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B2C Lessons for B2B Marketers
B2C Marketers seem to have mastered the personalized 
customer experience. Whether it’s the one-click purchase 
you made from an Amazon recommendation, a perfectly 
timed “are these the accent chairs you’re looking for?” email 
from Wayfair, or that new show you’re binging that Netflix 
recommended “because you watched…”, good B2C has got us 
down. They understand us – and because of this, they deliver 
what we want (sometimes before we even know we want it 
ourselves).

What makes B2C even more interesting is that, when done 
right, this kind of marketing doesn’t feel invasive – it feels 
natural, and it feels personal. Good B2C marketers consistently 
create engaging, personalized, multi-channel experiences 
leading us to purchase without even feeling like we’re being 
sold to. 

So, what if we could replicate the B2C methodology as B2B 
Marketers? What if we could bring it into B2B and make it 
measurable? We’d be able to use highly targeted marketing 
techniques to deliver precisely the right message to the right 
person at the right time. We could make B2B less about sales 
and more about understanding our customers and prospects, 
creating a highly personalized buying experience.

That’s what we’ve set out to do.

Meet Tom Jones, CSO of ACME, and 
Strongbull Security
In this eBook, we’ll be following the journey of Tom Jones, 
Chief Security Officer of ACME, as he interacts with Strongbull 
Security, a security company that has identified ACME as 
a target account. We’ll watch Tom’s journey from his first 
interaction with Strongbull, all the way through to when 
ACME officially becomes a Strongbull client – showcasing how 
Strongbull leverages the different tools within Marketo Engage 
to create a personalized  experience..

As Tom interacts with the orchestrated journey Strongbull 
creates, we’ll see how they learn more about Tom’s priorities, 
concerns and pain points; enabling them to curate a more 
customized, relevant, and ultimately more meaningful multi-
channel experience for Tom – making him feel validated and 
supported by Strongbull, even before he is a customer.

About the Authors
This ebook is written by a team of experts from some of today’s 
leading B2B organizations. Each contributor will walk you 
through a piece of a well orchestrated B2B buyer’s journey to 
show how coordinated efforts between technology, people, 
and processes can yield incredible results. Authors include:

Jeff Coveney,  
Chief Marketing Officer, Digital Pi

Colby Cavanaugh,  
Vice President of Business Development & Alliances, Integrate 

Jim Hopkins,  
Senior Director Product Marketing, Leadspace 

Eva Johnson,  
Director of Marketing & Communications, Merkle

Charm Bianchini,  
Vice President of Growth Marketing, LeanData 

Marne Reed  
Chief Evangelist

But first, let’s take a closer look at what effective orchestration 
is, how we got here, and why it’s critical in today’s B2B 
environment.

FORWARD
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This is the orchestrated experience in action. This looks like a typical funnel of 
experience with different marketing channels along the way. While any one of 
these alone is not complex to execute, bringing them together for maximum 
impact requires orchestration in a measurable way

Marketing  
Orchestration Defined
So what exactly is marketing 
orchestration - and how does it differ 
from marketing automation and 
its predecessors? Here are a couple 
definitions to consider:

“An approach to marketing that focuses not on delivering 
standalone campaigns but instead on optimizing a set 
of related cross-channel interactions that, when added 
together, make up an individualized customer experience.” 
-  Forrester

“Harmonious organization” - Merriam-Webster

Simplified orchestration is the coordination of marketing 
efforts to deliver the right content to the right person at 
the right time in a way that can be measured. This focus on 
measurement actually helps by forcing organizations to put 
distinct processes in place.

How We Got Here:  
The Evolution to Orchestration

Digital marketing started with a heavy focus on email in the 
early 2000s. Of course, email was (and still is) a very effective 
marketing tool - and by the 2010s, businesses began to realize 
they could quickly scale their efforts by adding automation 
into the mix. Now, newer technologies enable marketers 
to collect data to understand the consumer better, and to 
deploy more personalized content – both in terms of type 
of content and delivery channel. Between the large variety 
in consumer preferences, data available for collection, and 
technologies specializing in different platforms, we can’t just 
rely on one single solution or strategy. 

Moving beyond automation into orchestration allows 
Marketers to fully engage with consumers from beginning to 
end. Looking ahead, how do we bring all those initiatives  
together to orchestrate the experience? 
 
The Orchestrated Experience  
Through the Funnel
Coordinated brand experience that is measurable

Sounds Good, So What’s the Problem?
It’s harder to consistently deliver these cohesive, streamlined 
experiences than some might think. While each task of the 
experience funnel is simple enough individually, crafting 
them together to create seamless transitions through each 
phase of the journey is much more complex. In the flow 
through our buyer’s journey, every touch matters, as does the 
timing and coordination of each touch. For example, consider 
a person in the opportunity stage that includes late stage 
content and a direct mail accelerator. How does the system 
know that the person is in the late stage? How does the 
direct mail component get triggered? 

Let’s delve into some of the main challenges B2B Marketers 
face in trying to execute effective orchestration.

Email
2000’s

Automation
2010’s

Experience/ 
Orchestration

2020’s
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Conceptually, marketing orchestration 
makes sense. In some ways, it even 
seems obvious. But as they say, “if it 
were easy, everyone would be doing 
it,” – and despite the impressive results 
the approach reportedly drives, few 
companies have implemented it 
successfully. So what is it that’s stopping 
us from getting there? 

Below, we’ll outline the four most common challenges 
preventing execution of an effective marketing orchestration.

“There are too many (or too few!) technologies to pull the 
vision together” 

According to Scott Brinker, there are over 8,000 technologies 
for marketers to choose from today. So many that, even if you 
were able to successfully implement one new technology 
every day, it would still take you over 20 years to implement 
all that is currently available.

There is no shortage of technologies available. In fact, lack 
of owned-technology resources doesn’t seem to be the 
problem: a Merkle customer engagement report from Q4 in 
2019 showed that 80% of companies have the tools to deliver 
personalized customer experience – yet just 28% of companies 
messaging is based on one-to-one behavior triggers.

80% of companies have the tools to deliver personalized 
customer experience - yet just 28% of companies 
messaging is based on one-to-one behavior triggers.

So if lack of tech resources isn’t the problem, what is? 

The answer: making the technologies work together effectively. 

The reality is, you can’t just throw technology at orchestration; 
you need to plan for how your technologies will work for you. 
Technology is an execution tool – not a strategy in itself. 

“Our marketing team is built in silos, making it difficult to 
coordinate efforts”

A lot of companies have siloed marketing teams. Though this 
structure may seem attractive, it can create difficulty when it 
comes to executing a sound orchestration strategy.

For example, say an organization creates killer emails with 
great nurturing run by the email team. But advertising 
(running a paid media campaign) is not in alignment 
with the email team, and so is deploying ads and tracking 

results in a disparate fashion. The end result is inconsistent 
and confusing reporting that doesn’t help us learn more 
about the consumer. This is a fairly pervasive issue, with 
69% of organizations reporting they are unable to provide a 
comprehensive, single customer view according to CompTIA.

As we’ll show later, communication techniques are key to breaking 
down the silos – including using common language, consistent 
KPIs, and common data repositories for ease of reporting.

“I understand the vision but our Sales/Marketing/
Executive teams are not aligned”

Have you ever attempted to run a campaign that looked 
great on paper, but yielded only mediocre results after 
execution? In cases like this, it often turns out that Sales and 
Marketing weren’t aligned on process. Maybe Marketing 
delivered great leads, but Sales didn’t follow up – or perhaps 
the leads generated really weren’t who Sales was after.

If Sales and Marketing aren’t aligned in vision at the top, the 
efforts of the campaign will not translate to revenue – no 
matter how great the marketing plan looks. In Chapter 7, 
we’ll provide different suggestions for communication and 
measurement between Sales and Marketing that create a 
unified approach to orchestration and a seamless transition 
of the lead from Marketing into Sales.

“We’re not sure how to measure experience”

How do you know your orchestration efforts are really working? 
To justify the time and effort in coordination and execution, 
feelings aren’t enough. You must measure and communicate. 

But what, and where in the process, should we measure?

Many organizations report that they measure engagement 
as an experience KPI. However, if you are measuring 
engagement, the picture is only partially complete until you 
measure attribution. Attribution is necessary to gauge the 
success of the overall orchestration because there are so 
many touches in the buyer’s journey. Attribution helps you 
hone in on what is working, what is not, and what needs to 
be improved. 

While the above challenges are layered, they are not 
insurmountable. It’s all in the magic of the data, people, and 
process that make up the orchestration. In the following 
chapters, our experts will introduce processes, technologies, 
and techniques for creating and executing best practice 
orchestration strategy.

?CHAPTER 2

THE CHALLENGES WITH  
ORCHESTRATION - WHY  
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To help explain best practice for effective 
marketing orchestration, we have broken 
the process into what looks like a typical 
sales funnel, identifying key actions as 
top, mid, and end of funnel activities. 
Using data, and case studies, our authors 
explain these activities, their importance, 
and how they ultimately lend to a best 

practice orchestration strategy. 

Top of Funnel Activities
To begin, we’ll start at the top of the 
funnel showing how to take control of the 
buying process earlier, building interest 
using account based advertising and 
content syndication (Chapter 4). We’ll then 
look at how to direct this new traffic to a 
personalized website experience curated 
using data, content, and KPIs (Chapter 5). 

Next, we’ll walk through data collection and how to effectively 
employ our gained knowledge about our prospects to further 
them down the funnel (Chapter 6).

In Chapter 7, we remain at the top of the funnel, but we’ll 
briefly shift focus to the internal elements of orchestration as 
we begin to align Sales with the intelligence being gathered 
on target accounts from the above efforts. We’ll then move 
into discussing how to both engage a captive audience and 
learn even more about their needs through hosting online 
events (Chapter 8). Finally, before moving to mid-funnel 
activity, we will look at the importance of nurture content 
at the top of the funnel, focusing on how people enter into 
nurture streams, what content they are delivered, and where 
they are being driven (Chapter 9).

Mid Funnel Activities
Mid-funnel activity is all about taking 
the next step – getting to know the 
prospect better and reinforcing your 
brand. In Chapter 10, we’ll show how 
to use different mediums and content 
types to keep prospects at this critical 
point of the funnel engaged. As 
we draw closer to late funnel, we’ll 

elaborate on the importance and techniques of getting 
Sales and Marketing teams aligned for correct lead routing 
(Chapter 11).  

 

Late Funnel Activities
Our late funnel focus is about 
Marketing’s final efforts in closing the 
deal. In Chapter 12, we’ll introduce the 
impact of a tangible, personalized gift 
as a touch point delivered at just the 
right time in the funnel. Next, we’ll 
address the all-important question: 
how do we measure success? We’ll 

talk about different measurement methods and discuss the 
importance of attribution. Finally, we will leave you with some 
key takeaways.

Let’s Catch Up With Strongbull Security
Before we move forward in our orchestration story, let’s touch 
base with Strongbull Security in their pursuit of the ACME 
account.

First, a little background. Strongbull has researched ACME 
but knows very little about Tom, a key stakeholder.

As Strongbull begins to execute their orchestration strategy, 
here are some things they (and we!) must consider about 
their target account and its gatekeeper (Tom) at a high level:

 • How do we get in front of our target?
 • What data do we have about our target?
 • What will our target’s experience look like?

With these questions in mind, let’s move forward in our 
journey, shifting focus to building our lead’s interest in 
our brand using account based advertising and content 
syndication.  
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CHAPTER 4

BUILD INTEREST WITH  
ABA AND CONTENT  
SYNDICATION

Colby Cavanaugh 

VP of Business 
Development & 
Alliances, Integrate

As our buyer starts out on their path 
to purchase, we know they will be 
inundated by other brands who also 
want their business. To create impact 
early on in their journey, we want to 
begin by meeting buyers where they 
start researching. In our initial efforts, 
ABM and content syndication play a 

crucial role in creating this initial interest.

Account Based Advertising (ABA)
For the greatest results, demand orchestration starts with 
targeted account selection, which can come from an ABM 
platform, a CRM or MAP, from an intent platform, or your 
sales team. From here, account based advertising gives you 
the opportunity to make an impression early. By placing your 
brand in front of accounts you’re able to:
 • Create brand awareness at any stage of the funnel
 • Target accounts by vertical, geography, company   
  size and more
 • Coordinate a brand experience across millions of   
  websites, applications, and social networks

Differentiate your brand and provide your buyers the 
information they need to make decisions earlier in the 
buying cycle.

Third Party Content Syndication
Third party content syndication enables distribution of your 
marketing assets – white papers, research reports, recorded 
webinars, and other content to target accounts while 
incenting buyers to opt-in to your marketing messages. 
A third-party publisher embeds your assets into the 
publications your target buyers are researching, increasing 
chances they will discover it and engage. Early opt-ins by your 
buyers provide opportunities to present your ideas and point 
of view in an integrated fashion that allow you to:
 • Meet buyers where they’re beginning their research
 • Hone messaging for specific roles, verticals, and titles   
  comprising key members of your buying committee
 • Map new leads to appropriate tracks or campaigns in   
  your marketing automation system

In taking control of the buying process earlier with a 
coordinated approach at the top of the funnel, you can 
differentiate your brand and provide your buyers the 
information they need to make decisions earlier in the buying 
cycle. An orchestrated approach from the beginning helps you 
coordinate your brand and customer experience throughout 
the rest of the buying process. 

Tom Meets Strongbull
In Tom’s case, the Strongbull Marketing team has received 
the ACME account as a targeted account from the Strongbull 
Sales team. However, at this point in their journey, Strongbull 
knows nothing very little about Tom, other than the fact that 
he works at ACME. Starting here using the Marketo 
Engage Digital Ads tool, Strongbull serves 
Tom a targeted ad linking 
back to Strongbull’s 
content hub 
regarding the Top 
10 Risks of 2020, 
linking back to 
content on this 
topic. 

Tom’s active 
engagement with 
Strongbull begins 
when he clicks on this 
ad. This action triggers 
a profile creation for 
Tom in the Marketo Lead 
& Account Database, 
which immediately begins 
populating based on this 
interaction. From Tom’s engagement 
with the targeted ad, Strongbull now 
knows that Tom has an insecurity in the area 
of 2020 security risks. Strongbull can now use 
this information to orchestrate the delivery of 
curated content around this topic as Tom continues his risk 
research, moving along his journey through the sales funnel.

With sound ABA strategy in place and well-targeted content 
funneling new traffic in, it’s time to personalize your website 
to optimize user experience.
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Through strategically delivered content 
syndication and advertising, you have 
engaged your target account and 
increased their interest in your brand, 
ultimately leading your prospect to your 
website for further research. Now it’s 
time to take your prospects to the next 
level by creating a customized website 
experience.

What’s In a Website?
From a new customer’s perspective, your website IS your 
brand. A web experience that is personalized makes your 
target feel as though their needs are understood and can 
therefore be addressed by your brand.

Is your brand’s website tailored enough to your target? An 
audit of your existing site should consider the following:

 • How is data ingested and used to personalize your site’s  
  experience?
 • What existing content and resources do you have   
  available to speak to different audiences and their   
  familiarity with your brand? What needs to be created? 
 • What KPI’s are you using to gauge site experience? 

Data + Site Experience
Data informs your ad targeting, media, and creative in an 
efficient way, driving a key target to your site. The target’s 
experience should be orchestrated to continue seamlessly 
as they hit your page. Understanding where your site’s visitor 
is coming from, if they have engaged with your brand or 
brand’s content already, and their motivations for visiting your 
page inform a level of personalization that goes beyond an 
experience created merely from firmographic data. 

Content + Site Experience
Data and content consumption are inextricably linked. Use 
data on your target’s previous downloads and engagements 
to help customize a relevant content mix for your prospect 
to engage with as they experience your site. Search and 
intent data can also help to optimize content and offers, as 
this data reflects the motivations of your target audiences as 
they enter your site. This strategy will help your target to see 
you as a trusted advisor in the decision-making process. 

Your B2B website is the place where your target gets to see 
what your brand is all about. In the marketing orchestration 

process, curating a personalized website  
experience brings your target closer to the brand  
and allows opportunities to further engage with the  
content and offers relevant to their needs. 

A Website Built for Tom
Though Strongbull still does not yet have a full 
understanding of Tom’s customer profile, they do know that 
Tom has recently engaged with a LinkedIn ad for The Top 
10 Security Risks of 2020. Using Marketo’s Landing Page & 
Forms, Strongbull has created a landing page specifically for 
this ad to serve content related to this topic, personalizing 
Tom’s experience on their website to meet his professional 
needs.

As Tom gets comfortable with the Strongbull brand, he 
engages with more of the content on the website that has 
been curated for him. As he does this, three things happen:

 • On Tom’s end, the content that is suggested for him   
  changes (becomes more refined) as his needs become  
  more clear based on the topics of content consumption.
 • On Strongbull’s end, Market’s Personalization tool is   
  used to adjust content suggestions for Tom based on   
  Tom’s engagement. 
 • Tom’s profile in the Lead & Account Database becomes  
  more full, informing Strongbull’s orchestration tactics as  
  Tom continues on his journey.

Now that our target is engaging with 
our brand and enjoying a custom 

curated website, we can focus our 
efforts on enriching our target’s 
profile with as much intelligence 
as possible, enabling even more 

effective orchestration.
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Your website is now personalized to 
your target’s needs and interests, and 
as a result, the engagement data 
continues to flow in. But to take our 
prospect to the next level through 
effective orchestration, we need to know 
more. Let’s look at how Customer Data 
Platforms (CDPs) can help streamling 
data from multiple sources to create one 

compiled, single view of your target.

Unify & Enrich
CDPs unify by ingesting first party data from CRM, Marketing 
Automation, and other 1st-party systems, creating golden 
records, then matching to multiple 3rd-party data sources to 
create a full picture of each customer or prospect. Generally 
this unified data can be broken down into 3 categories::
 • Profile - who they are, both company and person;   
  revenue, industry, location, corporate linkage, technology  
  installed, job title, function, identifiers, etc.
 • Intent - what they’re showing interest in today; topics   
  researched, content viewed, reviews read, etc.
 • Engagement - how they’ve interacted with your   
  company across multiple platforms

To orchestrate a personalized and consistent journey 
across channels you need the whole PIE, not just a  
small piece.

Insights
Once you’ve unified and enriched your data, you can use 
the power of AI to uncover patterns and insights. With a 
full-featured B2B CDP, you gain the ability to create and run 
data models for company fit, persona profiles, intent signals, 
and more. These insights make quick work of prioritization, 
targeting, and segmentation by uncovering in a single data 
point what would normally take deeper expertise, analysis, 
and time to decipher.

Activation
With your data unified, enriched, and full of insights, the real 
work of orchestration begins. With APIs, connectors, and 
integrations, you can pipe data and intelligence back into 
your CRM, Marketo Engage, Web Experience Platform, and 
advertising channels. 

Learning More About Tom
Tom’s interest in Strongbull’s offerings has increased from 
his engagement with content on the website. His interaction 

with the Strongbull brand 
continues to expand. He is now 
following Strongbull on LinkedIn 
and downloading syndicated 
content, gaining more 
information and furthering his 
relationship with the Strongbull 
brand. 
Though this engagement 
is happening outside of 
Strongbull’s site, the data 
is retained. This is because 
Strongbull is using a CDP in 
conjunction with Marketo to 
track Tom’s interaction with 
3rd party technologies. These 
technologies act as a tool to 
serve a personalized experience 
to Tom, but also as a data funnel 

back into Marketo’s 3rd Party tool. Because of this, Tom’s 
profile in Marketo is enriched each time he engages with any 
content served with the integrated programs.
Of course, Tom’s Marketo record in the Lead & Account 
database is not the only location data is syncing to; Tom’s 
interactions also the 
CRM the Strongbull 
Sales team uses.
With these data-
focused steps and an 
intelligent view of the 
market, you’re ready to 
connect and align Sales 
with your intel.
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Your target has now engaged with your 
brand via multiple platforms, and with 
the help of a CDP and Marketo’s 3rd Party 
integrations, you are gaining a holistic 
view of who your prospect is and what 
they need. Now it’s time to bring Sales 
into the loop

Marketing Orchestration On the Inside
Although the orchestration process seems outward-focused, 
a lot has to happen within an organization to make it 
possible. Without Sales alignment, Marketers won’t have a 
full vision of the reporting or intelligence of what’s going on 
at the end of the funnel. Sales is the lynchpin to orchestration 
success. 

Sales is the lynchpin to orchestration success.

Communication is Key
A communicative and aligned relationship between Sales 
and Marketing is imperative if your orchestration strategy 
is to be successful. This can be a challenge, in part because 
sometimes Marketers and Salespeople are often looking at 
different metrics. 

To address this challenge, it’s a good idea to establish 
standardized language or metrics. Some suggested 
elements for better communication include:

 • Lead Scoring -  The lead score in Marketo Engage   
  is a great point for communication between Sales and   
  Marketing; it provides actionable insight to both teams.  
  This is a good initial point of communication for Sales   
  and Marketing to touch base on.
 • Marketing and Sales Success Stories - what’s working  
  within our orchestrated process and what’s not?   
  Salespeople and Marketers can learn a lot about what   
  strategies to hone and continue and which to ditch   
  through anecdotes.
 • Target Accounts Engaging with Content -    
  Sales should let Marketing know if target accounts   
  report that particular content seems pivotal in their   
  decision process. 

Align At the Beginning for Results at the End
For our orchestration efforts to be effective, Sales and 
Marketing must be aligned in goals, intelligence, and general 
communication throughout the entire buyer’s journey. If 
we can establish consistent conversation as a fundamental 
internal function, execution of our orchestration strategy 
becomes not only possible, but almost natural. Soon, we’ll 
learn how this kind of alignment can contribute to cleaner 
transition at end of funnel.

As Tom’s profile becomes more complete from each 
point of engagement, it’s time to give Sales a heads up. 
Communicating Tom’s advancing lead score and growing 
engagement via automated alerts in Marketo, Sales can keep 
an eye on Tom’s activity as he progresses closer to mid-funnel. 

Using a combination of Tom’s engagement score, Marketo’s 
Sales & Intelligence tool, level of activity, and communication 
with Marketing, Sales is equipped to make intelligent 
decisions on the appropriate time to reach out to Tom.

With Sales on board with the reporting and intelligence they 
need, let’s go back to our orchestration journey and learn 
how to begin to engage our audience with online events.

$
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Because of their commitment to 
communication and Marketo Sales & 
Intelligence tools, Sales and Marketing are 
now on the same page, equipped to better 
orchestrate the rest of our buyer’s journey 
- together. In the meantime, our target 
is gaining trust in our brand and is now 
actively seeking information from us.

It is at this point in our orchestration process where our prospect 
may take interest in a webinar. Hosting a webinar provides value 
to both the selling company and the consumer. Prospects get 
(typically free) information about an area of interest or concern. 
In exchange, Marketing and Sales can gather even more data 
about the prospect.

Move Beyond Form Fills
Most webinar platforms provide opportunities to collect 
behavioral and declared data from those who are watching 
the webinar. The more opportunities we offer for interaction 
during the webinar, the more chances to gain these valuable 
insights. 

The more opportunities we offer for interaction during 
the webinar, the more chances we have to gain valuable 
insights about our prospects. 

Opportunities for Engagement
Engagement during webinars allow the buyer to show us 
where they need help and what they are interested in. Some 
examples may include: 

 • Downloadable resources - including presentation 
  slides, white papers, and customer success stories   
  related to the topic of the webinar
 • Links to blogs or related landing pages - learn what   
  other topics, specifically, may be of interest to your   
  prospects
 • CTAs - this can include sign-ups for future events, on-  
  demand events, or requests for demos.

Optimize for Audience Insights
 • Polls - gain insight about your audience as a whole or 
  individual insights by offering multiple choice poll   
  questions during your webinar.

 • Q&As - allowing time for question/answer sessions is a  
  great way to understand the needs and pain points of   
  your prospects.
 • Surveys - Post webinar surveys can include questions   
  like “Would you be interested in learning more about 
  any of the following topics?” or even “Would you like   
  a Sales Representative to contact you?” Pro tip: a “yes”   
  response to this type of questions can even be    
  programmed to set up a Sales alert in Marketo!

The best part? All of the information gathered flows into 
Marketo to create and trigger engagement-driven workflows

Tom has made a resource out of Strongbull’s content hub, and 
as a result he has grown to trust Strongbull. He is interested in 
learning even more about the Top 10 Risks of 2020, and is served 
the opportunity to sign up for it. To sign up for the webinar, 
Strongbull has kept it simple, requiring only Tom’s email 
address for registration. Leveraging Marketo’s Email Nurture 
function, Strongbull has set up automated email reminders 
which will be sent to Tom prior to the webinar. 

In preparing for the webinar, Strongbull has leveraged Marketo 
to set up a program template that they use to format all of 
their webinars. Strongbull presents the webinar using a 3rd 
Party Platform which integrates with Marketo, which allows 
Strongbull to track Tom’s engagement with the webinar.

During the webinar, Tom learns very valuable information about 
avoiding some of this year’s risks and ultimately downloads 
the presentation slides. He fills out a survey at the end of the 
webinar asks to stay informed via  
Strongbull’s weekly newsletter.

Our lead has  
now officially  
opted-in.  
Now it’s time  
to nurture  
that interest. 

Jack Wildt,  
Senior Manager of 
Demand Operations

CHAPTER 8

ENGAGE YOUR  
AUDIENCE WITH  
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Based on our target’s interest created by 
our online event, our prospect has opted-
in to receiving emails from us. So now 
what? The next step in our orchestration 
journey is to escort our prospect further 
down the sales funnel by delivering well-
timed and strategic content.

What Do Nurture Streams Deliver?
Our goal in creating a nurture stream is two-fold. First, we 
want to keep our buyer interested. Second, we want to 
encourage them toward purchase. So the type of content we 
deliver should ultimately support at least one of these two 
goals – ideally both.

To nurture a potential buyer’s interest in our brand and 
offerings, we want to deliver the kind of content they need. 
One way to do this is to prepare nurture streams around the 
types of topics they have previously engaged with.

To nurture a potential buyer’s interest in our brand and 
offerings, we want to deliver the kind of content they need. 

How and When Do People Enter  
Nurture Streams?
Choosing the right time to enter a target into a nurture 
stream is critical; inundating your lead’s inbox too early with 
content that is unrelated to their needs is an annoyance 
and could dissolve the opportunity for deeper funnel 
engagement. Ideally, the appropriate time to enter a lead into 
a nurture stream is when we have a basic understanding of 
their needs.

Final Destination: Where Do Nurture  
Streams Send Traffic?
Once we have our lead in a dedicated nurture stream, we can 
begin directing them to informative content that gradually 
nudges them down the funnel toward more sales-based 
content. Content that comes later in the stream can be more 
focused and contain more calls to action.

Tom’s request to join Strongbull’s email list was generated 
at a webinar for Top 10 Risks for 2020. Previously, Strongbull 
learned from a form fill that Tom is a Chief Security Officer 
for ACME, which is in the financial industry. Strongbull uses 
Marketo Engage Email Nurture tools to orchestrate multiple 
automated nurture streams based on predefined audience 

and content criteria. With this information, Marketo Engage 
moves Tom into a nurture stream they’ve created for Security 
Officers in the financial industry.

Tom receives weekly content from Strongbull delivered 
right to his inbox. Each piece of content is related to security 
threats in the financial sector. As the weeks progress, 
Strongbull moves from informative content delivery to 
content that speaks to the benefits of its offerings to those in 
the financial industry. This delivery schedule coincides with 
Tom’s growing need for Strongbull’s offerings.

Now that our target is being delivered relevant, engaging 
content via a nurture stream and learning more about what 
our organization can do to help them, we want to reinforce 
our brand’s position through targeted online advertising.
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Once your brand is on a prospect’s radar, 
seeing your company name or product 
again only reinforces the idea that your 
solution is ‘everywhere’ and a leader 
in your niche. The key is leveraging 
conversion tracking technology to follow 
your lead online and deliver your ad  
at the perfect time. 

The more content on your site, the better you are able 
to track interest across specific products and solutions. 
Enabling retargeting of prospects who have downloaded, say, 
an eBook that aligns with one of your products, allows you to 
follow up with related messaging and offers.

Which Mediums are Mid-Funnel? 
There’s no one-size fits all for mid-funnel advertising. 
Popular channels include social, mobile, video, and native. 
Subscribing to a rigid set of mediums to reach a mid-funnel 
audience may end up hurting your efforts. Instead, leverage 
as many different channels as you can to maximize reach 
and monitor which ones are generating the most traction, 
adjusting accordingly. 

Unifying and Activating Audience  
Data w/Technology
Ideally all online and offline data collected on an individual 
would be tied to a universal ID, allowing you to accommodate 
customers’ needs as they move through their purchase 
journeys. 

However, most brands don’t have the manpower to produce 
a piece of content tailored to every single prospective 
customer. Segmenting your audiences by need helps focus 
your message on solving customer problems versus pushing 
your product or service’s attributes. 

And of course, leveraging technology to respond quickly to 
customer data triggers makes seemingly daunting tasks 
manageable and effective. 

Tom has engaged on several levels with Strongbull content, 
most recently receiving nurture emails that first informed 
Tom in areas of insecurity, and gradually introduced Tom to 
Strongbull’s service offerings that can help meet  
ACME’s needs.

But Strongbull does not rely on the nurture stream alone 
to sell Tom on its product. Stronbgull continues to reinforce 
itself by placing ads for other events and content on the 
platforms where Top spends his time. In this way, Strongbull 
remains top-of-mind for Tom, and Tom has even more 
opportunity to engage with the brand.

Through continual nurture and targeted online advertising 
efforts, your prospect is comfortable with your brand and is 
drawing closer to the point of making the purchase decision. 
Now is the time when interest is highest and Sales can make 
their move.

Eva Johnson, 
Director of Marketing 
& Communications, 
Merkle
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Your target’s interest is high, and your 
brand is top-of-mind. At this stage of 
the customer journey, a critical process 
stands between your prospects and your 
Sales team: lead matching and routing. 

When Chief Analyst at TOPO, Craig 
Rosenebrg, is asked by revenue leaders 
how to improve conversion rates, his 

answer always addresses lead routing. “I can’t tell you how 
many times customers found that literally hundreds of leads 
were never touched or sent to the wrong places,” Rosenberg 
said. “It’s not sexy, but there’s a huge lift just from solving your 
lead routing process.”  

“I can’t tell you how many times customers found that 
literally hundreds of leads were never touched or sent 
to the wrong places,” Rosenberg said. “It’s not sexy, but 
there’s a huge lift just from solving your lead routing 
process.” 

In fact, you could see 20 to 25 percent improved conversion 
rates simply by fixing the routing process. Here are 
LeanData’s top tips for creating more efficiency, speed and 
productivity through lead matching and routing:

 1. Match accurately - Give context to every CRM record.   
  To enable routing, first match all leads and contacts to   
  associated accounts, campaigns and opportunities.

 2. Aim for speed - The average response time for leads is a  
  staggering 42 hours. Responding within 1 hour gives you  
  a 7X higher chance of having a meaningful conversation  
  with the right person. 

 3. Choose a style that fits your business - Flexible  
  rules-based routing quickly adapts to changes in field   
  personnel, territories, accounts and company strategy.

 4. Audit - Teams need visibility to diagnose issues and fix  
  problems. Ensure it’s clear how leads are flowing through  
  the system – both who is touching them and how they   
  are affected by other tools

How you manage lead records signals how easy – or 
difficult – it will be to do business with you. Don’t let poor 
lead management threaten the success of your revenue 
operations marketing strategy.

Tom’s interest in 
Strongbull’s offerings is 
at a new high, which is reflected in Tom’s lead score. Now it’s 
time for Sales to get involved. 

Strongbull uses a geography-based lead routing strategy. 
Since ACME is headquartered in Illinois, Tom’s information 
is routed to Cindy Katz, the midwest Sales representative. 
An alert is sent to Cindy via Marketo and the data is updated 
in the CRM. Cindy reaches out to Tom with an initial email 
to introduce herself and sets up a call with Tom and three 
others who he has identified as key stakeholders.

Using the Marketo Lead & Account Database, Marketo’s Sales 
Insight & Intelligence tools in conjunction with the CRM, 
Sales is equipped for their pitch with a 360-degree view of 
Tom and ACME as prospects - down to the details of each 
engagement they’ve had with our brand.

With best practice lead routing now in place, we are 
equipped to serve our target on an even more personal, 
memorable level.
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Now that your qualified lead is matched 
to the appropriate sales representative, it’s 
time to bring your prospect further down 
the path to purchase by orchestrating 
a perfectly timed, remarkable tactile 
experience using direct mail.

Direct Mail: Tried & Ture
Gifting? Isn’t that kind of old school? Yes, and for good 
reason! There’s a certain excitement that comes from 
receiving a package in the mail. In fact a 2019 PFL study 
on the state of multi-channel marketing found that 89% 
of businesses said that personalized and tightly integrated 
direct mail improves overall multi-channel campaign 
performance.

89% of businesses said that personalized and tightly 
integrated direct mail improves overall multi-channel 
campaign performance. 

Timing It Right
Timing is everything. A gift sent too early, before the lead has 
truly engaged with your brand, may be seen as just another 
piece of swag. Mail sent after too much time has lagged 
between engagements may not add value. The “perfect” 
timing  varies depending on your lead lifecycle as well as 
your critical touchpoints. By studying your attribution reports 
(more on that later), you can experiment with event-triggered 
direct mail using Marketo Engage. And remember, Engage 
can trigger a personalized note from Sales to be included 
with the gift.

Following Up
The perfect package has just been delivered to your hot 
lead. You can program Engage to send an alert to the sales 
rep within 15 minutes of package delivery. The rep can then 
follow up with a phone call and email, striking while the  
iron is hot!

The timing of Strongbull’s initial call with Tom and the other 
stakeholders at ACME was just right. The ACME team feels 
their unique needs are understood, and Tom and the rest of 
the team believe that Strongbull may be the right fit. 

Strongbull needs to reinforce this belief while interest is at 
a peak. Within a week of their call with Cindy, Tom and the 
other stakeholders at ACME receive a security blanket via 
direct mail, along with a personalized note from Cindy.  
This unique, memorable, and somewhat humorous gift 
aligns with the message that Strongbull keeps you secure. 

The day the package is delivered, Cindy calls Tom to make 
sure he has received it. At this time, Tom requests a final 
meeting with Cindy and the other stakeholders to finalize  
the deal.
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Your orchestration efforts have paid 
off! After a well-timed, engaging, and 
personalized experience through the sales 
funnel, your Sales team has closed the deal! 
But what is your actual conversion rate?  
Can you make improvements?

Success Doesn’t Count  
        Unless You Measure It
As Marketers, we know the importance of going back to the 
data. But finding the best way to report success can be a 
challenge. Below we will break down three types of metrics 
you can use to help gauge the efficancy of your marketing 
orchestration strategy.

Volume-Based Metrics  
Get a pulse on how prospects consume content

Volume-based metrics like the graph shown here identify the 
content being consumed the most over a given period of time. 
This particular graph also displays both the type and subject 
matter of the most-consumed content.

Funnel-Based Metrics

Funnel-based metrics show how available content translates 
into deals. These are good for understanding conversion rates 
as well as fall-off rates. If a campaign does not produce the 
results expected, look at funnel-based metrics first to see at 
which point the fall-off rate was highest.

Attribution

71% of respondents say engagement is key, yet only 40% 
indicate multi-touch attribution as a tactic employed 

Attribution charts and metrics are excellent for measuring 
impact and effectiveness of orchestration programs. They 
help us learn how our orchestrated touches impact our 
business. By studying attribution metrics, we can focus 
more resources on the touchpoints that yield the greatest 
impact, and improve or reconsider those that do not  
appear to have the impact we had hoped.

Cindy and the Sales team arrive in Illinois to finalize the details 
for the ACME and Strongbull partnership. ACME asks a few final 
questions of Strongbull, and because of the data gathered along 
Tom’s journey, Strongbull is prepared with thoughtful answers.

The ACME purchasing team is satisfied, and Strongbull  
and ACME close the deal!

But Strongbull doesn’t 
stop there. The marketing 
orchestration journey always 
includes a final proces 
analysis by both Sales and 
Marketing. Reports are run 
so that the orchestration 
efforts can be tweaked 
or duplicated for similar 
clients, ensuring Strongbull’s 
continued success.

How is content driving deals?

CHAPTER 13

WIN THE DEAL  
- MEASURE  
SUCCESS
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Don’t Overcomplicate It!
Yes, successful marketing orchestration 
strategy has a lot of elements that need 
to be well-planned, executed accurately, 
and timed appropriately. However, the 
sheer number of activities should not 
be a distraction from what marketing 
orchestration really is – the coordination 

of people, process, and technology that create a customized, 
curated journey based on the needs of a buyer moving 
through the sales cycle. 

Broken down, here are some key things to remember when 
creating your orchestration strategy:

People
 • Organizational commitment and alignment are  
  critical at the highest level - Marketing orchestration   
  starts all the way at the top. The philosophy of highly  
  involved, consumer-focused marketing and sales   
  requires intention, focus, and resources from all levels of  
  the business.
 • Communication between teams and departments   
  is critical - especially between Marketing and Sales!   
  Communication silos are not an option. Organizations   
  that want to successfully launch a marketing    
  orchestration strategies must communicate across   
  departments on objectives, failures, and achievements 
 • Focus on consumer experience - Ultimately, effective   
  orchestration is all about creating an experience tailored  
  to each lead’s needs. Therefore, both Process and  
  Technology should be constructed around    
  customization, whether it be constructing the website,   
  targeting ads, or triggering a switch between nurture   
  streams. 

Process
 • Build steps around better understanding your leads   
  - Remember that each time your leads engage with   
  your content is an opportunity to learn more about them  
  – and the more we learn, the better we can orchestrate   
  their experience 
 • Timing and triggers are key - While delivering a   
  customized experience to leads is the goal, timing of   
  delivery is also critical. As much as possible, build logical  
  timed or event-triggered action into the process. In this  
  way, we can prevent users from getting a call from Sales  
  before, say, entering a nurture stream.

Technology
 • Remember: technology is a tool, it is NOT the process  
  There are many incredible technologies that are   
  helpful in executing a marketing orchestration strategy,  
  but it is strategy and process that should dictate how   
  your technologies are employed, not the other way   
  around.
 • Utilize technology integrations to enrich your lead’s   
  data profile - If new technologies are added to your   
  martech stack, they should ideally integrate and sync   
  with one or more of your other technologies. Remember  
  that each engagement is an opportunity to learn more  
  about your lead – so make sure this data is collected and  
  centralized, not stored disparately!
 • Measure your success! - Marketo Engage, as well as  
  most other technologies in your martech stack, offer   
  plenty of opportunity to measure and report based on   
  volume, funnel progress, attribution, and more. Through  
  measuring our successes, we can tweak, adjust, and   
  improve our orchestration strategy for even better   
  results.

Implement a Marketing Orchestration 
System That Works for You!
Now that you have an understanding of the elements that 
make up sound marketing orchestration strategy, it’s time 
to start making orchestration work for your organization! Of 
course, the way in which you employ people, process, and 
technologies for success will depend on your business’s goals 
and resources. For help understanding how you can improve 
your customers’ experience through these strategies and 
technologies, reach out to us at info@merkle.nl.

About Merkle B2B
This year, dentsu brought together five of its B2B specialist 
agencies to create Merkle B2B - architects of the ultimate 
B2B customer experience. With over 1,000 experts across 47 
locations globally, our vision is to become the indispensable 
growth partner to the world’s leading b2b brands, to create 
moments that matter with the people that matter most 
and to build the most valuable and personal relationships 
between b2b brands and their customers. We are driven by 
data, enabled by technology and powered by creativity. Want 
to know more? Visit merkleinc.com/b2b.
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