
tLe needs of tLe aZeraKe 71&� +enerall] tLouKL� QarOetinK autoQation 
TricinK is based LeaZil] on tLe nuQber of contacts in ]our TlatforQ or 
'61� TLis Qeans tLat costs can increase raTidl] in tLe waOe of successful 
lead Keneration caQTaiKns and coQTan] KrowtL�

-n tLeor]� all four TlatforQs could serZice a Qultinational or *ortune ��� 
coQTan]� but at tLat scale� )loUua and 1arOeto are liOel] best eUuiTTed 
for tLe Nob� 4ardot and HubsTot LaZe Qade a lot of Leadwa]� but Klobal 
orKani^ations LaZe securit]� QultilinKual� leKal and caTacit] considerations 
tLat reall] sLould be left to a TlatforQ �and staff
 tLat is sTeciali^ed to 
cater to tLeQ�

4. Cost
'ost isnŭt as siQTle as Nust referrinK to tLe list Trice on a website� WLile 
Qost Zendors reUuire annual uTfront Ta]Qents and LaZe confiKuration 
or traininK fees� tLeir cost structures Zar]� 'aTterra does a Kood Nob at 
coQTarinK oTtions in tLis post�

1arOeto and )loUua are often considered to be best suited for larKe  
scale enterTrises and tLeir features� coQTle\it] and Trice reƥect tLat� 
4ardot tends to be less costl] and HubsTot� wLo Listoricall] Las serZiced 
tLe 71& QarOet� tends to be tLe friendliest on tLe wallet� esTeciall] if one  
factors in tLeir free '61� HoweZer eacL Las tLeir own TricinK idios]ncrasies  
tLat Qa] iQTact tLe total cost to ]our orKani^ation�  

Here are tLe TricinK TaKes for eacL�

• HubsTot 4ricinK� LttT���bit�l]��dH9�t+

• 4ardot 4ricinK� LttT���bit�l]��+�K^17

• 1arOeto 4ricinK� LttT���bit�l]��1��-'L

• )loUua 4ricinK� LttT���bit�l]��..4d��

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
http://bit.ly/1dHU9tG
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http://bit.ly/1M84ICh
http://bit.ly/1JJPd61
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% saZZ] bu]er will consider Qore tLan Nust tLe cost of tLe software license 
and set�uT fees� TLere is also staff traininK� costs for usinK an outside 
coQTan] to do ]our iQTleQentation� Qaintenance� QiKration costs and 
tLe Lidden costs of iQTleQentinK �or not iQTleQentinK
 add on serZices�

So which to choose?
TLere is no ŰriKLtű cLoice or Űbestű QarOetinK autoQation TlatforQ� 
3rKani^ations LaZe uniUue needs and wLile HubsTot� 4ardot� )loUua 
and 1arOeto are QarOet leaders� tLere still Qa] be anotLer oTtion better 
suited for ]our coQTan]� 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
www.cloudkettle.com?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
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Checklist:  
What You Need to 
Have Before Investing 
in a Marketing  
Automation Platform
1arOetinK autoQation TlatforQs liOe HubsTot� 4ardot� )loUua and 1arOeto 
are serious inZestQents� 9nless ]ou are a startuT �more on Hubspot’s 
plan for startups here
� ]ou are liOel] looOinK at a Trice taK of oZer ������� 
a ]ear to beKin leZeraKinK tLe Tower of QarOetinK autoQation� 1ost 
TroZiders insist on uTfront annual contracts� QeaninK tLat ]ou Ta] a  
Left] suQ uTfront� wLetLer ]ou LaZe ]our Louse in order or not�

3Zerall� we are biased at 'loud/ettle� We LelT coQTanies iQTleQent and 
iQTroZe QarOetinK autoQation� content QarOetinK and inbound QarOetinK 
strateKies and tecLnoloK]� Weŭre Trett] Tassionate about wL] coQTanies 
sLould be usinK QarOetinK autoQation� &ut often we surTrise coQTanies 
tLat Ket in toucL witL us wLen we tell tLeQ tLe] arenŭt read] ]et� %s QucL 
as weŭd liOe to worO witL tLeQ and LelT tLeQ Ket Zalue out of a HubsTot or 
4ardot iQTleQentation� tLe] donŭt LaZe tLe TrereUuisites in Tlace to see an 
63- froQ QarOetinK autoQation and oZer tiQe tLe]ŭll waste Qone] on it�

+enerall]� wLen we first sTeaO witL orKani^ations considerinK TurcLasinK 
a QarOetinK autoQation TlatforQ �or TursuinK an inbound QarOetinK or 
content QarOetinK strateK]
� we asO tLeQ about tLeir culture� Koals and 
diK in on tLe Uuestions below to deterQine tLeir 1arOetinK %utoQation 
6eadiness� TLat is� tLe current state of tLeir orKani^ation and liOeliLood 
tLat tLe] can obtain a desirable 63- froQ tLe inZestQent tLe] are considerinK� 

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

organization is to adopt a Marketing Automation platform.

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
https://www.hubspot.com/jumpstart/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
https://www.hubspot.com/jumpstart/?utm_source=cloudkettlesentyouafriend&utm_medium=ebook&utm_content=referral&utm_campaign=marketingautomationguide
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Marketing Automation Readiness Checklist

� Dedicate Staff Time 
  1arOetinK autoQation is Towered b] two tLinKs� a tecLnoloK] TlatforQ �wLicL ]ou can easil] TurcLase
 

and Kreat content QarOetinK� &ut soQeone still Las to QanaKe tLat TlatforQ� 7oQe coQTanies cLoose to 
coQTletel] outsource tLeir QarOetinK autoQation� but we recoQQend aKainst tLis� =ouŭll neZer send as 
Qan] eQails� tLinO uT as Qan] creatiZe 63- KeneratinK worOƥows or autoQate as Qan] tasOs if a tLird Tart] 
is doinK it for ]ou� +ettinK an interested internal Tart] to Űownű ]our QarOetinK autoQation TlatforQ is a Qust�

� Start a Blog
  +eneratinK content liOe weeOl] bloK Tosts and TroQotinK tLeQ on social Qedia taOes tiQe� %nd in our 

e\Terience� if it isnŭt Tart of soQeoneŭs Nob� it becoQes a failed side of desO TroNect� =ou Onow ũ tLe 
TroNects sittinK on tLe side of ]our desO tLat ]ou will Ket toŷbut neZer do� 6eKularl] bloKKinK driZes content 
Keneration tLat can be distributed Zia eQail� social Qedia and eZen turned into lonK forQ content� -t is a core 
coQTonent of content and inbound QarOetinK�

� Create a Newsletter
  -f ]ou donŭt alread] LaZe Tlans for a newsletter� start now� 7endinK reKular� seKQented eQails is one of tLe 

easiest and sure fire wa]s to Kenerate traffic to ]our site� 1arOetinK autoQation KiZes ]ou a dead siQTle wa] 
to do tLis� so taOe adZantaKe of it�

�	Integrate with a CRM 
  % biK Tart of QarOetinK autoQationŭs Nob is to eQTower tLe sales teaQ witL intelliKence on leads and 

oTTortunities� *or e\aQTle� wLat TaKes on tLe site a lead looOed at� wLen tLe] returned to tLe site� wLat 
eQails tLe] oTened etc� 2one of tLat is effectiZe witLout a '61� 7o wLetLer usinK a built�in '61 or s]ncinK 
to an e\ternal one liOe 7alesforce� be sure ]ou QaOe tLis Tart of ]our Tlan�

�	Publish Long Form Content
  *orQ blocOed content liOe ebooOs� Zideos� case studies and wLite TaTers are a Tillar of an] QarOetinK 

autoQation strateK]� =ou need to create content tLat is of enouKL Zalue tLat TeoTle are willinK to Ta] for  
it witL tLeir Tersonal inforQation� 

� Learn Photoshop 
  WritinK coQTellinK content is Nust tLe first steT� TLat content needs iQaKer] to QaOe it e\citinK� =ou need 

feature iQaKes for bloK Tosts� eQbedded iQaKes� ad units� eQail Leaders and Qan] otLer Tieces of creatiZe 
to Ket tLe Qost out of ]our QarOetinK autoQation and content QarOetinK efforts� +et a Kood desiKner to 
create soQe eas] to use� la]ered �Tsd teQTlates for ]ou and an %dobe 'loud account to uTdate a new Tiece 
of creatiZe for eacL Tost� =ouŭll saZe a lot of Qone] tLis wa] and ]our Troduct will looO a lot Qore refined�

http://cloudkettle.com/?utm_source=ebook&utm_medium=pdf&utm_campaign=marketing%20automation%20guide%20ebook
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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 Qore tLan Nust an eQail TlatforQ ũ if used TroTerl] it accelerates ]our 
sales teaQŭs efforts� 1ore leads tLat conZert faster for ]our best sellers�

-t is a Oe] coQTonent to an] inbound QarOetinK or content QarOetinK 
strateK] and one of tLe Qost efficient wa]s to leZeraKe an inZestQent in 
tecLnoloK] to iQTroZe tLe 63- of a QarOetinK and sales teaQŭs efforts�

'all us at �������������� e\t ���
*ind us on tLe web cloudOettle�coQ
*ollow us on Twitter $cloudOettle
6ead tLe &loK cloudOettle�coQ�bloK 
'LecO us out on LinOed-n  
www�linOedin�coQ�coQTan]�cloudOettle

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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