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PREFACE

This is not a dissertation on marketing automation as a 

whole; this is a compressed examination of the challenges 

marketers are facing with their current platforms and the 

rise of specialized solutions that are addressing them.
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MARKETING AUTOMATION 

What is it? Marketing automation is software 

that helps businesses streamline their 

marketing communications and management 

processes through automated tasks. Things 

like email marketing, customer segmentation 

and customer data management.

The sought after benefits of marketing 

automation include scaling repetitive tasks, 

improved lead management, enhanced 

targeting and personalization, easier 

multichannel marketing and measurable 

results, to name a few. 

THE FAILED PROMISE OF 
MARKETING AUTOMATION

The marketing automation dream scenario is to 

buy the software, turn it on and by the time you 

get back, the singularity is going down in your 

office. At least that’s what the AE told you was 

going to happen during the demo, right?

Unfortunately, marketing automation isn’t your 

CMO yet—like most software, the majority 

of automation platforms out there are failing 

to deliver on their promise. The promise of a 

turnkey solution that’s easy to use and  

will stretch your narrowing funnel into a 

bucket—a fat bucket of hot leads.

In a recent survey, industry expert, David Raab 

cited that 70% of marketers are either unhappy 

or only marginally happy with their marketing 

automation platforms. This, we can attribute  

to three core issues:

PROSPECTS

1. THE PLATFORM LACKS AUTOMATION

2. THE PLATFORM IS TOO DEEP AND COMPLEX

3. THE PLATFORM IS NOT A CATCHALL

SOLUTION FOR EVERY INDUSTRY



MARKETING AUTOMATION 
LACKS AUTOMATION

Yes, you’ve read that correctly. And yes, sadly, 

this is a big problem in the marketing automation 

world. In a popular TechCrunch article written by 

Vik Singh, he broaches this subject but doesn’t 

get overly descriptive. As such, we’re going to 

dive into the specifics—addressing the lack 

of automation for platform implementation, 

training and content development.

IMPLEMENTATION

Plainly, most marketing automation platforms do 

not work out of the box. Implementing a platform 

as broad as Marketo or Eloqua takes months to 

set up fully and understand how to use.

On average, it takes 59% of businesses up to six 

months, and 17% up to a year to fully adopt and 

implement a marketing automation platform1, 

and 61% agree the implementation process is 

difficult2. With these big clunky platforms, you’re 

often dealing with overhauling IT infrastructure, 

ciphering closed networks, troubleshooting 

stubborn APIs, and setting layers of 

configurations. And really, you were just hoping 

to unwrap the thing and start marketing.

TRAINING

Eighty-six percent of marketers 

say ease of use is the most 

important criterion when 

choosing a marketing automation platform3,  

yet 44% claim they’re not satisfied because their 

software is too hard to learn4. This disparity 

derives from some of the larger platforms 

that are so robust, they need to offer training-

as-a-service. Doesn’t exactly scream “ease of 

use.” It’s 2015, people want intelligent software 

that scales and doesn’t need a ton of sentient 

brainpower to operate it. In other words,  

they want marketing automation that is,  

well, actually automated.

86%

44%

WHAT MARKETERS SAY ABOUT 
MARKETING AUTOMATION:

ease of use 
most important

LENGTH OF TIME FOR 
BUSINESSES TO IMPLEMENT:

not satisfied
due to difficulty 
learning software
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to the right audience. Predictive technology 

has predisposed us to expect timely, one-to-

one, personal interaction with businesses and 

brands. Relevant content that aligns with the 

consumer’s buying stage is how you get them 

moving down the funnel.

Most platforms aren’t smart enough to 

deliver this—to know whom it’s specifically 

communicating with and what their needs  

are. So even when you do create your 

campaigns and content and plug 

them into the outbound flow, 

they come out transparently 

generic on the other end. We  

all know the emails.

CONTENT

Okay, so you’re starting to get through the 

adoption process, and now you and your platform 

are poised to take it to the streets and start raking 

in leads. But pull back on the reins again: your 

software hasn’t automated any of your content or 

designed any of your marketing campaigns.

Content creation poses a huge scaling issue 

for companies—especially for those who don’t 

have a team of dedicated content creators. 

Guess what the number one challenge that 

impedes marketing automation success? That’s 

right, lack of content2.

In the marketing environment we’re in today, 

success boils down to the tedious strategy of 

delivering the right content at the right time 

GUESS WHAT THE NUMBER ONE 
CHALLENGE THAT IMPEDES 
MARKETING AUTOMATION SUCCESS? 
THAT’S RIGHT, LACK OF CONTENT.

IT’S 2015, PEOPLE WANT INTELLIGENT 

SOFTWARE THAT SCALES AND 

DOESN’T NEED A TON OF SENTIENT 

BRAINPOWER TO OPERATE IT.



ARE THERE PLATFORMS 
THAT ARE ACTUALLY 
AUTOMATED?

The SaaS world coined 2015, “The Year of 

Marketing Automation.” And indeed, they 

are right. Niche companies are on the rise, 

shedding their startup skin and beginning 

to grab market share from the stalwarts 

who have reigned in the space for years. 

Why? They’re focusing on automation.

AUTOMATED ADOPTION

When it comes to implementation and training, 

people want a prescriptive experience. The 

ship is too big for the legacy platforms to turn 

around and reinvent their implementation 

process, but up-and-comers have long since 

been aware of this demand and have built their 

solutions accordingly. 

Their platforms are much thinner, and focus 

on a plug-in and play methodology, where 

the software is smart enough to guide the 

user through adoption with very little vendor 

support. Some companies are onboarding their 

customers in an average of 7.5 days.

2015
THE YEAR OF 
MARKETING 
AUTOMATION

COMPANIES 

ARE ONBOARDING 

THEIR CUSTOMERS 

IN AN AVERAGE OF 

7.5 DAYS
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AUTOMATED CONTENT

This is where things get really cool. Through 

one simple data point, like a phone number, 

specialized marketing automation platforms 

are intelligently sourcing prospects already 

interested in their partners’ products and 

services, and then actually creating content for 

that business and delivering it on their behalf. 

We’re not talking about a broad-strokes email; 

we’re talking about full-scale reports with highly 

personalized insights.

An example of this type of report is this online 

marketing assessment, shown on the right. It’s a 

detailed analysis of a business’s online presence 

and reputation that provides key insights about 

the state of their digital marketing needs, and 

how you can sell to them.

As discussed earlier, developing the right content 

is only half the battle; delivering it at the right 

time is the second half. Some of these emerging 

platforms are able to automate your lead 

nurturing efforts with the ability to tell you which 

prospects aren’t interested, which need a little 

warming up, and which are ready to buy—and 

will deliver the proper content accordingly. 

When you’re delivering timely knowledge about a 

company’s business that they’re not even aware 

of, naturally the engagement rates are going to be 

noteworthy. Taken from a case study, one media 

company using specialized marketing automation 

to target 500 local businesses, generated an 

astounding 51% open rate and 79% click-through 

rates, compared to an industry average of 18.7% 

and 7.8% respectively.
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a list of advanced features 

users can tack onto their 

system, bringing it to a total of 

68 features. Think  

about that—you need 68 

features to fully optimize 

your solution. That’s likely 

too convoluted for what most 

businesses are trying to achieve 

with their platform.

And just for fun, if the reps tell 

you that the complexities of 

marketing automation are a 

myth, as some of them like to 

do, show them this screenshot 

of a workflow configuration from 

Eloqua and see what they say.

Eighty-five percent of B2B companies using 

marketing automation platforms feel they’re 

not using them to their full potential5. Meaning, 

marketers who are investing are having ROI 

issues—and depending on the price tag of the 

platform they’re using, they might be gaping.

Why aren’t marketers using the solutions to 

their full ability? This can be segmented into two 

categories; either it’s the adoption issues above 

or, the more likely scenario given that nearly 

one in four marketers can’t use their solution 

effectively4, the platform is too complex.

The leading platforms provide a lot of great 

features and integrations, but are they too broad 

for the average user? One of the top selling 

platforms for example, boasts 45 features under 

its seven core functions of email marketing, 

lead management, marketing programs/lead 

generation, social marketing, analytics, 

resource management, and infrastructure.

Within the 45 features, there are a myriad 

of tactics to accomplish—sending an email 

is just one of them. On top of that, there’s 

MARKETING AUTOMATION IS TOO COMPLEX
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THE RISE OF NICHE-BASED 
MARKETING AUTOMATION 
PLATFORMS

As we’re well into this landmark year, there 

is very little doubt marketing automation has 

taken big strides in addressing the challenges 

marketers are having with their current solutions.

Emerging now are cleaner, faster and smarter 

platforms that aren’t casting a monolithic net 

across all audiences and verticals with their 68 

features—rather, they’re being built for specific 

markets—programmed with industry data, 

relevant API, and partner integrations that align 

with the niche.

In the local market, where agencies and media 

companies serve local businesses, marketing 

automation tools are being built to source 

personalized data about their prospects and 

customers that provides them with relevant 

information that instantly creates lead 

opportunities and a clear path to conversion.

Furthermore, one of the most commonly 

used marketing automation features is CRM 

integration5. Not surprising, as CRM and 

marketing automation are virtually synonymous. 

But instead of building integration applications 

for external software, some of these niche-

based companies are building in customized 

CRMs, ensuring the platform is optimized both 

technically and for the industry.

Imagine a CRM responding to your marketing 

efforts, telling you which businesses to focus on 

based on local data, what to do when you get 

into the office in the morning and where your 

hottest leads are coming from.

A real case study demonstrates results from 

a local media company using a marketing 

automation platform that was specifically 

designed for them. 

WITHIN THREE WEEKS AND  
730 OUTBOUND EMAILS, THIS 
COMPANY GENERATED:

34% OPEN RATE AND 49.4% 

CTR ON THE FIRST EMAIL

59 RECIPIENTS BECAME HOT 

SALES OPPORTUNITIES

 25 SALES PRESENTATIONS 

SECURED AND 11 DEALS CLOSED 

OVER 57K IN NEW DIGITAL REVENUE



SUMMARY

As technology continues to advance, the way we reach and 

communicate with people will change. As marketers, you 

must continue to evolve and use the tools that are not just 

available to you, but the ones that are designed for you.u.

THE GAME IS EVOLVING.  
YOUR TOOLS SHOULD TOO.
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