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Our brands

Generating Leads, Sales 

& Profit

Educating Your Team Building Your 

Brand

Technical 

Support 

Digital & Search Marketing (Paid 

advertising, SEO, PPC, 

ecommerce marketing)

Marketing training (and 

qualifications) for business

professionals

Owned & Earned media 

(SEO, Content, PR, Social, Email, 

MAS)

Technical consultancy in web, 

Analytics, conversions and 

ecommerce
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Background to Marketing 

Automation Software (MAS)
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What is Marketing Automation?

• A software platform used for automation 

and integration of your sales and marketing 

processes

• Mainly used for lead generation and 

nurturing by B2B companies, particularly 

where there is a long buying cycle
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MAS systems – new product introduction

http://www.marketingautomationinsider.com/marketing-automation-history-timeline/
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Most popular systems 2015

http://www.marketingautomationinsider.com/marketing-automation-vendor-market-share/
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Key Parts of Marketing Automation?

CRM & LIST 
MANAGEMENT

WEB 
FORMS

TRACKING 
& 

ANALYTICS

EMAIL & 
LEAD 

GENERATION

LEADS 
NURTURING 

& SALES

AUTOMATION

INTEGRATION
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Naming convention

Anonymous 
users

Known 
contacts

Leads

New 
opportunity

Opportunity 
Pipeline

Won 
Opportunity

Lost 
Opportunity

Techniques for Anonymous 

becoming a known visitors

• Completed a form on your 

website

• Visited a page on your website 

after receiving an email

• Click a link from an email you 

have sent out

• Click a link from a social 

media post you have created

• Note: Not all software uses the 

same methods
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MAS Integration with 3rd party software

• Use of standard connectors for linking with 3rd party software:

• CRM connectors e.g. Salesforce

• AdWords integration

• WebEx and GoToMeeting

• Gmail and other email systems

• Call tracking software

• Social integration

• Use of API and Zapier to enable custom integration with own 

systems and software
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Improving your SEO & 

Content marketing
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Objectives and KPI often used for 

SEO and content marketing

DIRECT IMPACT OF SEO

• Visibility (SERP’s Rankings)

• Traffic (organic visits)

• Engagement (bounce 

rates, time on site)

• Identification (user leaves 

details & signups e.g. email 

lists, gated content, follow)

• Social signals (shares, 

follow)

• Authority (links to content, 

Domain authority)

INDIRECT OR DELAYED IMPACT

• Lead generation (form fills & 

call requests)

• Sales & Revenue

• Calls/off line engagement

• Off line sales process - convert 

leads to sales

• Returning customers - repeat 

engagement and sales

What 

happens in 

between


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buying process
• Don’t just focus on the immediate impact of your SEO activities but measure and 

influence the final sales outcome (even if it is weeks after the initial visit)

• You will need to understand:

• Buyers motivation on arriving at your site and the buying cycle (or sales funnel)

• The differences between immediate/spontaneous purchases and considered 

purchases, irrespective of whether it is an ecommerce or lead generation 

website

• Why users visit your site many times during the research phase and how 

multichannel marketing can influence individuals during this research 

• You will need to be able to:

• Track and measure individuals behaviour throughout the sales funnel

• Influence individuals behaviour during the research and nurturing stages so they 

are ready to buy 

NOTE: In-house SEO’s tend to do this better than 

agencies, as this often not in the agency’s remit



@AnnStanleyUnderstanding visitors’ motivations 

when they arrive at your site
Does not want to 

buy 

Wants to buy now 

or in the future

Already knows

and trusts you

Doesn’t know or 

trust you
NO ACTION 

REQUIRED

Just looking for 

information

Unlikely to buy in the 

future but may 

recommend others

CONVERT

Make the buying 

process easy 

Do not put them off!

NURTURE

Not ready to buy yet

Provide useful 

information or help them 

to become ready to buy

Reassure with trust 

signals 

CONVINCE

May want to buy in the 

future 

Provide useful 

information to convince 

them to buy
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An example of a sales funnel - Moz



@AnnStanleyRole of content marketing in the sales 

funnel

Visibility, awareness 

and traffic

Establishing credibility 

and nurturing

Ongoing customer 

education and 

building advocacy

Role of 

content 

marketing

Image from Marketo
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MAS functionality for content 

marketing at the different 

stages of the funnel
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can help content marketers

1. It allows the marketing and sales processes to be linked - so the effect of the 

direct activities of SEO and content marketing at the top of the funnel can 

be attributed to the sales and conversions that happen later at the bottom 

of the funnel

2. Content market activities can become a nurturing activity - so it can be both 

push (proactive from you) as well as pull (where your content is found by 

searcher looking for content)

3. It provides the tools to do this within one piece of integrated software (email, 

landing page creation, workflows, behavioural targeting, tracking of 

individuals)

4. It elevates SEO and content marketers from traffic generators to customer 

and revenue creators
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Anonymous visitors, tracking of individuals 

and web Analytics
Problem Common Solutions MAS solution

• Understanding user 

behaviour on your 

website

• Who has been to your 

website and not 

contacted you?

• History of each 

individuals’ visits to your 

site

• Google Analytics (tracks 

trends and averages)

• Reverse DNS Look-up to 

identify company name of 

visitors 

• Software from Lead 

Forensics, Canddi, 

A1webstats, Ruler 

Analytics, Who Is Visiting) 

etc.

• MAS also uses DNS look-

up to track anonymous 

visitors

• Refer to a database to 

provide additional 

company information

• History is saved, and 

added to customer card 

once they become 

known visitors

• Complete history of 

individual retained
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Understanding anonymous visitors

Known visitor

Unknown visitor
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Creation of new forms and landing pages 

on your website 

Problem Common Solutions MAS solution

• Ability to create and add 

new forms onto your 

website

• Create landing pages for 

specific promotions

• Create landing pages for 

A:B testing

• Use CMS system within 

your website 

• Use form creator plug-in 

on your website e.g. for 

WordPress 

• Use 3rd party landing 

page creation and 

testing tools e.g. 

Unbounce, Visual 

Optimizer, Optimizely

• Custom field creator

• Form creator (where 

standard and custom 

fields can be added)

• Add form to website via 

an i-frame

• Creation of landing 

pages or integration with 

3rd party software
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Example of landing pages with gated content 

- Hubspot



@AnnStanleyExample pop-up and gated content -

Marketo
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Contradictions of gated content

Open content

• Has SEO benefits but you know little about the user 

(unless they previously complete a form or have come 

to your site via email i.e. you already know them)

Gated content

• Only suitable for premium content - which the user 

values enough so they will give their details
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CRM and List Management

Problem Common Solutions MAS solution

• Use of Excel for your 

customer contacts

• Multiple lists in each 

department 

• No central or correct list

• Contacts out of date

• Creation of segmented lists

• Use of Customer 

Relationship Management 

(CRM)

• Zoho, Sugar CRM, 

Salesforce, Microsoft

Dynamics

• Internal CRM system with 

contact manager in the 

MAS

• Integration with 3rd party 

CRM systems

• Upload existing lists into 

MAS

• Creation of dynamic lists 

within MAS

• Creation of lists based on 

behaviour
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Understanding commercial fit – use of custom 

fields to collect data about their interests



@AnnStanleyDuring nurturing process you need to 

send relevant content



@AnnStanleyCreating lists based on user behaviour 

and interests
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Email broadcasting and reporting

Problem Common Solutions MAS solution

• Ability to email using own 

templates

• Ability to upload your own 

list

• Blocking of an account if it 

contains info@ or sales@ 

addresses

• No tracking of customers 

history

• MailChimp and web-

based broadcasting are 

cost effective 

• Have to purchase own 

software e.g. Adestra, 

Pure360 to overcome 

issues around uploading 

your own lists

• Use of CRM or other 

system to track history

• MAS has integrated email 

broadcasting system

• Ability to upload own lists

• Ability to use MAS 

templates or upload your 

own

• Reports email 

performance for each 

email or each customer



@AnnStanleyDynamic content based on what you 

know already
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Social media publishing and listening

Problem Common Solutions MAS solution

• Schedule posts and 

broadcasting across 

various platforms

• Manage all listening and 

broadcasting through one 

platform

• Monitor competitor 

activity

• Hootsuite

• Tweetdesk

• Oktopost

• Some MAS solutions offer 

HootSuite-like functionality, 

so you can broadcast your 

social posts

• Link and monitor 

competitors
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Automated or drip campaigns

Problem Common Solutions MAS solution

• Ability to automate email 

responses to campaigns

• Drip campaigns to assist in 

content marketing

• Ability to follow-up 

shopping cart 

abandonment

• Cross-sell spares and other 

products at timed intervals

• Send annual or date 

triggered emails

• Others as required

• Some email broadcasting 

systems have automated

or triggered emails

• Specialist software for 

shopping cart 

abandonment

• MAS software allows 

complex workflows based 

on filters and triggers

• Workflow or task can 

happen immediately or be 

scheduled with a delay

• Can be used purely for 

internal processes or as 

part of external 

communications
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tasks

Internal

• Visitor completes form or goes to a specific page – alert staff by email

• Customer reads content on a specific subject – change preferences or interest fields

• Lead score reaches specific number then alert staff and change status to “hot lead”

External

• Visitor completes form or sale and receives email requesting a Review or social share

• Visitor goes to cart but does not complete sale – customer sent voucher or offer to 

encourage sale

• Drip-feed blog content based on time and areas of interest

• Customer sent reminder to purchase maintenance or support contract (or other cross-

sales)

• Send birthday or other time-triggered emails
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Tracking leads and sales opportunities

Problem Common Solutions MAS solution

• Use of Excel to track and 

qualify leads in order to 

focus on hot leads

• Change stage of sales 

opportunities

• Use percentages to 

calculate pipeline and 

likely revenue

• CRM software allow 

tracking of sales 

opportunities but rarely 

have lead tracking based 

on user behaviour

• MAS allow you to score 

leads based on users’ 

activities and behaviour

• Integration with CRM 

system so that the sales 

team only focus on hot 

leads

• Some MAS also have 

opportunity tracking 
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on behaviour
Early stage activity 1-5 points

• Read a blog

• Opened an email

• Read open content

Researching and nurturing 5-10 points

• Clicked on an email

• Read gated content

• Download brochure

• Watched video

• Read FAQ’s or price information

Ready to buy 10-20 points

• Completed contact enquiry form

• Requested demo or free trial
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Contacts by lead score
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History of touchpoints and interaction



@AnnStanley

Tracking all the interactions - Marketo
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Tracking effectiveness of marketing 

campaigns

Problem Common Solutions MAS solution

• Source of leads is not 

always known or tracked

• No central place to store 

details of all leads and 

sales by marketing source 

or campaign

• Ability to include costs of 

marketing to calculate 

cost per sale and profit

• Some CRM systems will 

report on sales source

• Use of Excel to collate sales 

vs. costs

• MAS gives ability to view 

leads and sales by source

• Some MAS also allow you 

to record the sales value 

as compared to costs
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Tracking the KPI of the sales funnel - Moz



@AnnStanleyMulti touch view of what generates 

revenue - Marketo
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Summary
• SEO and content marketing does not have to be just about attracting visitors 

and top of the funnel activities

• With considered purchases with a long buying cycle - prospects need to be 

nurtured through until they are ready to buy and talk to a sales person

• Marketing Automation Software (MAS) can provide a whole host of tools to 

track and influence the sales and marketing process

• The role of SEO and content marketing needs to be elevated and extended 

to all stages of the funnel – so they can be actively involved in the nurturing 

process

• Use of MAS, particularly with personalisation and work flows will allow a more 

integrated approach to marketing - irrespective of the channels used by the 

visitor to come and revisit the site


