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Quick Start Marketing Automation 
Planning and launching nurture campaigns now!
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 Overdrive helps companies 

compete and win in today’s 

digitized marketplace

 Integrate:

Planning and creative

Search marketing (seo/sem)

Social media marketing

Online media (banner/display)

Marketing automation

Content development

Website and application 

development

Offline advertising and marketing

About Overdrive Interactive

2010 MITX 
Interactive Agency of the Year
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B2B Digital Marketing/Lead Gen Leaders

http://www.pri-med.com/PMO/Home.aspx
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The Digital Lines Are Blurring

Search 
Engine 

Optimization

Paid Search 
Management

Online 
Media

Social Media
Creative, 
Website 

Development

Email, 
Marketing 

Automation

Analytics

Integrated

Digital
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Optimize
Track, Report and Respond

Brand

Search Engine 
Marketing

 Organic

 Paid

 Online PR/Linking

Online Media

 Sponsorships

 Banner Campaigns

 Product Listings

 Email/RSS Feeds

 White Paper Syndication

Social Media

 Social Networks

 Content Channels

 Blogs

Drive

Call Centers

Webinars/
Trade Shows

Site Network
Main and Mini Sites

Landing Pages
Data Capture
Applications and 
Incentives

Capture

Sales
Materials

Database
Marketing Automation/Nurture

CRM/Lead
Database

Telemarketing

eAlerts

Social/Viral

Direct Mail

Sales
Team

Convert
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Use Digital to Create

The Brand Embrace
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The Brand Embrace is….

Sum Total of Consumer Connections

Consumer

Email

Facebook

Twitter

LinkedInRetargeting

Snail Mail

Marketing 
Automation

Site

Engagement
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A Few Marketing Automation and CRM  Platforms
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Marketing Automation
Capturing, Cookie-ing, Profiling and Scoring Prospects

Marketing Automation/CRM

Prospect visits a site, 

a cookie is set on 

their browser, they fill 

in a lead gen form 

and then their data 

(along with details of 

their site visit) is 

added to the 

marketing automation 

system. Finally, 

cookie data and CRM 

data are linked and 

leads are segmented 

and scored.

Cookie Set on Browser

Scoring & 

Segmentation
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Marketing Automation

Triggered Events: Auto Replies

Targeted/relevant

Email

Tele-sales

Direct Mail via 

Print on Demand
System can now kick 

out immediate and 

customized auto 

replies including 

email, direct mail and 

alerts for sales people 

to call the prospect.
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Marketing Automation

Triggered Events: Repeat Visitor

Marketing Automation/CRM

Upon subsequent 

visits to the site, the 

system recognizes 

previously identified 

prospects and can 

trigger customized  

email, direct mail and 

telephone 

communications.

System Recognizes Cookie and Prospect

Email

Tele-sales

Direct Mail via 
Print on 
Demand
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Marketing Automaton Channel Growth

Pushing thousands 

and even millions of 

timely and 

customized 

communication 

pieces.

Marketing Automation/CRM
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Triggered 

Events and 

Nurture 

Campaigns
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Convert Inbound Traffic to Outbound Nurture 
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Simple Drumbeat Nurture Campaign

Tips with Title Personalized Offers

 Automated: set it and forget it (well sort of)

 No wasted content: no scrambling for what to send next

 Customized: personalized content and/or relevant offers

 Timely: start getting it right after they interact with your site/brand

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8

Tip 2

Future

Tip 1 Tip 4

Tip 2

Tip 5

Tip 3

Tip 3

Tip 1

Tip 7

Tip 5

Tip 2

Tip 8

Tip 6

Tip 3

Tip 6

Tip 4

Tip 1

Cont.

Cont.

Cont.

Subscribers

CEO

Mark

Tech
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Nurture ROI Optimization

 Assumptions: average customer value $50,000 per year

Improvement Trial 
Trial 
CVR Leads CVR Opps. CVR Revenue

Renewal 
Rate

2 Year 
Revenue Inc. Rev. %

Benchmark 20,000 33.0% 6,600 20% 1,320 10% $6,600,000 50% $9,900,000 N/A N/A

10% Improvement 20,000 36.3% 7,260 22% 1,597 11% $8,784,600 55% $13,616,130 $3,716,130 38%

20% Improvement 20,000 39.6% 7,920 24% 1,901 12% $11,404,800 60% $18,247,680 $8,347,680 84%

30% Improvement 20,000 42.9% 8,580 26.0% 2,231 13.0% $14,500,200 65.0% $23,925,330 $14,025,330 142%

 Evaluate all nurture steps and assets at funnel escalation conversion 

points including:

Scoring and segmenting, pain-point and messaging, content and offers

Email, site calls to action, call scripts, direct mail 

User flow, timing, frequency and cadence
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You know you 

want it!
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Current Situation

 Most large companies have:

Implemented some kind of marketing automation platform

Hired a platform administrator (tech savvy person)

Understand the need to improve their nurture process

Want to improve their nurture process

 Situation

Only taking advantage of a small portion of marketing automation tactics

Still doing batch and blast email

Experiencing declining ROI from batch and blast

Cannot get nurture campaigns off the ground

 Barriers

Don’t know where to start but want to go from 0 to 100 mph right away

 Underestimate the volume of creative assets required

Underestimate the value of good creative in the process that drive results
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Solution: Quick-Start Nurture Campaigns

 Don’t overthink it – do it!

 Start with the obvious

 Focus where volume and value lives:

High frequency events: auto-replies, form fills, repeat visits

High value leads: decision maker titles, target accounts

High volume databases: cold leads

 Don’t feel like things have to be to complex – some communication is 

better then no communication (as long as the creative is good!)
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Solution: Quick Start Nurture Campaigns

Triggers

- Trial

- Asset

- Return

- Manual

- Drumbeat

Segment

- Persona/Pain

- Score/Stage

- Vertical/Horizontal

- Product/Service

- Geography

Create

- Sequence/Plan

- Msg./Offers

- Emails/CTAs

- Landing pages

- Call scripts/DM

Launch

- Implement

- QC

- Train

- Track/Report

- Optimize
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Quick Start Nurture Campaigns: Triggers

Segment

- Persona/Pain

- Score/Stage

- Vertical/Horizontal

- Product/Service

- Geography

Create

- Sequence/Plan

- Msg./Offers

- Emails/CTAs

- Landing pages

- Call scripts/DM

Launch

- Implement

- QC

- Train

- Track/Report

- Optimize

Triggers

- Trial

- Asset

- Return

- Manual

- Drumbeat
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Triggers – Focus on Volume and Value

 Form completes/asset downloads

Instant personalized auto-reply

High intensity escalation nurture (info 

requests to interaction requests)

 Trail/freemium downloads

Activation support nurture

Free to paid nurture

 Return site visitors

Re-engagement encouragement

Specific content review (pricing, 

contact page)

Sales team / CRM alerts

 Cold leads

Brand drumbeat

 Anonymous visits

Retargeting
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Standard Triggered Events

 Standard

Email

Direct mail

CRM Alerts / phone calls

 Advanced

Adaptive web content based on profile or IP address/SIC code

Banner retargeting
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Requests for Quote +20%
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Brand Power: 

Visitor ID Tracking via Visitor Track

Company Name Unique IP Addresses

Abbott Laboratories 1

Accenture 1

Advocate Health Care 1

ALLIED HEALTHCARE FEDERAL CREDIT UNION 1

Allstate Insurance Company 1

AMD INDUSTRIES 1

American Airlines, Inc. 1

American Association of Retired Persons 1

American College of Cardiology Foundation 1

American Medical Association 1

APPLE INC. - 10G ASHBURN IDE 1

ARCHER DANIELS MIDLAND 1

Bank United - MIA 1

Baylor Health Care Systems 1

Best Buy Co., Inc. 1

BLACK DECKER 1

BlueCross BlueShield of Illinois 1

CBS Corporation 2

CDM Media 1

Central Intelligence Agency 1

Chicago Mercantile Exchange 1

CITY AND COUNTY OF DENVER 2

City of Los Angeles 1

Visitor Track Report - November 2014



27

Top Companies Referred from Search

Researching Your Products and Services

See full report

../../../../Desktop/Latisys Monthly Dashboard - Nov-2013 (5) (3).xls
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Triggered Customization: Aerospace
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Triggered Customization : Defense
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Triggered Customization : IT
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Triggered Customization : Telecommunication
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Google Content and Display Networks
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Retargeting Brand Embrace
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Retargeting Brand Embrace (community of customers & prospects)
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Quick Start Nurture Campaigns: Segment

Create

- Sequence/Plan

- Msg./Offers

- Emails/CTAs

- Landing pages

- Call scripts/DM

Launch

- Implement

- QC

- Train

- Track/Report

- Optimize

Triggers

- Trial

- Asset

- Return

- Manual

- Drumbeat

Segment

- Persona/Pain

- Score/Stage

- Vertical/Horizontal

- Product/Service

- Geography
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Segmentation Process

• Industry

• Geography

• Product interest
Segmentation

• History, behavior, buying stage

• Title and/or role (decision making ability)

• Company size (third party validation and data)
Score

• Goals and objectives

• Role and responsibilities

• Pain points and desires

Persona 
Creation

• Instant personalized auto-reply

• Low value content drumbeat

• High value engagement offer
Track Mapping
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Segmentation/Profiling Data Sources

• Contact – name only, no cookie 

• Unnamed – cookie only, no name

• Named lead – name and cookie
Lead Type

• Sales rep entered

• Third party dataManual Append

• Web forms

• SurveysActive Append

• Online behavior

• Social dataPassive Append
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Triggered Events and Nurture Tracks 

• Instant auto-reply (general w/ contact info and 
contact encouragement)

• SIC code home page case studies image and 
CTA

• Instant re-visit offer for high value “named leads” 
(name and cookie recognized) and sales rep alert

Triggered 
Events

• Local high value tech B2B

• National high value tech B2B

• Local high value financial

• National high value financial

• Local high value general

• National high value general

• Brand drumbeat

Nurture Tracks
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Main Targets: Personas and Pain Points

 VP of Digital Marketing

The VP of Digital provides leadership and vision to define and drive the global 

ecommerce business

He/she generally has P&L responsibility for all digital marketing and operations

This includes digital strategy, online marketing and website operations

Has lead goal, pipeline development and revenue numbers to hit

 What keeps him/her up at night?

Lack of resources: “I don’t have time and talent to keep up with my ‘to do’ list. 

Good people are hard to find!”

Speed to market/lack of control: “All site changes must go through IT. It can take 

days or weeks to get changes made.

Lead quality: “If leads are not warmed or qualified sufficiently the sales team 

cannot or will not close them. I need nurture programs that yield opportunities –

not inquiries.”  

Hitting revenue goals: “If our online advertising or search presence is weak, our 

nurture campaigns are off, we aren’t successful, my year isn’t successful.”



40

Event and Track Mapping - Overdrive Interactive

Lead

• Asset download – 14 
Ways to Link Social 
and SEO

• VP, Director of Digital 
Marketing

• Boston

• Tech B-2-B

• $100 million+ revenue

Local High Value 
Tech/B2B 
Engagement Track

• 60 days

• High touch and 
expensive offers (free 
Competitive SEO and 
Social Analysis)

• Case studies

• Phone calls

• Direct mail

• Escalate to in-person 
meeting

• Retargeting

Brand Drumbeat 
Track

• Ongoing

• High value tech 
marketing content

• Case studies

• Retargeting
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Quick Start Nurture Campaigns: Create

Launch

- Implement

- QC

- Train

- Track/Report

- Optimize

Triggers

- Trial

- Asset

- Return

- Manual

- Drumbeat

Segment

- Persona/Pain

- Score/Stage

- Vertical/Horizontal

- Product/Service

- Geography

Create

- Sequence/Plan

- Msg./Offers

- Emails/CTAs

- Landing pages

- Call scripts/DM
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Triggered Events / Marketing Automation Components
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Trigger: Asset Download
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Nurture Track: High Value, Tech/B2B, Local (A-Tech-Local)

 1 time track only, local, high touch offers encouraging face to 
face

 If prospect schedules meeting then outbound nurture ends

 If prospect engages with content and triggers CRM alert then 
sales rep may call

 If prospect doesn’t engage in 60 days then transfer to 
drumbeat nurture track

 Site CTA and CRM alerts stay active as long as possible to 
append and score

 Retargeting media nurture live for 120 days or more

660 Days

Intro Intro

Pres
Case

Asset

Free

Training

SEO/MA

Audit
Case

Asset

Webinar

Video

SEO/MA

Audit

Free

Training

Tech/B2B

Case/Images
Sales Rep

Call or Email

Outbound

Nurture

Website

Nurture

Media

Nurture

Thought

Leadership A
Thought

Leadership B

Thought

Leadership C
Thought

Leadership D

Thought

Leadership E
Thought

Leadership F

Tech/B2B

Case/Images

Tech/B2B

Case/Images

Tech/B2B

Case/Images
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Nurture Campaign Ingredients

 Sequence/user flow

 4 emails

 4 landing pages

 2 direct mail pieces

 3 call / vmail scripts

 4 site calls to action/images

 6 banner version (single 
concepts with different 
offers/assets) 

 Existing offers / assets

White papers

Case studies

Videos

Package it all up!
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Marketing 

Automation 

creative has to be 

good for it to work!
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Nurture Message Development 

• Big idea

• Universally appealing

• Instantly understood

• Portable across all 
marketing and 
advertising

Brand 
Messaging

• Accommodate the 
target, the time and 
medium

• Communicate benefits 
and offers

• Encourage action now

Campaign 
Messaging • Hyper-targeted and  

personalized

• Escalate the sales 
process

• Encourage real 
dialogue

Nurture 
Messaging
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Personas and 

Pain Points

• Who are 
they?

• What do 
they need 
right now?

Benefits 
Statements

• Show how 
we 
understand 
their pain 
and can 
help.

Offers

• Valuable 
content that 
the target 
can use 
right now.

Actions

• Encourage 
behaviors that 
drive lead flow 
start the 
conversation.

Messaging Development for Campaigns and Lead Nurturing

Burst Nurture Quick Start Campaigns
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Keyword Ad Copywriting: Benefits and Offers

Source:  Google/Millward Brown white paper, September, 2005

Ads must point to conversion pages that deliver on ad copy offers.

Sample best practice 

ads from Google 

white paper.
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VP of Digital Marketing

• The VP of Digital provides leadership and vision to define and drive the global ecommerce 

business

• He/she generally has P&L responsibility for all digital marketing and operations

• This includes digital strategy, online marketing and website operations

• Has lead goal, pipeline development and revenue numbers to hit

What keeps him/her up at night?

• Lack of resources: “I don’t have time and talent to keep up with my ‘to do’ list. Good people are 

hard to find!”

• Speed to market/lack of control: “All site changes must go through IT. It can take days or weeks 

to get changes made.

• Lead quality: “If leads are not warmed or qualified sufficiently the sales team cannot or will not 

close them. I need nurture programs that yield opportunities – not inquiries.”  

• Hitting revenue goals: “If our online advertising or search presence is weak, conversion rates 

are low, our nurture campaigns are off, we aren’t successful, my year isn’t successful.”

Benefits Offers

• Find talent, get things done fast, get things 

done right!

• Take control of your marketing programs, 

bypass IT, get things done fast!

• Get sales to love your leads! Get prospects 

to want to talk to your reps.

• Add octane to your SEM, optimize

conversion and hit your numbers!

• eGuide: Find Talent and Conquer You Digital 

To-Do List

• Webinar: Lesson Reliance on IT for Digital 

Marketing Success – Tools and Tactics

• Marketing Automation Assessment: Free

nurture campaign optimization.

• Conversion Optimization Case Studies: 5 

companies that doubled ROI.

VP, Digital Marketing - Benefit & Offer Matrix
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High Touch/High Value Nurture vs. Drumbeat Nurture

• High touch/high value offers 
(assessments, audits, custom reports, 
training, gifts)

• Spark dialogue (escalate to meeting and 
sale, ask for the call or meeting)

• Multi-channel marketing automation 
(email, phone, direct mail)

High Value 
Leads

Sell the meeting.

• Brand drumbeat

• Educate and establish leadership

• Activate social advocacy

• Email marketing automation & banner ad 
retargeting

General Leads

Encourage 
engagement.



52

Utilizing Existing Assets: Pain Centric Asset Titles

EXISTING “WHITE PAPER” PAIN-CENTRIC REPURPOSED E-GUIDE 

Increased 

Relevance and Revenue



Ipswitch, Inc.
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Challenge/Solution

 Challenge

Ipswitch was grappling with a dormant database whose email programs 

underperformed from a lead escalation standpoint

The existing content assets didn’t always encourage engagement

 Replaced “batch and blast” with marketing automation

 Triggers and campaigns

Manual trigger of “Wake Up” campaign against cold list

Engagement trigger of “Escalate” campaign for hand raisers

Retargeting campaign triggered by a site visit

CRM alerts for sales reps for all engagers

 Manual – wake up cold leads

Escalation – score and escalate the leads
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Nurture Sequence Flow

Wake Up 

Campaign

Landing & Thank 

You Pages

Escalation Campaign

(Encouraging Further Engagement and Contact)

Retargeting Media Nurture via Display Ads
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Wake Up Asset 1
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Wake-Up eMail 1
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Wake-Up Landing Page 1
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Wake Up Asset 2
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Wake-Up eMail 2
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Wake-Up Landing Page 2
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Wake Up Asset 3
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Wake-Up eMail 3

Uh oh – about to have another WTF moment?!

You ARE ... if you’re asking “Where’s The File?” and 

no one seems to know.

And that’s just one of many problems that even “good 

enough” file transfer systems can lay on you. 

Do you:

• Supervise a team that doesn’t have the tools to 

located files throughout your enterprise – putting 

security and compliance at risk

• Use file transfer systems that lack automation, 

require manual tasks and kill productivity

• Struggle with non-integrated solutions in the face of 

increasing file transfer demand

• Find your losing strategic focus because your busy 

“putting out file movement fires”

Discover the solution in our new E-Guide: The WTF / Where’s the File E-Guide

Sincerely,

Ipswitch File Transfer Team
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Wake-Up Landing Page 3
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Thank You Page 

Drives Continued Engagement, Profiling & Lead Scoring

Secondary actions 

helped to passively 

score prospect and 

append data to lead 

record.
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Retargeting Banners
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Escalation Email 1
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Escalation Email 2
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Escalation Email 3
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Results

4X

Increase

Conversion

&

Escalation
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Quick Start Nurture Campaigns: Create

Triggers

- Trial

- Asset

- Return

- Manual

- Drumbeat

Segment

- Persona/Pain

- Score/Stage

- Vertical/Horizontal

- Product/Service

- Geography

Create

- Sequence/Plan

- Msg./Offers

- Emails/CTAs

- Landing pages

- Call scripts/DM

Launch

- Implement

- QC

- Train

- Track/Report

- Optimize
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User Flow Planning and Implementation
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Tracking, Reporting and Optimization



74

Marketing Automation Tech Team

 Run the program and sequence by your tech team

 Collaborate with them and get their feedback

 Package up all your assets and creative for them

Don’t deliver piece-meal

 Schedule results reporting sessions and collaborate on optimization 

enhancements
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Key Points for Quick Start Marketing Automation

 Start with the obvious

Auto-replies

High volume / high value

 Limit personas

Don’t over-think this, you cannot make 100 different nurture tracks

Accept some level of universal appeal while retaining relevancy

 Develop your Benefits and Offers

Empathize with pain point via hard hitting benefit statements

Content offers and contact offers – sell the call and meeting!

 Don’t limit your channels and creative

Email + calls to action, direct mail, phone calls, retargeting

 Package it all up

Get all your content created and bundled up in one neat package for for the tech 

team

Collaborate with your tech team – they can make some great suggestions

 Track and optimize

Next seminar
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Thank You, Any Questions?

For copies of this presentation, please contact:

Harry J Gold

CEO, Chief Strategy Officer

Direct 617-254-5000  x 1100

hgold@OverdriveInteractive.com
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