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LETTER FROM 
THE EDITOR
Ron Corbisier 
FOUNDER AND CEO | RELATIONSHIP ONE

As we enter a new decade, we find ourselves looking both backward 
and forward. The waves of marketing have changed drastically over 
the years, and at Relationship One, we’ve been fortunate to lead that 
change with a number of you. We’re now at the precipice of an even 
greater evolution in marketing, one that will fundamentally change how, when, and why we communicate with our 
customers. Technology has advanced at lightning speed, big data has morphed from a buzzword into actionable 
insights, and the age of corporate digital transformation has already begun.

Certainly, we can see the ever-changing face of technology all around us, especially as new capabilities emerge and data 
becomes extracted, enriched, augmented, and integrated in ways we never dreamed possible a decade ago. Marketers 
are in a unique position to harness deep customer insights to provide the real-time communication that we’ve always 
worked toward. This is the real magic, as they say. It is not in the technical details, but in the impact of them. 

I believe this next evolution is a movement toward fully immersive and empathetic marketing. It’s a continuation of 
previous efforts to engage our customers, but on a grander, more synchronized scale. It’s ensuring that not only our 
marketing, but also our internal business processes, are providing personal and compassionate experiences across the 
buyer’s journey and lifecycle. This customer experience becomes the focus. The technology simply needs to make it happen.

In this seventh issue of our Inspired Marketing Magazine, you’ll see exemplary work from friends and peers who 
are demonstrating this very principle. They use the customer’s experience as their main driver for growth and true 
digital transformation.

We welcome you to spend some time with Randy Frisch, the CMO and Co-founder of Uberflip, as he dives deep 
into the real value of content marketing. As Randy explains, if utilized fully, content marketing has the potential 
to provide customers with personalized experiences that engage, delight, and drive action. You will also learn from 
Lance Osborne, Director of Demand Generation at Wiley, who is shifting the paradigm of marketing to focus on 
empathy and immersion to truly understand and connect with audiences.

From there, we invite you to learn how Thomson Reuters and Sarah Smith have leveraged technology to ensure their 
sales and marketing staff are continuing personalized conversations throughout the funnel. Similarly, David Cardiel 
and Cision are revolving their internal lead generation and sales enablement processes to ensure a seamless customer 
experience. Todd Linden, Manager of Digital Content Delivery at Thermo Fisher Scientific, also visits us to dive 
deeper into their transformation into an agile, content-based organization.

In addition to these customer stories, we share insights from our consultants and strategists related to lead nurturing, 
customer engagement, and sales/marketing alignment, all of which are critical elements on your immersive customer 
experience journey. Along the way, we share further thoughts on how you can take your marketing to the next level.

We invite you can sit back, relax, and get inspired as you read through these stories from marketers like yourself who 
are changing the paradigm of marketing and pushing our industry into that next wave of evolution. We now look 
forward to seeing you elevate our industry and, if we are lucky, we can sit and chat with you for a future edition. 

- INSPIRED MARKETING -

I BELIEVE THIS NEXT WAVE IS A MOVEMENT TOWARD FULLY IMMERSIVE AND EMPATHETIC 
MARKETING. IT’S A CONTINUATION OF PREVIOUS EFFORTS TO ENGAGE OUR CUSTOMERS, 

BUT ON A GRANDER, MORE SYNCHRONIZED SCALE.



RANDY 
FRISCH
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- Cover story -

CREATING AN 
IMMERSIVE CUSTOMER 

EXPERIENCE
Using Uberflip and Content Marketing to 

Drive Personalized Content Journeys
RANDY FRISCH IS THE CO-FOUNDER AND CMO OF UBERFLIP, A FORWARD-THINKING, 
CONTENT EXPERIENCE PLATFORM THAT EMPOWERS USERS TO CREATE RICH, 
DIGITAL EXPERIENCES WITH PERSONALIZED CONTENT FOR EVERY STAGE OF THE 
BUYING PROCESS. A FEARLESS LEADER IN DIGITAL MARKETING, RANDY HAS ALMOST 
20 YEARS OF EXPERIENCE IN THE MARKETING AND TECHNOLOGY INDUSTRIES AND 
IS PASSIONATE ABOUT REALIZING EXCEPTIONAL CUSTOMER EXPERIENCES THROUGH 

TECHNOLOGY AND CONTENT.

UBERFLIP WAS NAMED A CONTENDER IN CONTENT MARKETING PLATFORMS FOR B2B 
MARKETERS BY FORRESTER IN 2019.

RELATIONSHIP ONE: Today on the Inspired 
Marketing podcast my guest is Randy Frisch. Randy 
is the CMO of Uberflip and the author of F#ck 
Content Marketing. Welcome to the show, Randy!

RANDY FRISCH: Well, I'm very excited and I can tell 
we're going to censor some of my book, but that's all 
right. People can look it up and they'll find the real 
spelling.

R1: That's right. You don't have the real spelling 
until you have a series of characters and it would 
have been really awkward for me to describe the 
characters that come after the letter F, but I think 
we all understand what you were trying to say.

RF: Absolutely. We actually intentionally chose a hashtag 
instead of the asterisk though because this is marketing. 
It's all about trending.

R1: I love it. Well, start us off. Give us a little bit 
of context here. Tell us about Randy, your role and 
about Uberflip.

RF: Sure. I'm a marketer, so getting on these podcasts 
and chatting with someone like you who understands 
marketers, and [having] listeners [who] are obviously 

intrigued about the space that we're all in [is exciting]. 
I'm living my dream, right? On my personal side, I've 
got three kids, I've got an amazing wife. So that's part 
of the dream, but professionally, you want to be doing 
something you're passionate about. And for me, that's 
always been marketing. I'm not going to lie to you, when 
I was a kid [my dream] wasn’t B2B marketing, I didn't 
think that was going to be the sexy way to go. I thought 
Superbowl commercials were pretty cool. But somewhere 
along the way I realized that personalizing to the scale 
that we can and [managing] these more complex buyer 
journeys, they're actually really interesting because 
they're all almost a different challenge. We’re trying 
to figure out strategies that work as a whole. And at 
the same time, we're trying to personalize them one by 
one. So, it's this mix of problem solving and being super 
creative at the same time. And that to me is fun. I think 
that's what makes a lot of marketers tick.

R1: Awesome. And what about Uberflip? Give us 
some context around that, too.

RF: When I got involved with my co-founder, Yoav, we 
started working together, we're almost on 10 years, but 
we didn't start on Uberflip. And at the time I couldn't 
even get hired. I wanted to get into tech and no one 
wanted to hire me because I had all the wrong things, 
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like an MBA which just wasn't desirable for tech. And 
then I came across Yoav, a couple of years we worked 
together and then we started Uberflip in 2012. And as 
we worked together, he was this product guy, I was the 
marketer, and he always could see that I needed him 
to help me bring these ideas on the web to life. And a 
lot of them were driving to a content destination. And 
every campaign I wanted to execute on, we needed to just 
tweak in some little way.

And full disclosure here, I can't code for my life. Like 
no HTML, no nothing. They didn't teach that in school. 
And I always needed that product guy or that web guy 
on my team. But the reality was that took me too long. 
I needed to be nimble, I needed to be quick, I needed to 
react to the market. And that was a lot of the ideas that 
led us to Uberflip — you know, content, and remember 
this was back in 2012, so at that point there was this big 
buzz around content marketing, it's a buzz word. You 
know, and when I say f--k content marketing, I'm not 
suggesting content marketing is this terrible thing. But 
what we were starting to see is everyone was investing 
so much in content that we predicted there'd be a day 
where we actually had enough, but we had to figure out 
how we leverage it, how we use it, and not being reliant 
on the slow processes. They're often tied to solutions like 
a CMS and that was a big way that we entered into this 
space and then just started to talk to customers, and it's 
been quite a journey to where we are today. 

R1: You alluded to it and you've talked about the 
controversy around the title of your book – why call 
it F#ck Content Marketing? 

RF: First of all, a little bit of context: I wrote a blog post 
about three years ago (and I'm going to drop the real 
F-bombs here …) it was called F#ck Content Marketing 
and it was out there. And when I say it was out there, I 
mean it was out there for my team to publish for about 
three months and I just kept getting push back. They were 
like, ‘We cannot publish this thing. You're going to offend 
everyone. They're not going to buy in. They're not going 
to buy from us anymore’ and I said, ‘No, you've got to get 
beyond the title.’ As I said earlier, the point was not that 
we should not create content, it wasn't that a lot of the 
people who had professional titles as a content marketer 
weren't of value, it was that one of those feelings is ‘What's 
the point in creating all this content? What's the point in 
having this head count to create content if we don't use 
that content, if we don't leverage that content?’ And there 
are stats out there from companies like Sirius Decisions 
and others that talk about the amount of content over 
70% that goes unused. Some people will say ‘Well, I'm 
using all my content, it's on my website.’

But the challenge I would have for you, Scott, is when 
is the last time you went to someone's website and went 
searching for content? We don't do that. Especially if it's 
not on the first page, we're not going go to page two, no 

different than we don't go to page two of Google results, 
right? We expect something to be in those top three 
suggestions when we're sent to some sort of destination. 
The idea was not f--k content marketing from the 
perspective of “stop creating it” but “start using that 
content” and one of the big things that we'll probably get 
to today was thinking a lot about who is responsible for 
that next step. Is it the content marketer or perhaps is it 
more of the demand team, the digital teams, those who 
are executing a lot of our go-to-market strategies?

R1: It’s interesting you talk about this idea of the 
disconnect between “it's not that it's being unused” 
I'd say it's more just “unfound” and there's that 
recency factor. What you're going to find is what we 
happened to publish most recently, which may or 
may not be the most relevant thing, the best thing, 
or the most appropriate thing for that particular 
audience. It just happens to be the most recent.

RF: Yeah, I couldn't agree more. Let’s think about a 
couple of the ways that a lot of us manage content. 

First of all, on our website, you're talking more top of 
funnel inbound mentality, and when we think about that 
very often we organize our websites — everyone reading 
is probably thinking through their menu structure right 
now — we organize it either chronologically, which is 
terribly hilarious and you just hit on that “the most 
recent” idea. We’re coming up right around Valentine's 
Day, give or take when people read this, and with 
Valentine's Day if you write a really great post that is 
evergreen on February the 13th, but then the next piece 
of content people find is February the 14th, it may be 
some sweetheart Valentine play on words that we did, 
but it doesn't mean that it's applicable to the next piece, 
so, chronological doesn't work. 

The other idea that doesn’t work is organizing our 
content by format. A lot of us do this. We have one tab 
for our webinars and another one for eBooks, another 
one for videos and so on. And we don't go to websites 
and say show me videos to help me understand what you 
do. We say, I have the following problem and help me 
solve this problem or challenge. We have to shift to start 
thinking more from a persona perspective or a vertical 
perspective and really getting down to that account 
mindset, an ABM mindset, where we think about the 
content that that account wants. 

R1: Randy, I think that makes total sense. But you 
started talking about the inbound side of things, but 
that's not the only place that content shows up. So how 
do we think about this even more holistically and 
getting beyond the chronological and the sorting by 
content and just think about all parts of the journey?

RF: First of all, thank you for catching me on that because 
I'm sometimes guilty of that just as a lot of marketers are 
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— we overly associate content as this top of funnel play. 
Companies like HubSpot coined this term inbound, for 
good or bad, and then we all associated that content is only 
this inbound thing. What I like in platforms is this idea of 
thinking about the entire buyer journey. How do we want 
to get you from A to B and move you along that journey no 
matter what the step is. We did a survey about a year ago 
and we looked at where content was being used and, yes, of 
course it's being used at the start of the journey, but it's also 
being used in the middle of the funnel, and once we start 
to work towards closing that deal or even once the deal is 
closed, to move you through retention and then moving 
you through upsell. 
Where do we 
expect people to 
find content? And 
as you said earlier, 
it's not often that 
someone's going to 
just come to your 
website. We have to 
feed content to that 
buyer where they 
want it, when they 
want it, right time, 
right person, type 
of mindset. 

And a simple way 
to re-frame the 
way we think 
about content, 
because too 
often we expect 
content is going 
to be our go-to-
market strategy, 
and it's not. Let's 
be honest, we 
don't sit around 
at a conference 
and talk to people 
about our content strategy. We talk to people about our 
demand generation strategy, our ABM strategy, how 
we're taking on sales enablement and within all of those 
strategies we then start to talk about how we grab the 
attention of the audience or our buyer. And when we look 
at that, we talk about channels. 

The channels that we may be looking at could be anything, 
including email marketing automation. Perhaps we're 
using something like an Eloqua or Responsys, depending 
on the type of business we're in, to help us engage that 
audience. We may be using some sort of a paid ad play 
to help grab attention of our audience and so on through 
different channels including social and even direct mail, 
which is coming back big these days. I can go through 
all the different ways that we spend our budget to get 
eyeballs, but the next question, and this is where content 

does come in but we don't often associate it, [is around 
experience.] For every one of those channels (email, paid, 
etc.), our goal is to get them to click and when they click, 
they're sent from a channel to a destination, and that 
destination is where we need to rethink whether that's an 
end point or whether that's where the experience begins.

R1: Talk more about that experience because you've 
got some really interesting thinking around ‘Okay, I 
got your attention. Now I've got you to engage. I’ve 
got you to my owned property’ — how do I maximize 
that opportunity?

RF: To your 
point on getting 
your attention, 
I got everyone's 
attention with 
the title of my 
book, which is 
F#ck Content 
Marketing, but 
the sub-header is 
focused on content 
experience. This 
idea of content 
experience is what 
are people going 
to see or what 
are they going to 
experience when 
they arrive at your 
content? And we 
have to go beyond 
just thinking 
about what's 
written or what's 
going to play in 
that video player 
to thinking about 
a few different 
areas. The three 

that I always like to highlight are the environment, the 
structure, and the engagement path that we've got there. 

Let's break those down: the first one is this idea of the 
environment. That's the way it looks and feels. And as 
marketers we think about environment all day long. 
But we think about it more often when it comes to our 
homepage. We're always A/B testing colors or placement 
of buttons or layout on the page. That's the same thing 
with our content. And you think about it, the content 
that we put in front of people is only as good as its 
surroundings. You drink a beer in your basement versus 
having that same Corona on the beach — it just tastes 
better on the beach. It's the same content in that bottle, 
but it's what's around us that leads to this more magical 
experience. In this case, we want people consuming more 
than one content asset. We don't want them stopping at 
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one blog post or one ebook we want them finding out 
what's next. Because when we do that, when we actually 
get them to that next piece of content, we can reduce 
the number of channels that drive up our customer 
acquisition costs, our CAC, and we accelerate the 
buyer journey because we can get them in one session 
to consume more pieces of content. So that's the first 
aspect: what in the environment can we do to change 
that? The second piece is the structure.

Now the structure is simply the way we lay out all that 
content. It’s not just about what looks like it [should 
be] next, but what is the brains behind what piece we 
deliver after the other. The simplest way to think about 
this is when you open up your Netflix account, or your 
Spotify account if you're a music buff, and you get in 
there and they’ve magically built these playlists for 
you. Before you know it, you want to watch one more 
episode, or [you] listened to one song and the next song 
is playing and you feel like you can't even get out of the 
car even though you're at your destination. That's the 
same thing that we want to do with our buyers. We want 
them getting to that email that we send, clicking on it 
and arriving in a destination where they go from one 
asset to the next and onwards. And we can do that by 
structuring the right content through a combination of 
[factors]. We're all bright marketers, and sometimes we 
know that path or we’re leveraging AI to get there. I'll 
pause there, Scott, and I can also unpack that last one, 
which is engagement.

R1: Yeah, I want to let you do that. The other thing 
I'm thinking about here – using your own analogies 
– what you're trying to create is that binge and if 
we're talking Coronas, we want to get them drunk 
on our Kool-Aid?

RF: Yeah, absolutely. I love that, drunk on Kool-Aid would 
require vodka, but I'm loving your analogy here too. That's 
exactly what we're trying to do. We're trying to make it 
immersive and that's where we come back to this word 
‘experience.’ It's all about providing a path for someone 
to go through this journey and not realize how quickly 
they've progressed. Same way when we consume content 
today. Let’s use video content as that example again. 
How many of us actually love weekly episodes? None of 
us, right? We can't stand when the next episode is next 
Sunday. I want to watch the entire Season 2 of Stranger 
Things on a Saturday afternoon. That's the experience 
that I want and that's what you need to be able to give me. 
The way we have to do that is to look at that last piece 
which is creating these engagement moments.

Those engagement moments are the things that get you to 
go from one piece to the next. It's being smart about how 
we pop that up, how we introduce it and do so in ways that 
aren't invasive but feel very natural. And sometimes we 
think of just driving someone to content, but we have to 
remember that in some cases there are people who are just 

on your website. Perhaps they're actually looking at your 
product, but as I'm making buying decisions and I'm on a 
on a product page, I [often] leave that page [to] do some 
research on the type of solution that I'm looking to buy. In 
fact, Gartner says that 82% of the time that we are buying 
now, we're actually out there looking at research. So only 
18% of the time we're speaking to the sales org. The rest 
of the time we're doing research now, some of that, as 
we said, is going to happen on your website looking at 
your product. But some of it's going to look at third-party 
content thought leadership. What if you could present an 
almost pop-up content on the fly on that product page 
that presents that thought leadership so that they never 
leave? Those are the types of engagement strategies that 
we have to be playing with in the same way we think 
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about optimizing our homepage to get you to click ‘talk to 
us now’ – the idea is that content can be that way or that 
path to getting you to talk to us.

R1: Given that premise, how do we as marketers actually 
manage and create that experience – call it content 
experience management, if you will – and really start to 
develop that as a practice within our business?

RF: Yeah, I always like to say that it's easy to do this 
as a one-off. And you sit around at an event or at a 
round table as marketers always do, and the question 
will always be something along the lines of ‘tell me a 
cool campaign you did’ and we can all name one. Some 
of us have gone for agency help or done it ourselves to 

do this really kick ass campaign, and then when you ask 
about scaling it, we can't really speak about our ability 
to do that. I think when you say, ‘How do we do content 
experience?’ it's more ‘How do we do this at scale? How 
do we do this time and time again?’

And that's becoming really important today, especially 
with a lot of the way our consumer's expectations have 
changed. This whole idea of account-based marketing, 
ABM, is very aligned just to the fact that we expect 
personalization. Like we just said, we live on Spotify 
and Amazon and Netflix, and everything's personalized. 
Why would my emails coming in not be as equally 
personalized? Same for the destinations that I'm being 
sent to? So that's ultimately what we have to think about. 
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The way we do this at scale is through what I call the 
content experience framework and I developed this a 
number of years ago. I use it a lot when I get to meet 
with marketers. It was a big part of the middle section 
of that book that I wrote. It's a five-step process and 
the key there is some of the grunt work that we have 
to do upfront. There are five steps in this framework. 
As I said, the first is centralizing that content. And at a 
high level, all I'm talking about is making sure that you 
have access to all of these assets in your organization. 
Too often our videos just live out in YouTube, so we 
have to send someone to YouTube to go find that asset 
versus being able to grab our YouTube videos, our blog 
posts, our eBooks, and ultimately be able to use those 
and intermix them to tell this journey. 

The second step there, once we've centralized all those 
assets and have this repository to do so, is we've got 
to take time to tag and audit this content. Now, to be 

really clear, as people are listening, they're probably 
like, ‘okay, do you need Uberflip for this?’ Uberflip 
helps, but you can use this framework with or without 
a content experience platform, a CEP, which Uberflip 
is, so think on that idea of tagging and auditing your 
content, of using something as simple as a spreadsheet. 
Pull open an old Excel spreadsheet, have your different 
pieces of content listed and then have additional 
columns that help you tag content by persona, by 
vertical, sometimes by account as well. Once you've 
done these first two steps, which I'm not going to lie, 
they're not always the fun, sexy part we think of as 
marketers unless you're maybe in marketing ops, but 
then we get to that middle part, and that's the fun part, 
which is personalizing the experiences. The reality 
though is instead of that example I said before where 
we can list this campaign we did for one account really 
well, now we can leverage those centralized assets, the 
tagging that's living on top of them, to go and pull the 
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right assets and pull it forward for the different buyers 
at different stages. 

And when we think about the different experiences that 
we're going to personalize, we're thinking forward to 
the fourth step, which is distributing those experiences, 
distributing the content. The key though is that's 
where we start to mesh it with the channels that we 
mentioned earlier. So, our email campaigns going out 
of say an Eloqua would make sure to link back to these 
personalized experiences that we built for different stages 
of that nurture. Our ad play would maybe have different 
streams of content dedicated for that buyer. Again, these 
streams may or may not live on your website, but they're 
designed for the buyer journey at these different stages. 
And through those first four steps, we all tend to lead 
to generating results, which is understanding that path 
and using a lot of the systems that are out there. Systems 
today, like an Eloqua, like a Responsys, that are sitting 

there with a repository 
of a lot of data and 
ultimately even Oracle 
itself has a lot of really 
cool vision in the 
future with platforms 
like CX Unity that are 
going to aggregate data 
that we can then use 
to create these better 
experiences on.

R1: Very cool. I think 
from there you've got 
the experience thing 
going on, but once 
you have this deeper 
understanding of the 
content and when we 
think about the data 
side of it, how do you 
then measure what 
content assets are 
actually converting? 
What's moving the 
needle within the 
business? Because as 
you pointed out in 
the very beginning, 
we probably have too 
much. Our problem at 
this point really isn't 
a content drought or 
shortage.

RF: Yeah, absolutely. 
So the key there 
is connecting the 
different systems that 
you've got in place. 

And too often we think of these systems as different 
platforms versus what is the platform that we're 
building to operate as a whole. So let's go back to email 
automation. Absolutely, we're tracking did someone 
open the email? Did they click on any links in there? But 
where we have to go next is, we have to actually layer 
on top ‘What is the path that visitor took inside of our 
content?’ The beauty of what our platform at Uberflip 
actually does is it connects with systems like Eloqua so 
that you can pass that information right in and look at 
that actual path that someone's doing. Now you can do 
that in your marketing automation platform, you can 
also pass that over into your CRM and layer it to better 
understand that journey about the entire buyer. 

The other thing that we're also doing is helping marketers 
understand in aggregate what content is having the 
most influence across that journey. I think too often 
as marketers these days, in a dangerous way, we latch 
ourselves on to terms like ‘multitouch attribution’ and we 
then say, ‘well, it attributed it, it was a touchpoint along 
the way’ so we should just spend money for every single 
one of those touch points. But as I alluded to earlier, when 
we take that mindset, we risk inflating our CAC, our 
customer acquisition costs, to a level that's so high that 
it's really hard to understand the ROI that we're going to 
have. If we can start to see those assets that are repeatedly 
having an impact on the buyer journey then we can start 
to direct someone to that asset and make sure that it’s 
something they experienced earlier in that path.

R1: I'm curious, in addition to yourselves, and I'll come 
back to that, who in the real world is doing this really 
well and how? 

RF: Yeah, it's a great question. We're very fortunate 
at Uberflip to have an amazing list of customers who 
very honestly motivate me every day. Scott, you and I 
have talked about this and part of being on podcasts – I 
actually get to run a podcast too – and you and I have 
said getting to talk to marketers and hear how they're 
executing just sends you back to your team wanting to 
do more. I have a podcast called The Marketer's Journey 
where I talk to CMOs, and I'm learning from them every 
time because they're executing at such impressive levels. 

Some of the companies we work with are using content 
in smarter ways, in ways to push that journey. I'll give 
you a couple of examples: one is a company called 
Medtronic, they're in the healthcare space and they 
actually use a combination of Uberflip and Eloqua, 
and there's a number of other tools obviously in their 
stack, but the key is that the marketing team there 
understands that it's their responsibility to empower the 
entire organization. So a lot of the content being used 
is being used in these very complex sales cycles where 
they can actually personalize the content that's being 
sent to a prospect once they're in that buying cycle. I'm 
not talking about that top of funnel, “you read a white 
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paper, now we've qualified you” this is “how do I direct 
you from my email?” Or in some cases you may see 
companies who do these really cool email signatures 
where you want to click because you want to read a piece 
of content that's highlighted in a box down there. When 
you click on that in some of the Medtronic emails that 
they send, it sends you to a specific stream of content 
that's built by that sales rep, or on behalf of that sales 
rep, so that they can build a tighter relationship with 
that prospect. So that's a really cool way that they're 
kind of enabling. 

There are other examples though 
and remember this idea of content is 
not creating it but using it. There’s a 
company called 3M, we get to work 
with them in their Canada office 
and a number of years back there 
were these terrible forest fires in an 
area called Fort McMurray. And in 
that moment, they had a Health & 
Safety division and that Health & 
Safety division had to educate how 
their buyers needed to stock up on 
products and just in general respond 
to the challenges at hand. Now 
obviously when these fires hit, it's out 
of nowhere, they want to respond in 
the moment. The beauty is they were 
able to personalize to those streams 
of emails and other communications 
that they sent out to link to content 
that same day. Whereas usually these companies, it can 
take weeks to get meaningful, relevant content in front 
of people. So all we do is we send them to our homepage 
and say, we're here to help you.

R1: That's awesome. Now let's come back to you, I 
know you're drinking a lot of your own champagne 
here, but how are you guys doing this? How are you 
driving content experiences? How are you measuring 
this? How are you using it across not just top of funnel 
but really across the entire customer journey?

RF: Yeah, that's a great question. In our buyer journey, 
content is literally used at every stage of the journey. 
Now, one of the things that we create, first of all, is 
we don't jump to creating content and we don't jump 
to creating these content experiences. We start with 
mapping out that buyer journey. And again, you don't 
always need technology for these things, people. You 
can use something as simple again as a spreadsheet or 
a big whiteboard in your office and start to map out 
those different buyers, those different influencers, the 
different stages they're going to go do. And then you 
start to prioritize the channels. So think of it almost as 
an X, Y, and Z access where you've got your personas 
and you’ve got your stages, and then you layer on top of 
that the different channels again like email, paid, direct 

mail, or whatever you're going to do. And then what 
we have to think about is what content are we going to 
link people to, what are they going to click through to? 
And every time they click through, you need to build 
out those assets that you need to engage with them. And 
that's how we work here at Uberflip. 

So at the very early stages of that buyer journey, given 
the fact that content experience is something that some 
of you may be hearing about for the first time here, we're 
doing a lot of education, we're making sure that people 

understand what is the difference between content 
marketing, which is much more about the content 
marketer, the creative writer versus content experience, 
which is often the responsibility of the demand gen, 
the digital marker. We establish that distinction, we do 
some education and as we get deeper in, we start to 
bring in product marketing. Product marketing has a lot 
of content tied to it as well, but we start to weave that 
into the destinations that we're taking someone to. 

The other things that may change is the way that we 
progressively profile someone versus just trying to 
capture that lead. So, our product allows the marketer 
to present content, and instead of a traditional landing 
page, there is a soft gate or hard gate where we tease 
the content asset, and it's really cool. Our customers 
as a whole, and we’re in this group, they see seven 
times better conversion rate on this soft gate or hard 
gate experience versus a traditional landing page. And 
I think it's just this idea that we get greeted by landing 
pages and then we bounce whereas if we surround it 
with other content, people see that there's this intention 
to take you down this journey of exploration to get you 
from that A to B point.

R1: Randy, this has been really fun. The last couple 
of questions I always like to ask are a little bit more 
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personal: we all have these great marketing tech stacks, 
but I'm often interested in the personal tech stack. What 
are the tools and apps that you just can't live without 
personally in the way that you operate day-to-day?

RF: Oh, that's a great question. To your point, that 
personal life these days weaves between work and family 
all the time. Now, at work, it's solutions like Slack that 
I think are great for communicating with my team 
and staying up to speed and everything around that. 
Obviously, my wife and my kids are on my iMessage type 
of feed. So, it's all about communication to me. I think 
that that's really a big key. I'll throw Uberflip in there 
because my team, they're creating streams of content 
that they're using to communicate on an everyday basis. 
But to soften that pitch I'll tell you on the personal side 
there's an app I probably am in way too many times a 
day because two of my boys play hockey, and there's an 
app called TeamSnap where I'm just getting updates of 
where I've got to be next. So, it's all communication for 
me, it's knowing where I’ve got to be, communicating 
with people, and of course, content. 

R1: Communication is key and the last question we 
always ask, because the show is called Inspired Marketing 
– I would love to know what is it that inspires you? 

RF: Yeah, that's a great question. And listen, I am a 
passionate marketer. I hope people can tell that I'm not 
just doing this because this was an idea that came to 
my head. I am a marketer at heart, but I think it's also 
important for all of us to find that balance. And I kind 
of hinted on that before. The things that really inspire 
me are the things that we're able to do as an outcome of 
the hard work that we do on a day-to-day basis.

For me, it's definitely my kids. I've got three, they're 12, 
10 and 8. Going and watching them play hockey or my 
daughter, who’s 10, and every year she's still humoring 
me, and we do this father-daughter dance routine, which 
is a ton of fun. I'm not a good dancer, just to be clear, 
but we have a lot of fun with it. I think finding that 
time for things outside of work is really what gives you 
that drive to get back and keep at it. One of the things 
here at Uberflip that we really value also is giving back 
in our community. We give back 1% of our revenue 
growth every year to charities. I think those are the 
types of things that you need to have to inspire you to 
not get caught up always in work day-to-day, but realize 
that if you work hard, you can do great things. You can 
accomplish great things on the outside too. 

R1: I love that, I love that. This has been so much 
fun, Randy. Thank you for taking the time to chat 
with me and inspire all of us now. 

RF: My pleasure. Thanks so much. Love our relationship 
with you and your team and hope we can do this again. Ò 

CREATING AN IMMERSIVE CUSTOMER EXPERIENCE - RANDY FRISCH



S TORIE S  OF 
MARKE TING

INSPIR ATION
—

REALIZING SUCCESS WITH THE ORACLE MARKETING CLOUD

Sharing stories of inspiration is what we do. This magazine 
is full of ideas, best practices and innovative marketing 

techniques that will inspire you to do your work. 

Throughout our Inspired Marketing podcast, we’ve spoken with 
modern marketing leaders across all industries to learn more 

about their modern marketing journeys. We share these stories to 
help fuel your inspiration, drive you to excellence and teach you 

more about the marketing automation platforms you love. 

This is always our favorite part of the magazine. Prepare yourself 
for fresh ideas and knowledge from industry experts. In this 
edition of the Inspired Marketing magazine, we will learn from 
Thomson Reuters, Wiley, Cision and Thermo Fisher Scientific.

Ò





I N S P I R E D  M A R K E T I N G  M A G A Z I N E     -   17   -     R E L AT I O N S H I P  O N E

RELATIONSHIP ONE: For this 
installment of Inspired Marketing, I 
would like to welcome Sarah Smith, 
the Marketing Operations Manager at 
Thomson Reuters. Sarah, it's a pleasure 
to speak with you today. Would you 
mind starting us off by explaining what 
it is you do in your role? What should 
people understand about the work 
and responsibilities of a Marketing 
Operations Manager?

SARAH SMITH: I work in our legal 
division at Thomson Reuters. Really, what 
I do in our marketing organization is help 

enable demand generation outcomes by 
activating our marketing technologies and 
optimizing workflows — which, I guess, is 
really specific jargon!

Basically, I help make sure everything we're 
trying to do from a marketing perspective 
can be tracked. "How do we make that flow 
happen easily, so that when we're handing 
leads off to sales, our business development 
reps can work them efficiently? And how 
can we make sure [the BDRs] have all the 
data they need to do that?"

R1: Excellent. That segues really well 
into something I definitely wanted to 
discuss today. I know that, with your 
guidance, the marketing ops efforts have 
moved to a one-lead-per-contact format. 
Is that right?

SS: Yes.

R1: Great, so what I'd like to know is 
what inspired that move? Where were 
you organizationally at the time you 
made the choice to make that change? 
What was it you were trying to solve for?

SS: Prior to adopting that format, we were 
creating a lead every single time someone 
submitted some kind of form [on our 
website] — or, maybe to be more particular, 
every time they submitted a hand-raiser 
form that told us they definitely wanted 
to have contact from someone in our sales 
organization.

But [the same person] could submit one, 
two, three different forms over the course 
of a month — maybe on a single day. And 
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those forms could cross different product lines. And 
ultimately, that created a disjointed experience for our 
customers, because that meant they could get calls from 
different people here [at TR] who had no reference to the 
other leads our system had generated for them.

And if someone raised their hand for a couple different 
products, the same sales rep could get all of those leads. 
So, depending on the timing of those Eloqua integrations 
to Salesforce, the rep might see this mishmash of data 
sitting on top of a lead that referenced lots of different 
products at the same time.

R1: And that rep might not know the product they 
were supposed to be calling about?

SS: Exactly. So, in late 2017 to early 2018, as we 
started moving into a more centralized demand center, 
we thought it was a really good time for us to try to 
bring everything together — to have a system that 
could support cold calling and our efforts to build 
up the pipeline of leads for sales, as well as be able to 
handle all the inbound marketing communications. Our 
communications help qualify our leads, so that would 
then help the reps not have to deal with leads until they 
knew they were actually, truly ready to move forward 
[with a call with a salesperson].

Once we had those needs identified, we knew it was time 
to clean up how we pushed leads over to the sales and 
business development team, and that would mean the 
move toward one-lead-per-contact.

Thomson Reuters provides trusted data and 
information to professionals across three different 
industries: legal, tax and accounting, and news and 
media. As a company, its origins date back to the 
1850s, when German-born immigrant Paul Julius 
Reuter opened an office in London's financial 
center, using his "telegraph expertise" to transfer 
stock market quotations between London and Paris.

R1: Right, right. And something I like to say upfront 
with guests is, I like to eat my dessert first. When 
I hear about these new initiatives that leaders can 
bring to a company, I'm shameless: I gotta know how 
it went. What were the results? Because I know in 
marketing it's one thing to have this amazing idea, to 
identify the problem, and then it's another to execute 
it and have it work how you envisioned.

SS: Today, I'd say we probably have 90–95% of all our 
leads going through our sales and business development 
team. There are a few exceptions out there, but for the 
vast majority we've been able to make a much cleaner 
experience for the customer. Now, customers have one 
point of contact who reaches out to them. Someone may 
be qualified for multiple products, which could mean 
that multiple sales reps have to get involved, but now the 

customer will always talk to just one person. They won't 
get those two or three different phone calls.

R1: That's great. And pardon my cheating here a little 
bit, but I've done some homework and I have some 
background. You have not just switched to one-lead-
per-contact; you've also coupled that with making sure 
reps can still see people's records as customers with 
Thomson Reuters. So that even with the format change, 
sales can still see everyone's previous hand-raises.

SS: Exactly. Reps can use Profiler to see all of the recent 
forms that were submitted. And with Outreach, they can 
streamline and automate the experience of reaching back 
out to the customer with emails and call scripting. We 
also push data back to Salesforce to let us know the email 
sequences a lead is in currently.

So, for us, our next phase will actually be the marketing 
team using that to determine how sales and business 
development should treat that person and engage with 
them. Also, then when that lead gets to the point of 
saying, "Yes, I'm qualified," they'll get converted into an 
opportunity for the sales rep. Or, if they get disqualified 
and come back a couple months later because they're 
reengaged, we'll still have all of that history of what they 
had done before with that first rep, so that the next rep 
who gets the lead knows what to do.

Eloqua Profiler is a sales tool specifically designed 
to take the rich data captured by marketing and 
share it directly with sales. It is part of Eloqua 
for Sales, a powerful suite of easy-to-use sales 
intelligence and productivity tools that accelerate 
the sales cycle by helping reps identify, track and 
engage customers more efficiently.

R1: Love that. So, how did you start this? What work 
did you have to do in terms of laying foundation 
before you launched this? What was the process like 
of just getting aligned with the sales team?

SS: Leadership at that time was really working hard to 
get buy-in on using a sales development tool. At that point 
Liz Zimick was the sales development leader for us, when 
we were first having conversations with our sales channel 
about what the benefits were going to be for them, how we 
could reduce some of the heavy lifting [on their part] so 
they could focus more on the sales side and not necessarily 
have to also be prospecting. We wanted them to be able to 
focus on closing deals versus trying to get deals started.

R1: I see. And as you got that buy-in, what were some 
of the most important steps in the process?

SS: I think one important step was figuring out what 
it would take to move [a lead] — because with the one-
lead-per-contact motion, you could have a lead initially 
maybe push over from a cold calling list.
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Let's say someone is a prospect who has [had] no active 
engagement with us. When they're sitting with our business 
development team, that's where they'll stay until their score starts 
going up, at which point we'll say, "OK. Now they're a qualified 
lead. They've done that hand-raise or that activity or hot item."

We went through all these scenario mappings to figure out 
when we should take the lead from the BDR and reassign it 
over to the SDR. We did a lot of white boarding to map out 
what those key decision steps would be, and what lead scores 
would result in lead ownership changing, and how that could 
relate to conversion or also to disqualification later. Now, 
unlike before, we even have [process] built in around what 
the disqualification reasons are.

R1: Could you give an example of that?

SS: Sure. So, say I was disqualified last week and I came 
back in again this week [as a lead] from a targeted rep list 
for the exact same product. In 
that situation, we're going to 
say, "Sorry, we just talked to 
this person last week. We're 
not going to call them again 
for another month."

R1: Like a form of self-
governance.

SS: Right. Now we are 
starting to build out that next 
level of checks and balances 
so we can ensure we're not 
just calling the same people 
over and over again, when 
they have demonstrated that 
they're not ready. We want to 
give them breathing room but 
still be top of mind, so when 
that next opportunity comes 
they won't think we're just 
those people who called every 
other Friday.

R1: For sure. And I think 
we've all been there: the 
recipients of those calls and calls and calls, because we 
know we're on a list somewhere. It's good to not make 
people feel that way! You guys, it sounds like, worked 
really hard to establish those use cases and test cases 
for this, before you officially pulled the switch and went 
one-lead-per-contact. You made the strategy real.

SS: Well, we spent a of time in Vizio!

R1: Great tool. So, I think the thing now that I'm 
wondering is, of all the steps you've outlined here 
already, what was the hardest one? If you could restart 
the process, knowing back then what you know today, 
what might you do differently?

SS: I think some of it was getting some of the groups who 
had our larger accounts — getting them onboard earlier. We 

let them kind of go on their own parallel path for quite a 
while and I would say this year they saw struggles as a result 
of that, to some extent. And some of that was just because 
of changes in the organization, but I think they also started 
seeing that benefit of what all the other groups were getting, 
and they just needed a chance to see that data prove itself out 
before they said, "OK. We'll jump on the bandwagon now."

But I think figuring out when the exceptions are really 
occurring has been had the hardest part with it — that, and 
figuring out if an exception is worth it. I think now we're 
starting to go back in and look at what those exceptions 
were, so we can ask ourselves if this has proven out to be a 
worthwhile exception to do.

R1: You know, we see that a lot. I think it depends on 
the culture and the structure of the organization, right? 
At some places, you've got really, really strong buy-in 
from executive leadership, so it makes sense to take all 

on of that process, all at once. But sometimes it makes 
more sense to go out and find a pilot group so you can 
prove it out first, show the results — so then the rest of 
the organization can jump aboard and say, "Oh, yeah — I 
want that too! Install that for me too, please."

SS: Yes, for sure. And we do pretty much that. When we had 
first started, we got a pilot group that was very all-in; and 
luckily, for that division, it was their entire sales channel. We 
didn't have to deal with exceptions within that, and that let 
us really build out what it would look like. And then as other 
groups came on, we had to figure out, "What could break if 
we brought them on, too? What do we need to adjust to be 
able to bring them on?"

We also made a point [to account for the fact] that we knew 
we had to have extra data points to help support reporting 
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for all this. Now, we can easily track when something 
was built for an exception versus when it was built with 
the SDR or BDR team. And we can now actually look at 
our funnel [even more closely] and see what is going on 
around SDR, BDR and sales rep. That was something we 
couldn't easily do two years ago.

R1: Right. I mean, I have to imagine that by moving 
from the old model to this model today, your 
attribution has gotten a heck of a lot cleaner.

SS: It's getting there! I'd say overall it's cleaner. It puts 
us in a position now where we can actually talk about 
multitouch attribution, because everything's connected 
to that one lead. And then, if a second lead comes on, 
either it will be an exception or your first lead can be 
converted: [to show this lead is] now doing something 
totally new, so now a new lead is out there. Now, there 
is only one active lead out there for one person at a time.

R1: Very cool. What are some other wins you'd chalk 
up to this whole process?

SS: I think this process has also really helped clean 
up timing issues for us. From a data maintenance 
perspective, those have gone down in terms of which 
lead records get updated, and when. Overall, we've just 
become able to see what that true lead count is out 
there, so we aren't losing out on being able to track our 
marketing-attributed sales.

R1: And how do you build on this project? You've 
worked hard to get it to this point, I know, but rarely 
have I met a marketing leader who launched their 
idea and said, "Great — that's it!" What's the new 
focus now?

SS: Oh, there's a lot going on. I would say probably the 
next big thing on the horizon is multitouch attribution. 
Currently, we're using "Last Touch." I would say we're 
also starting to look at how we can track ABM effectively, 
because using leads isn't the right method there — just 
in terms of using Salesforce and pulling in data from 
Tableau to make it work. That's probably the next big 
thing we're working to develop.

In terms of paid, owned and earned digital content, 
last-touch marketing attribution tracks the last or 
most recent touchpoint, asset or channel with which 
a person has interacted. Multi-touch attribution 
helps marketers track all touchpoints that could 
have influenced someone's conversion in the funnel, 
from the beginning to end of their buyer journey.

R1: Awesome. Well, those sound like some very 
meaningful projects — definitely looking forward 
to hearing how those turn out. Switching gears to 
the personal if you don't mind, for our last couple 
of questions here, can you talk about the tools and 

technologies you use in your day-to-day? What are 
the tools you can't live without?

SS: Right now, I have been all about the Salesforce 
integration app that Eloqua has now. Moving off the 
native integration has made it much faster to push over 
leads: My speed to lead is under five minutes now, all 
the time, whereas before with the native integration, it 
took a half-hour or more. So, that's been a great one. 
Outreach, I would say, has been a big deal for us, as well. 
I'm trying to think what other apps are out there that 
I've been really excited about; really, that Salesforce one 
has consumed all of my energy!

R1: Could you talk about that a little more? I 
don't think I've had the chance to speak with a 
lot of marketing professionals about how they use 
Outreach. What capabilities are you getting from 
that integration?

SS: Well, we don't directly integrate Eloqua and Outreach 
together. We use Salesforce as the bridge. Salesforce and 
Outreach are highly tied, and we have some fields on our 
lead record [in Salesforce] to let us know what [email] 
sequence [in Outreach] a person is in and what stage of 
the sequence they're in. And then Eloqua can pull that 
data from Salesforce, which we can use at that point 
to include or exclude people from nurtures and make 
sure they get the right messaging — make sure there's 
alignment between what they get from sales and from 
marketing, so their experience is not disconnected. We're 
starting to build all that out and see what it will look like.

R1: That's tremendous insight. I think a lot of 
organizations are really starting to head down that 
path of maximizing what they can get from their 
integrations, or even trying to get creative with how 
different systems can speak to each other — how one 
system can be a "bridge," as you said, so that even if 
the native integration isn't there, that's OK; there's a 
workaround, and it still lets you improve how you 
talk to people. That's great.

Well, Sarah, as you know these conversations are 
part of our Inspired Marketing series, so I've got to 
ask you: What is it that inspires you?

SS: I think seeing people get excited about a new idea 
and then figuring out how we can actually implement it 
and what it would look like to come into our system. For 
me, I think that's always the exciting part: when people 
try to figure out how they can bring their ideas to life, 
and then how we can help operationalize that.

R1: That's awesome. Sounds like you are in the 
perfect role.

SS: I sure hope so; I've been doing it now for a few years! Ò
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RELATIONSHIP ONE: Today on 
the Inspired Marketing podcast, my 
guest is Lance Osborne. Lance is 
the Director of Demand Generation 
for the Global Research division of 
Wiley Publishing. Welcome to the 
show Lance. Tell us a little bit about 
yourself, your role, and about Wiley 
for those who maybe aren't familiar. 

LANCE OSBORNE: Thanks for having 
me, happy to be here. So, I have been 
marketing B2B and B2C products 
and services for several decades now 
across a spectrum of industries, from 
working with local political candidates 
and business owners all the way to 
marketing multibillion dollar IT 
portfolios that are global. I'm currently 
the director of Demand Generation, 
as you say, at Wiley, which is, one of 
the 50 oldest companies in the United 

States. It's still in operation and 
headquartered in beautiful downtown 
Hoboken on the Hudson for over 200 
years. Wiley is in the content business 
today that includes education books 
and scientific researchers, which is 
where my team focuses. My team helps 
optimize Wiley’s marketing outreach in 
the area of scientific research. We help 
researchers around the world get their, 
literally, lifesaving work to the scientific 
marketplace as quickly as possible and 
with as much impact as possible. 

R1: Fantastic. So, talk us through 
what we're going to talk about today. 
What have you been working on? 

LO: So, it's been really interesting for 
me. I'm in the tail end of my second 
year at Wiley and it's not just true for 
Wiley. I think it's true across the board. 
It's universal that what makes marketing 
good marketing is based on a couple of 
very simple concepts. What I've been 
working on at Wiley is trying to move 
them in a new direction as far as what 
drives marketing for them. My two big 
pushes right now are what I call empathy 
and immersion.

So, let's start with empathy, right? 
In fact, I would urge your listeners, 
whether they're sales or marketers to 
start every professional breath that they 
take with empathy. It's the idea that to 
be successful at marketing or sales, you 
have to know your audience and the 
challenges they have as intimately as 
possible. And you must know exactly 
how your portfolio will make your 
audience happy. Then you tell your 
story. If you don't do it in that order, 
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the story doesn't make a difference to them. In fact, it 
could turn them off just as quickly as it could turn them 
on. Right? Maybe it would help if I tell you an opposite 
story of that from my background. I once had a sales rep 
who represented a very unique service reach out to me 
and I instinctively already knew that I was interested in 
that service.

But this guy jumped right into his pitch and it was 
convoluted, full of features and benefits. It was all about 
promotion and it really masked the value that I knew 
was really there. And then to top it off, afterwards, he 
actually sent a link to a website that showed the car 
he was going to buy with 
his next commission check. 
This was not Scott, by the 
way. They did this. It's 
horrible. 

R1: It is. It is horrible. But it 
just shows you the opposite of 
empathy. Right? And, that's a 
spectrum. We should be as 
far away from that end of the 
spectrum as possible. To your 
point, I mean, sometimes the 
most instructive examples 
are those counter examples, 
right? 

LO: That's right. Exactly. 
This will make more sense 
when we talk a little more 
in detail about this project. 
Now, the second part is 
immersion and that is closer 
to home for Wiley because 
of the business that we're 
in. It might be easier to 
think of it as immersion 
versus promotion. Right? 
it's not revolutionary at 
all. Marketing and sales 
gurus for decades and decades have talked about this, 
especially when it comes to services. I have talked about 
building trust by giving away intelligence and welcoming 
a prospect into basically your home, into your club, your 
society, whatever it is. You’re immersing them into an 
environment that you hope will help them rather than 
a promotion that is all about buying, buy this, buy now. 
Did you buy it yet? It’s very different from immersion. 
Immersion is coming to this world of likeminded 
scientists and researchers, and let’s us help them get their 
unique research out to the world that needs to hear about 
it. That's what immersion is. 

And so those are the two sides of our approach. Almost a 
revolution, if you will, for marketing at Wiley. 

R1: So, what prompted all of this? At the core, what 
are you trying to solve for? 

LO: Yeah, that's a good question. When I was hired, my 
boss said, I want you to help optimize the way we reach 
out to the marketplace. I've probably been asked this at 
every job that I've taken on, help us make this better. 
Almost always, the answer is to empathize and understand 
your audience and tell a really good story that matches 
it. That's accessible and intriguing and even entertaining. 
So, usually the problems are this similar wherever you 
go. And the answer is pretty much the same, as well. 
There are slight variations for Wiley. It's a complex 

industry, complex company. 
The immersion part of it is 
slightly different than what 
you might do in another 
situation. But yeah, that's 
what started the ball rolling.

R1: I'm impatient. I like 
to know what happened. 
I like to skip to the end. 
So those who listen to this 
podcast frequently know 
that I like to skip to the 
dessert and talk about the 
end and then we'll fill in 
the details in the middle. 
So, what sort of results are 
you seeing from having 
done this empathy and 
immersion work?

LO: I like dessert first. 
That's fine. Life is short, 
right? This is all really 
bound to content one way or 
another. Right? It’s amazing 
that there are still marketers 
that don't understand that 
concept. You know, it's 
amazing that we still have 

to explain why good marketing and good sales is tied to 
content. So we're going to talk about an example that's 
just a sentence, a heading that we changed that made an 
immense impact. We have a library full of research that 
people can go to, and they have to register to go there. 
During that registration process, we ask them, would you 
like to have more information from Wiley in the future? 

The way we asked that question was ineffective. Just the 
words, one sentence. So we changed it to be much more 
clear as to what it was we are offering them. It was more 
about, would you like updates and would you like insight, 
and when did you like to hear from other peers, and so on. 
That change doubled the number of people who signed up 
for that information practically overnight. We’re talking 
about going from 2 or 3,000 to 4 or 5,000 every week. 
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Wow. Of signups. That kind of increase, that's just looking at 
the way you've asked a question. It’s really the invitation. It's 
how you change the wording on the invite to the party.

R1: That's great. So how did you go about this? Where 
does something like this start? What are the steps?

LO: Well, I think the steps are to walk in your customers' 
shoes first, right? Walk in your internal customers’ shoes, 
know exactly what happens. Or, try to find out exactly what 
happens when they're making decisions. Are they making a 
decision when you think they are? That's a big part of it, 
right? Are you promoting when they're not even buying or 
they're not even considering buying? You need to know exactly 
what's happening in their lives and when it's happening and 
when you can be of help.

R1: What have you found to be the most effective way 
to do that? How do you get into their shoes in these 
conversations or these surveys? What's the one thing that 
Wiley has done really, really well. 

LO: They spend a lot of time with their primary constituency, 
which is researchers and they walk in their shoes, they survey 
them, they bring them in for focus groups. They do a lot 
of studies around their world and they've been doing this 
for a very long time as well. So, it helps them to be quite 
intimate with that group of folks and with some of their 
other constituencies: librarians, society leaders, and journal 
editors. They know these people really well. So, internal 
expertise is a good solution, but also, I always like to try to 
go right to the trench and write to the folks themselves, listen 
to them. I myself have. I've gone to librarian conferences and 
just sat in the lounge and listened. Listening to what they're 
talking about, what's bothering them, what the challenges are.

R1: That's fantastic. So, I mean, basically, researchers are 
your audience. 

LO: Exactly. That's right. 

R1: That's great. What's the hardest part of that? As you 
try and do that work and really try to develop that level 
of empathy, what's the most challenging part?

LO: This comes back to the immersion side. We are trying 
to get researchers to publish in particular journals that we 
represent, right? That's oversimplifying it. So, when do they 
make the decision to submit an article and how do they make 
that decision? Is it unique for each of the scientific disciplines 
and universities in different parts of the world? 

R1: So, in the past, you just kind of used the publish 
now, submit now approach. But that implies that they're 
waiting, sitting at their PC, waiting for an email to tell 
them where to publish and when to publish, which is 
absolutely not realistic.

LO: Right? So this comes back to the immersion idea of, well, 
isn't it more important that they fall in love with a scientific 
community or a journal, a community? It's built around a 
specific journal that has a particular approach, and [they] 
trust that journal and trust the editors and the editorial 

board. It is the most important step and then, when they're 
ready to publish, they'll probably make a decision to publish 
with that journal that they've fallen in love with. So that's 
the toughest challenge and that's what we're trying to turn 
around - to be in this whole immersion approach.

R1: It sounds like the difference between a push and a 
pull. So rather than the push, by just putting that ‘buy 
now’ button in front of them all the time rather than 
wondering if this is the best place, right? This is where 
your people are, this is where the most credibility is. 
We're going to demonstrate that and immerse you in that 
so that when the time comes to make that decision, I 
don't have to shove, I don't have to push that by now. It's 
going to be what we are. This is the choice.

LO: That's right. There's a saying that the best attorneys let 
the evidence speak for itself and this is the evidence. You have 
to present the evidence and let them feel, touch, and live the 
evidence and then they'll make that decision on their own. 
That's much more trust-building than the opposite.

R1: Yeah. And again, I think that circles back to what 
you were talking about in the opening as well, right? 
It's just this idea of surrounding them, understanding 
who they are rather than pitching them constantly. Yeah, 
that's right. I mean you changed one sentence through 
this process that doubled one piece of conversion. Were 
there any other wins or successes that have come out of 
this work?

LO: Yeah, you talked about push pull, which is a perfect 
example. We are looking at campaigns that are built much 
more around the idea of a regular conversation instead of an 
occasional way of promotion. That comes back to our use of 
technology somewhat, and it also comes back to this concept 
of optimizing each time you have a conversation. So how did 
this conversation go? Maybe it could have been better here. 
We didn't see this much click-through here. This asset didn't 
work too well, so maybe we should try a different asset. How 
do we do it better next time? Do we do it on a regular rhythm 
or do we do it on an irregular cadence? You know, those 
kinds of optimization choices. Are we reaching out to the 
right group of people, which is always a difficult thing for 
marketers, right? Is it all about the data and who you reach 
out to? So we've made a lot of changes. We've experimented 
a lot there and had a lot of success. And that just grows and 
grows and grows because of that new approach that's much 
more disciplined. 

R1: Really? Talk more about the technology elements 
of this. How does that apply? How do you use that to 
continue to optimize and iterate on the approaches?

LO: Yeah. When I came to Wiley the marketing stack was 
ginormous. I know you and your business, you've seen this 
before, right? I mean, let's just say there were 150 products 
they were using and they needed 50. Our operations folks 
have really trimmed that stack down to what was necessary. 
A good project management layer on top, of course, then 
marketing automation, and then that's all sitting on top of 
Salesforce, but it's much more than that. We've also added a 
customer success capability, customer success monitoring, a 

- STORIES OF MARKETING INSPIRATION -
Ò



lot of social capability, a new media capability, a lot more 
video and podcasting ability, and so on. 

So really making it more multichannel, but at the same 
time, efficient. To come back to the push and pull 
conversation, the direction we want to go in is much 
more of a pull where someone visits a site, we know 
where they've gone and almost why they've gone, and 
then we can reach out to them and say, can we help you 
in any other way in that area? It’s more personalized, 
which we're all used to as consumers, more and more 
each day. It saves time, saves time for them, and it saves 
time for us as well. So, that’s where we've been and where 
we're trying to go.

R1: Awesome. So, is it really about improving the 
experience, improving the journey, and improving 
all of those things for your audience? 

LO: Yeah. Yeah. Exactly. 

R1: So what's next? Where do you go from here? 

LO: More of the same, rinse and repeat, changing the 
comfort level among our peers and among our bosses 
and everyone else, and even some of our constituents, 
working with editors who are used to one way of 
promoting their particular journal and convincing 
them there's a new way and a better way. It's the same 
everywhere that you go and you want to try to change 
how things had been done in the past. You have to 
overcome a little bit of defensiveness and fear. Marketing 
is about experimentation. It's about change. It's about 
thinking outside of the box, questioning the status quo. 
If you're not doing any of those things, you're not really 
doing any marketing. If you're not willing to be wrong, 
you're probably not being creative.

R1: Hmm. There's a good quote. I'm going to go back 
and listen to that one again. What about just for you 
personally, Lance, I mean obviously we're always 
talking about the marketing tech stacks, but what 

about just your own kind of personal tech stack? 
What are the tools and apps that you find you just 
can't live without?

LO: Oh boy. Well, I spend a lot of time in dozens and 
dozens of smaller organizations that are devoted to 
making marketing better. There's four or five of them 
for email. How do you make email better? And they’re 
daily news reminders and examples and so on. Probably 
coming from a company that's 10 people, you know, but 
they're experts. They live and breathe this stuff and they 
dive into it and they're willing to challenge you and 
they'll show you examples. I think that's the other side 
of this. Marketing should be fairly visual and tactile. So 
seeing examples of something that works really has a 
big impact rather than just talking about it, you know, 
conceptually or abstract.

I like looking at examples. I like trying things. My team 
probably gets tired of me sending them examples of new 
stuff to try. And I like challenging the team to try new 
things and be willing to do that. And they challenge me. 
I have a team of incredible young folks that are spread 
around the world but work as one team and really 
support each other and are willing to try new things and 
learn new things. That’s where I go on a daily basis to try 
to get inspiration, if you will.

R1: And the last question I always ask because we 
call the show Inspired Marketing. What is it that 
inspires you?

LO: I just feel like we, especially marketers who have 
been around for a while, can get really comfortable and, 
that's not necessarily a good thing. So, you need people 
to challenge you. My team is willing to talk comfortably 
with each other and disagree with each other. It’s quite 
functional in the end. They often push me to be more 
explicit, more direct, show more examples. And that 
has helped as well. It's a good pressure to be under, to 
surround yourself with smart people. Ò
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RELATIONSHIP ONE: I’m pleased to 
welcome David Cardiel to our “Inspired 
Marketing” segment. David, I think 
one of our big goals today is to discuss 
your demand generation model at 
Cision, which I know will also touch on 
topics around lead scoring, lead source 
attribution, content diversification — 
tons of stuff. But before we dive in, could 
you give some background about who 
you are, what you do and what Cision 
does as a company?

DAVID CARDIEL: What do I do at Cision? 
I think I should start at the beginning. 
I’ve been in Austin off and on for about 

30 years. School found me right back 
here, starting my career with various 
organizations both in the startup space and 
the enterprise space. That [experience] has 
helped me hone in on where my sweet spots 
are, what companies I like to work with and 
work for. About three years ago, that found 
me with a company called TrendKite, which 
helped give people in communications the 
analytics they needed to be successful.

TrendKite was a medium startup-phase 
organization with about 25 million in ARR 
when I came aboard, and they were ready to 
take that next step. And I had this wealth 
of knowledge on the demand gen front, 
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both on the acquisition side and the renewal side, having 
worked in various product marketing roles throughout 
my career. So, I was really sort of brought in to help 
build the demand gen process — which now has led me 
into the world of Cision, which acquired TrendKite [in 
January 2019].

When I came aboard, generating leads wasn’t a problem. 
We could generate leads through the addressable market, 
the industry we were working in — which seemed to 
be plentiful with folks who were interested in being 
enabled to do their jobs better, through a platform. It 
was what we did with those leads. Like a lot of demand 
marketers, we noticed conversion becoming a key factor. 
You know, people get wowed by large lead numbers; “I 
ran a webinar and got 2,000 registrants. Awesome!” But 
it’s what you do with those registrants and attendees 
after the fact that really matters. So, contribution to the 
business became an issue with marketing. We had to do 
more with those leads that were coming in.

R1: How did you go about addressing that?

DC: First, we took a look at our addressable market. We 
started to do a bit of account scoring, looking at what 
we had in our bag. Then we added a human element 
to it. This is where we started to take a turn and see 
some success. That was what led us to deploy the market 
development rep model — or the MDR model, as we call 
it. Our MDRs would take inbound leads that came in, 
qualify them, and set demonstrations for salespeople to 
carry out. In its simplest terms, that was the model we 
built to do more with inbound leads.

R1: I see. But, and you’ll have to forgive me but I 
have to ask, what could it be in not so simple terms?

DC: Well, in not so simple terms, this MDR model also used 
a tiering structure. We needed to figure out the type of leads 

we wanted to go after, so we created Tier 1 and Tier 2 and 
had different criteria for who went where. Someone would 
go into Tier 1 if they came to our website and clicked a little 
button that said, “Request A Demo.” That’s it. Nothing else 
in that category. The MDR would follow up with them in 
5 minutes because they have a 5-minute SLA there, since 
people who request a demo with you probably also requested 
a demo from your competitors.

Then there was Tier 2. And I’ll just be honest: Tier 2 is 
everything else. People who engaged with chat, webinars, 
e-books, white paper downloads, playbook downloads. 
Tier 2 had a lot of the people who would inbound as a 
result of our paid digital plays. For those folks we had a 
24-hour SLA in terms of follow-up from the MDR, because 
of what I like to call the ‘creep factor.’ You don’t want to be 
too hasty in reaching out to some people, because you need 
to give them time to digest the content they downloaded.

R1: Nice. So, I’m an impatient guy. I like to skip right to 
the end and then we can fill in the details in the middle 
later. Where are you now? What are the results you’ve 
seen, now that you’ve put this MDR model in place?

DC: Well, we’re kind of at the end right now, and what’s 
pretty awesome is if you go back to when Cision acquired 
us in 2019, I know they were not just interested in the 
IP [Intellectual Property] of TrendKite, but they were 
also interested in the people, the culture, the speed, the 
models that we had built. And when it came to demand 
gen at TrendKite, one of the shiny objects was, in fact, 
the MDR process that we had built. So, one of the first 
things I was told was, “We are going to scale this. Cision 
doesn’t have this model — not for the U.S., not for 
Canada, not for EMEA or APAC. So, go!” Go scale. And 
we’re in that process right now. We’ve actually succeeded 
in getting Tier 1 deployed in the U.S. for Cision, and 
Canada is shortly behind that. And in a couple weeks, 
we’ll be deploying Tier 2.
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What does all that entail? It entails a lot of infrastructure work. 
You have to deal with multiple Salesforce instances, technologies 
and automation [processes], and you have to make sure you have 
the right kind of tools on hand to help the team do the work. It also 
involves ramping up headcount, to be honest. It’s an opportunity 
to hire more MDRs to handle all the [inbound] volume, so 
hopefully marketing can start making that contribution to the 
business.

R1: And speaking of contribution to the business, your 
attribution model is paying huge dividends there, as well. 
Could you speak to that?

DC: Probably one of the most fun projects — I mean, you can 
see the smile on my face right now — is the opportunity to 
geek out on what you’re contributing to the business. It was 
really enjoyable for us — for me and my team — to move 

from a ‘how many leads has marketing delivered this month’ 
model, or, you know, a ‘how many qualified leads’ model or 
‘how many demonstrations’ model, to something where we 
actually asked ourselves, ”What is our overall contribution to 
the business?” Moving that conversation toward a dollars and 
cents perspective.

The end result there is we’re contributing upwards of 40 to 
45 percent on average, month over month, to the business, 
and we tie that back to the attribution model that we built. 
Having an attribution model has enabled us to look at an 
account, see its score, and know what the buying cycle will 
be for it based on the product it wants — what the incubation 
period would be for that product, for that account.

R1: How does the attribution model work exactly?

DC: What we’ve built is a one-touch attribution model, a 
single-touch attribution model where you have an opportunity 
to close in a 60-day window. We use that model as guardrail. 
There is a 15-day lead incubation period. When the lead comes 
in, the MDR starts to work on it and sets a demo appointment, 
and then sales decides if they want to accept that lead.

At that point the 45-day process kicks in. The sales process 
kicks in. And what we’re able to do is tag that lead according 
to what type of opportunity it came in on. Did they come 
in through email? Did they come in through a paid social 
campaign? Did they come in through an event? Did they 
come in through direct, organic [outreach]? We have all these 
categorized in our attribution model.

So, each month we kind of look at it like a big scoreboard 
and see what’s driving how much, and where. We look at 

the cumulative number of how many deals sales closed that 
month, and from that we can figure out the percentage that 
we contributed to the business.

R1: Awesome. And what I think is most impressive is 
you’re talking about the ultimate contribution here, right? 
Dollars in hand. So, there is a focus here not only on 
contribution to pipeline but also on actual closed business.

DC: Absolutely. And I think that’s just something that 
marketers should kind of start to look at. It’s fun to look at 
big numbers. It’s fun to look at a ton of leads. I’m not saying 
that’s not important, because you’ve got to drive leads if you 
want to do something with them. Improving conversion rates, 
scoring your accounts, targeting the right audience in the 
right way, speaking their language — all of that still plays a 
huge factor.
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But what has helped us really elevate all of those things was 
the implementation of the MDR model. It really has. To add 
that human element. To add SLAs to their communication. 
To improve the handshake between sales and marketing — 
that’s actually the biggest thing. Because the MDR model 
actually lives in marketing. It lives in demand generation. 
So, that model helped to bridge those gaps and forge those 
relationships with sales to the point where sales has started to 
look forward to MDR-set opportunities for them — sometimes 
depending on those more than their own prospecting.

R1: Can you talk about that handoff? How have you 
managed that collaboration? Because if you get it wrong, 
not only would you hurt your own numbers in marketing, 
but you would also hurt sales' numbers, right? And then 
you’d probably also probably hurt customer experience, 
with all these leads languishing in the pipeline because 
you guys haven’t figured out things on the backend.

DC: You’re right. It may sound simple to add SLAs and improve 
the handshake, but it wasn’t simple when we implemented it. The 
handoff is based on ‘completeness.’ That’s the word that comes 
to mind. What we want to do in marketing, for the sales team, is 
hand them a demo on a silver platter. The MDR has to establish 
the specific needs of a prospect: their budget, their points of 
contact, etc. Put them through the full gamut of qualification. 
Then the MDR has to set the calendar appointment with the 
salesperson for that prospect, and the appointment will have all 
the information the MDR has found, complete Salesforce notes 
and everything. The appointment should already have in it 
everything the salesperson needs to know, and that should help 
the salesperson really prepare for their call with the prospect, so 
they can tailor the call to their needs; thus, the higher conversion 
rates we’re seeing, with higher ACV.

So, I think it’s the completeness of that handoff which is what 
won the sales team over. Because at first, I think they sort 
of just saw it as, “OK, folks are putting appointments on my 
calendar for me, and I see there are a lot of notes. What am 
I supposed to do with all this?” There were some bumps to 
get over. But now they can rely on how complete it is what 
they get from us, day in and day out. That’s what has won 
them over.

R1: That’s huge. Because I think the typical thing a 
customer feels is, OK, I just explained what I need to one 
person or one form. Just thought it through, typed it out, 
thought I was finished explaining what I need. But now 
here I am explaining it all over again to a new person, 
right? I feel like that’s a common frustration. So, it’s 
huge for you guys to have streamlined that handoff and 
enabled each side to be fully equipped with the learnings 
of the other side.

Let’s go back closer to the beginning, if we can. How did 
you start the process of using MDRs? How did you know 
you wanted to create this model?

DC: Well, numbers don’t lie. And what we were tossing over 
the fence to sales just wasn’t paying out at a very high rate. 
But when you looked at the big picture and you saw how 
many folks work in marketing and what we were investing 
in our tech stack and what we were investing in paid and 

events — just to see these low results? It was because we were 
not enabled to correctly attribute. So, we really had no idea 
how well certain [channels] were doing. That was the boat 
we were in.

But one thing we could see is we were driving a lot of leads. At 
that point I knew we had a development rep model inherently 
built into TrendKite, by which I mean within the sales team 
there was another team called sales development that set demos. 
I thought it would be a good idea to pull two performers off 
that team and have them call the inbound leads that came in 
[from demand gen]. That’s how it all started. We didn’t have an 
SLA or rules of engagement. Nothing like that. Our goal was 
just to call the leads that come in and see what happens.

After we did that, the first two weeks of this experiment were 
just mind-blowing in terms of the volume of demos being set. 
We were all wide-eyed and happy — the two reps we chose 
were definitely happy, because it looked great for them and 
their quotas. So, it was quickly determined we should get this 
thing off pilot mode and start to add process and procedure, 
because, hey, we’ve got something here.

R1: Right. And I’m curious if you could speak really 
quickly to those two reps you brought over to help with 
the pilot. Just in case we have any marketers listening 
or reading who could be inspired by your story and 
would like to ideate something similar within their own 
organizations. What was it about those reps or what they 
did or how they did the calling that helped make the 
pilot successful?

DC: I’ll use a baseball analogy to explain what kind of rep we 
were looking for. We basically have a farm system built here. Our 
ideal candidate — our typical marketing development rep — is 
coming to us right out of school or maybe a year out of school, 
and they have a propensity toward working in tech sales. They 
know that’s the space they want to work in. Those folks are out 
there. So, we’re in constant hiring mode for this role.

Anyone we hire, we give them a training schedule and they 
usually sit on the sales team for anywhere from six to eight 
months, ramping up more and more month by month. By month 
two they may still be training, but by month three they’re 
flying. By month five or six, they can almost look at an inbound 
lead and know what’s going to happen with it. They’ve mastered 
this job. They know how to prospect into an account and they 
know how to outbound. That’s the arch we take people on. We 
get them to that pinnacle, and then we promote them to a senior 
development rep role within the sales organization.

That takes us back to what I was saying earlier about the gap 
between sales and marketing, or what I should say is now 
the better partnership between sales and marketing. Because 
now, the Vice President of Sales is looking in my direction and 
saying, “You’re bringing fresh crops of rockstars to my team,” 
because some of his top sellers are coming from the MDR 
model. Those sellers have got that skill set. They’ve learned 
the technology. They’ve learned the product. So, those reps 
are ready for a sales development role now. If you think back 
to the farm system, now they’re in the minors; they’re playing 
Double-A or Triple-A ball. Now they’re honing their craft. 
They know how to talk to customers. They start to learn 
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how to demo. They know how to talk to more strategic 
accounts that we’re prospecting into and setting those 
higher-level demos. In a year, they’re working in sales 
and growing their careers from there. Some of our top 
sellers have gone through that exact process to hone 
their skills. That’s why I say now that [the MDR model] 
has become almost a feeder into our sales organization.

R1: That’s awesome. And being able to tell that story 
has got to be great from a recruiting perspective, right? 
Because you actually get to tell recruits that you have this 
solid, legit career path ready for them — this process that 
you honestly don’t see in too many SDR roles.

DC: It’s a big benefit for us in terms of recruiting. I see 
[the MDRs’] eyes light up sometimes and I wish I had had 
something like this process waiting for me when I was 
out of school and interviewing. I wish I had had someone 
who could just literally tell me what the next year and a 
half of my career would look like: “We’re going to train 
the heck out of you. You may have to drink from the 
firehose for a little while, but trust me, we’re going to get 
you to where you need to be.”

R1: Fantastic. What do you think are the next steps 
for this MDR model?

DC: Well, we’re looking to scale this [from TrendKite] 
into a larger organization, so you’re dealing with a little 
bit of the unknown — with different types of salespeople. 
Everything from an enterprise sales organization to a 
more vertical sales organization will have different 
products to sell, especially if they’ve acquired other 
companies — then they’ll have offshoot products that 
their own sales teams are selling.

Then on top of that you have regions. At first at Cision I 
covered demand generation for North America, but even 
still Canada was run on a separate P&L. I have marketers 
over there, but they’re a different group and they have 
their own sales team. I was actually just meeting with 
the Canadian team so we could start talking about what 
an MDR process or model would look like over there. 
Likewise for EMEA. They want to implement MDRs too. 
But they’ve got multiple countries in that one region, 
so language is something you have to figure out. But 
that’s what’s exciting about all this. We have to figure out 
what’s next, how we can scale something like this into 
the rest of the organization.

R1: Love it. So, what did you find to be the hardest 
part? We’ve touched on the future just now and your 
dreams, if we can call them that, for rolling out this 
program across the org, across the world perhaps. 
But taking a step back and being reflective, what 
was the hardest part of getting this model up and 
running? If you could start over and do one thing 
differently, what would it be?

DC: That’s a whole other area I haven’t talked about yet 
— how we had to evolve the process on the demand gen 
side to determine how we targeted and how we scored. 
Initially, we went with a “spray and pray” approach. We 
knew what our database was, so we hit those people up, 
drove a ton of leads, and went and followed up with 
them. But while the MDRs had good conversion rates, 
the demand gen wasn’t as strategic then as it is today. So, 
that’s probably one thing I would do differently. I would 
run those two sides of the house in parallel more closely.

Today, the demand gen team is a rockstar group. They’ve 
got their year planned out to a T. They partner with 
content, with product marketing — all the different areas 
of the org they can mobilize with, deploying these rock-
solid campaigns. But looking back, I probably would 
make sure the demand gen team was in lockstep with the 
market development reps, because better targeting also 
makes it easier to make sure the right folks are calling 
the leads from a campaign.

R1: Let’s focus on that, because I think this is 
something that’s really going to resonate with a lot of 
marketers. So much of marketing is exactly like your 
previous situation: You have this full database with lots 
of contacts to talk to, but perhaps you’re not in total 
lockstep with other sides of the business. How did you 
mature the process from being that “spray and pray” 
model to being this high-quality engine you have today?

DC: A couple things happened that helped us get to 
a better place. Number one was scoring. You’ve got 
to create a baseline for yourself in terms of knowing 
where your sweet spots are. We implemented a Cubist 
scoring model to help us do that. The model itself is 
actually pretty simple: It measures from zero to 100, 
on an account level, who is likely to convert into an 
opportunity and ultimately a sale. That is piped into 
Salesforce, and accounts are scored basically before 
they’re even in there — thanks to the algorithms, the 
coding that is already built into the scoring, we already 
have an idea [who’s going to convert].

Cubist models are a form of decision tree modeling 
that makes use of rules to subset the data. The 
primary algorithm contains two steps. The first step 
establishes a set of rules that divides the data into 
smaller subsets. The second part of the algorithm 
applies a regression model to these smaller subsets 
to arrive at a prediction.

Implementing that was big because then we could use it in 
our targeting, which helped a lot. It’s not rocket science, 
but doing it and knowing it are two different things, 
right? We identified that the higher the score we targeted, 
the better inbound would come in. So, we started using 
that math to help us get better inbound — all the while 
nurturing the lower-scored folks so we could try to get 
their scores up a little bit. All of that helped a lot.
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Something else we did was just take a good hard look at 
our database. That was the other big project that kicked off 
shortly after the MDR process ramped up. I think one of the 
things that can easily get away from a demand marketer is the 
health of their database. All it takes is looking at something 
as simple as engaged versus unengaged. And my opinion was, 
and is, that we were at a fairly high percentage of unengaged 
people in our database — at least for my taste. At that point 
you have to exercise some homegrown diligence. You have 
to watch the frequency of your email, which is still our 
biggest channel and I think it’s still a huge channel for a lot 
of marketers. We had to really start calendarizing who was 
getting what, who could stand to get more [email]. And then 
we had to rest that unengaged list — which was so hard to 
do, but we did.

R1: What do you mean “rest” them?

DC: I mean we didn’t touch them for about six months. We 
just put them on the backburner. It meant we had to sacrifice 
a little volume, but that was still the healthy decision for our 
database. We got [unengagement] down several percentage 
points, and as time went on we saw the return on that. We 
started to see things like… We’d be putting on a webinar 
and all of a sudden, 800 registrants would turn into 1,500, 
and that would turn into 1,800. At one point I think we had 
2,200 registrants for a webinar, and for a company of our 

size that was just awesome. After we rested the unengaged 
percentage of our database, we actually started seeing larger 
numbers of people interacting with us.

And you know, it’s easy to say, “Email, email, email — what other 
tactics can we take?” But when that is your biggest channel, 
you do need to look at it. You do need to make sure that it’s 
healthy and it’s working. And then, you need to diversify. That’s 
the other area that we worked on. I say this to the team all 
the time: When we uncover something that sticks, or when we 
put something out there in the marketplace and see that it’s 
sticking, we need to reuse it through a couple other mediums.

R1: How can you tell when content is “sticking” with 
your audience?

DC: The eyeball test is usually enough. If a bunch of people 
have downloaded something, then I say it’s sticking.

So, best practice for us is to diversify that content. I don’t 
want to hear just that we’re putting out a piece of content 
with a link to download it. I want to hear what our digital 
strategies can be to amplify it. How are we targeting this 
content? Are we targeting a specific subset of our audience 
with it through paid advertising? Can we turn whatever it is 
currently into something else later: a podcast, a webinar, an 
e-book, something in print? Can someone on the leadership 
team write a blog about it?

We should always try to get as much mileage as we can out 
of something. Then, maybe we can rest it and deploy it again 
later to the folks who didn’t engage with it. I always say I’m 
not happy until everybody in our addressable market actually 
has this content in their hands, in some way or another.

R1: Got it. And it sounds like the way you’re doing this is 
not automatic. It’s a manual conceptualizing — if that’s 
not a paradox — of putting in the work to notice the 
content winners. And it’s a choice to never stop ideating 
on how to reuse those topics.

DC: Absolutely.

R1: Beautiful. Let’s switch gears for a bit, because I’d like us 
to pull apart your attribution model — learn about how you 
put it in place and what it looked like. Because it’s impressive! 
Not just in terms of the results it’s showing, because obviously 
those are super impressive, but also in terms of the fact it is 
up and running; because I know for a lot of marketers, there 
is a ton of challenge around attributing.

DC: One of the usual questions I think folks ask when they 
talk about attribution is, “Where is success coming from?” Or 
“failure,” too. What’s working and what’s not? This model was 
just elevating some of those original questions we had from 
when we first implemented the MDR process. We wanted to 
know if we were doubling down on the right things or not, 
and then we needed to tie that back into what our sales cycle 
was. That actually took months of meetings.

Some product folks out there are probably thinking about the 
fact there are a million different ways products can be sold; 
you know, there are tons of buying cycles. But we knew what 
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our average cycle was, so we used that as a baseline and 
then looked at what it took to bring someone in and get 
them to the point where they’d be a qualified opportunity. 
We use the term “lead incubation period” [to describe 
that], and we average that to be 15 days here.

So, we have a 15-day lead incubation period followed by 
a 45-day sales cycle. Then it was, what should we use: 
a multitouch model or a single-touch model? Actually, 
the single-touch model told us more about our dollars; 
it told a better story for the kind of product we have. At 
that point you look at the conversion from the activities 
that have happened. The first touch could be someone 
downloading an e-book, for example. And then the 
question is, “When that is the first touch, does it seem 
like it takes a lot for that person to convert?” Then the 
model starts helping you play the odds, so you can make 
sure someone has a first touch that makes it higher-
percentage [they convert later].

R1: Attribution can be tricky, and I just want to make 
sure I understand it completely — how your model 
works. Let’s say Tom, just a regular prospect, has been 
nurtured for a while. He’s been touched on different 
occasions by your marketing team, in various ways, 
and then three months in, he chooses to schedule a 
demo. What is your model looking at? The very first 
touch that brought him in, or the touch right before he 
got into that lead incubation cycle?

DC: The lead incubation cycle. And to be clear, sometimes 
a person will engage with that e-book or webinar and that 
will bring them in, and then very quickly the MDR will 
set a demo. And sometimes, it takes people a few more 
[touch]points to get to a demo. But either way, we look at 
what those activities are so we know the first touch that 
happened right before an opportunity was created.

R1: Perfect. So, talk about the technology that’s 
enabling all this. What are the core pieces to all of the 
work you’ve done?

DC: I’d say like most demand gen organizations, we have 
some of the usual suspects [in our stack]. We have [a] 
marketing automation [platform] to house our database, 
build segments and deploy emails. We have other tools 
that help us with our digital strategy, like Google 
Analytics, Google Ad Words, the Terminuses of the 
world. Also, we are a Drift shop when it comes to using 
chat features to get inbounds coming in. We found that 
about 60% of the people who came to our site engaged 
with chat, so we have MDRs manage chat. It’s just wildly 
beneficial to have them on the front lines like that, to be 
able to interact with folks who are shopping, and help 
them identify their needs and set demos off it.

And then on the MDR side, of course there is Salesforce 
keeping us all honest, but really they have a pretty 
comprehensive stack as well. They’ve got Outreach, 

which they use for sequences. When an inbound comes 
in, it immediately gets pumped into Outreach with some 
tailored messaging, so the MDR can deploy their email 
campaigns to that target over a period of time. They can 
make those sequences however long or however short 
they need to. And to do their prospecting, they use tools 
like ZoomInfo and LinkedIn Sales Navigator. Things 
like that. And when an inbound is passed over to the 
sales team because a demo was set, the sales team is 
using the same tools the MDRs are using.

R1: What about you personally? In your day to day, 
what are the tools and apps that you couldn’t live 
without as you manage and ideate and launch all of 
these new processes and models?

DC: Everything I just named! I’m kidding. I’d say I spend 
the bulk of my time between Periscope and Salesforce. 
Periscope is pretty incredible. It functions like Domo or 
like some other products I know are out there: It sort of 
mashes up your data. We have the attribution model built 
into Periscope, so I can go in there, look at the dashboard 
— which is almost like a scoreboard — and see what our 
various channels are doing on a daily basis, how they’re 
performing on a given day.

And our inbound reps have their data piped into 
Periscope as well, so I can use it to check out how many 
demos they’re setting and how many contracts can be 
attributed to the MDR team. After all, we do measure 
them on their activities, so they do need to keep their 
emails and phones going, day in and day out, and that’s 
something I can look at too in Periscope. Then of course, 
the most important number is sitting right in the middle 
of that dashboard: their closed-won.

R1: Great. Well, we call this segment “Inspired 
Marketing,” so I can’t let our conversation end 
without asking you what it is that inspires you?

DC: Day in and day out, what inspires me might sound 
a little cliché — but honestly, it’s the opportunity I’ve 
had to build (if I can say this) just a really kickass team 
around me. We all believe in the model. We all know 
what it takes to do this job right. I’ve been afforded this 
chance from leadership to build this team and optimize 
and run experiments; and it’s not always sunshine and 
roses, but that’s the thing that gets me up in the morning 
and that’s the thing that makes me pumped to come to 
work and do all this. Because I couldn’t do any of it 
without the people around me. That’s where I draw my 
inspiration from. Ò
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RELATIONSHIP ONE: Hi Todd, 
welcome. I'm glad you're here. As 
always, I know that we're going to 
have an interesting conversation, but 
why don't you first just tell us a bit 
about yourself, your role and Thermo 
Fisher Scientific for those who aren't 
already familiar.

TODD LINDEN: I'm the manager for 
the digital content delivery team here at 
Thermo Fisher Scientific. I've been with 
the company for a little over eight years 
and started in marketing automation. 
At that time Thermo Fisher Scientific 
was brand new to Eloqua. They had just 
rolled it out and they were looking for 
a marketing automation specialist, but 
the team in particular needed somebody 
with a deeper understanding of things 

like HTML, email constructs and web 
technologies in general.

I'd been in the IT field for about 15 
years prior to that and really had kind 
of a broad range of knowledge of all 
these crazy things that are evolving in 
the markeing technology space now. 
Recently I've had an opportunity to lead 
a new digital team and a new division. 
Right now, it's a really small team spread 
out with people in Europe, the Midwest 
and the Pacific West Coast.

R1: Give us some backstory on 
Thermo Fisher Scientific.

TL: Thermo Fisher Scientific is a 
Fortune 500 company. We generate 
about $30 billion plus in revenue every 
year and have about 80,000 employees 
worldwide. It’s the biggest company 
that most people have never heard of. 
If you're in the scientific industry, of 
course, you'll know who we are and if 
you‘ve ever seen a laboratory there's a 
99% chance some of our products are 
in that laboratory. We sell everything 
from refrigerators and freezers to desks. 
The division I worked for is specifically 
around electron microscopes, so it's a 
very high-end market.

R1: Excellent. And, maybe if you can, 
frame up for us what we’ll be talking 
about today.

TL: Recently we've moved down the path 
of content and agile marketing. They're 
two separate things, but we decided 
to bring them together and have been 
laying this groundwork for about a year 
now. We implemented a new structure 
for our team members and business 
partners that divides the teams around 
a specific business function. The idea is 
that we'll have teams that are involved 
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with the entire customer journey from beginning to 
end, which is a big shift from where we were. When 
everybody gets a seat at the table it helps us focus on the 
customer journey and how they use our products. It’s 
about solving their everyday challenges and less about 
the products themselves.

R1: I can't wait to know what's happened. Let’s fast 
forward to the end. What sorts of results are you 
seeing from this new agile approach?

TL: With the marketers being involved early on, everyone 
begins to see our core message as it develops and that has 
really helped bring content strategies to the table early 
on. There's been a whole lot less siloed work, or one-off 
campaigns and tactics than in the past. Not to mention 
there's a lot more consistency to what we're doing and 
delivering.

R1: Very nice. So, let’s go back to the beginning and 
fill in the steps in between. As you decided to take on 
this type of an approach, how did you start?

TL: The desire really was to make our marketing better. 
The initiative to reorganize the teams around how we 
truly supported each other came from above. We sat 
down and discussed as a management team how we could 
use this to elevate our efforts. It helped us select the 
right tools and processes to start moving this forward.

R1: And what were some of those steps? I mean, maybe 
talk us through a bit more granularly of the tools and 
the process and how you're actually implementing this.

TL: The first thing that we had to do was get people's buy-
in. It's important that we really get the team to see how 
this strategy will help them in the long run. After that we 
communicated the plan out. We set up daily stand ups where 
we could discuss things openly and keep everybody informed 
of what's going on. And then finally, we just kept practicing. 
It's a process that doesn't change overnight. It needs to 
be refined; it needs to be repeated. We acknowledged the 
challenges are really for what they were and we evolved. As 
the saying goes, fail fast and learn from it.

R1: Were there any resources that you found to be 
really helpful or ways that you communicated this 
to bring the rest of the organization up to speed on 
what it means to be agile and what that approach is?

TL: At Thermo Fisher Scientific we have an education 
arm of our own. It's called Thermo Fisher University and 
we coordinated with them for some learning programs 
that are currently underway. So far that's off to a really 
good start getting everybody just to understand what 
agile is, why we’re doing it and why we iterate so many 
times, and why the scope documents you make today 
may not be viable in six months.

R1: What was the hardest part, and if you were 
starting over today, knowing what you know now, is 
there anything that you would do differently?

TL: That's a good question. Getting started was definitely 
hard. As the saying goes, a journey of a thousand miles 
begins with one step, which I believe is often attributed 
to Confucius. It's really true. It's that blank sheet of paper, 
getting moving, trying to figure out if you’ll be able to 
capture your vision. If we could do anything differently, 
I guess having face to face conversations is really key. I 
know in this disconnected remote world that we live in 
today, it's difficult, but I'd rather have gotten everybody 
in one place at the same time right from the start. This 
would have helped us collectively create that strategic 
vision and I think everybody really would've had that 
buy-in early on. We could have created this process a 
little quicker if we'd gotten together centrally.

R1: Yes, there's nothing like being together in the 
same room, which I guess will be the difference 
between you and I doing a remote podcast interview 
to seeing each other in person in Chicago at MCX.

TL: Absolutely. I look forward to the networking opportunities 
at trade shows like MCX and MarTech and things like that.

R1: Have there been any other wins or successes that 
you can share from this new approach or just other 
improvements that you've seen along the way?

- STORIES OF MARKETING INSPIRATION -
Ò

"WHEN EVERYBODY 
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TL: I would say the successes really are getting the teams a 
lot closer. I see more diversity in what people know about the 
products and about marketing in general, which has been a 
big positive. My casual observation at this point is that I’m 
seeing more people say that we have a good roadmap, we have 
good documentation, and we have a vision so we execute even 
better in the future.

R1: Speaking of the future, what's next? Where do you 
go from here?

TL: I want to keep learning. I want to keep seeing where our 
teams can improve and how we can stretch that marketing 
dollar while generating more revenue.

R1: We all have these great marketing technology stacks, 
but I'm often fascinated by the personal technology 
stacks. What are the tools and apps that you find you just 
can't live without?

TL: This is a bit ironic actually because my most recent app 
of choice is related to my Rocketbook. If you're familiar, it’s a 
rewriteable erasable notebook with a QR code that automates 
your note taking and documentation. It's really cool. You can 
just take a picture of your page and it sends it off into the 
cyber world. The beautiful thing is you can then look into 
that image and do a search for things. So it helps me stay 
organized. So that's my app of a preference.

R1: And now the last question because we call the podcast 
Inspired Marketing. What is it that inspires you?

TL: What inspires me? Being in marketing is really about 
seeing a truly well executed customer journey. A campaign 
that really captures your attention and gets you onboard as a 
customer can alert you to problems that you might not have 
known you even had. It’s inspiring when you can deliver the 
right content to that right person. It’s that beautiful execution 
that really inspires me. Ò

- STORIES OF MARKETING INSPIRATION -
Ò
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With the New Year kicking in, most people have a little 
breathing room. With that in mind, I’d like to argue that 
most Eloqua admins should spend some quality time 
reviewing their governance processes and policies.

Often, governance is the last thing on people’s minds. I 
argue it should be the first thing. While the word itself can 
cause an outbreak of snoring, governance touches so many 
important aspects it’s difficult to be a success in marketing 
automation without it.

For clarity, let me define governance as “the processes and 
standards used to ensure a system is operated so it predictably 
meets business requirements”. If that sounds boring, let me put 
it more plainly: It’s the way everyone agrees to use your platform 
so they don’t mess it up. Joking aside, the keywords are:

Predictable: Good governance ensures all users know what 
to expect when logging into your system. Things aren’t lost 
down a black hole and everything can be easily troubleshot 
if necessary.

Business requirements: Good governance keeps your instance 
supporting business requirements and prevents bad data 
& poor customizations — which can degrade reporting, 
segmentation and personalization — from building up.

If you’ve bought into the need for governance, knowing 
how and where to start with a strong governance strategy 
isn’t easy. It requires a solid understanding of your business 
and buy-in from key stakeholders. For people looking for 
a primer on crafting a solid plan, here’s a great article that 
outlines the overall process for a successful Marketing 
Governance plan. Knowing the process, however, is just a 

KICK-STARTING YOUR 
GOVERNANCE PLANS

K A M  W A  T A N G
S E N I O R  M A R K E T I N G  
C L O U D  C O N S U L T A N T 
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part of the puzzle. Governance is a large area, so here are 
some key considerations that you should make during 
your planning process:

DATA

When it comes to data governance, you should think 
about what data is needed to make your data able to be:

1. Traced back to the source, so that if bad data gets 
into your instance, you’re able to find the source 
and prevent it from happening again. This covers 
not only the data itself, but also the naming 
conventions and processes used for manual uploads 
and integrations.

2. Segmented in a predictable manner. In other words, 
as much as possible, how can you standardize your 
data so that users do not have to second guess 
themselves.

3. Reported. In particular, because Eloqua Insight 
enables you to mix contact data with campaign 
results, think about what data is needed in order 
for you to identify your most engaged contacts and 
valuable leads.

In addition to the above, you should also consider data 
storage and archiving. For example:

• What is your approach to contacts who hard bounce 
or unsubscribe? If they are to be deleted from Eloqua, 
will the contact data be stored somewhere else?

• As Eloqua only contains 25 months of activity data, 
is there an organizational need to archive older 
data outside of Eloqua for either reporting or legal 
reasons?

• Given the storage limits on Custom Data Objects, 
how long do you want to keep records that have been 
created in a CDO?

ASSET ORGANIZATION

One of the benefits of marketing automation is to quickly 
assemble and report on complex, multi-channel campaigns, 
as well as reuse various assets in different campaigns. 
However, these advantages are curtailed if users can’t find 
those assets or easily tell how the assets are related to each 
other. In addition to this, poor asset organization will also 
impact your ability to perform lead scoring, as Eloqua 
enables you to score users on their engagement on assets 
contained within specific folders and sub-folders.

Often, Eloqua users start with well intention, but it soon 
becomes a Wild West with assets named poorly, stored in ad-
hoc folders or not foldered at all. To ensure that your instance 
remains easy to search and report on, follow this process for 
designing the best naming convention and foldering structure.

USER CREATION AND ON-BOARDING

As adoption of your instance grows, not only will you 
have more users, but also users with different levels of 
skill. You’ll need a way to not only ensure that users 
have access to assets and data that are relevant to their 
roles and skill set, but also that each one is appropriately 
onboarded. Every instance of Eloqua has a unique 
data structure, organization, and associated business 
processes. Ensuring that your users are familiar with 
those customizations BEFORE they use the system will 
speed adoption and ensure that governance is followed.

CAMPAIGN PROCESS AND REVIEW

When most people think about the campaign process, 
they normally only consider the campaign brief, which 
outlines the goals, the associated assets, and campaign 
flow, and the approval process. While this is important, 
you should also consider

• Campaign meta-data: Eloqua provides users with the 
ability to add information about the campaign (for 
example, region or associated product), which can 
then be used later in reporting and segmentation. 
Good campaign meta-data can make it easy for you 
to identify what types of campaigns perform best 
and to also create lead nurturing strategies based on 
engagement with particular types of campaigns.

• Campaign review: while many people report on 
campaigns, few organizations have a formal, periodic, 
campaign review process. Without a set process, it will 
be difficult to consistently improve your marketing 
strategy and execution. By setting a formal review, 
you’ll be able to diagnose why certain campaigns did 
well and build those into your future initiatives.

CHANGE MANAGEMENT

In time, you’ll want to make more customizations to 
your Eloqua instance to meet new business requirements 
or refine your current processes. Doing so in an ad-hoc 
manner can negatively impact your on-going campaigns, 
especially if there are unforeseen consequences.

To avoid these, it’s important to have a change 
management plan. This plan should cover how changes 
are prioritized, scheduled, tested, communicated to users, 
and documented. When it comes to documentation, 
make sure that your layout and standard enable “living” 
documents. That is, documentation that can be constantly 
updated as changes are made to your instance. Nothing 
is worse than documents that are created once and then 
forgotten and quickly outdated.

There you go. Some quick pointers to help you kick-start 
your governance policies. Q
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Good digital marketing demands an assortment of tasks: 
content creation, campaign timing, audience definition, 
meaningful metrics – the list goes on and on. With all 
those responsibilities, it’s easy to overlook a simple but 
significant contributor: a consistent naming convention.

Most marketing technology stacks leverage multiple platforms, 
each with its own way to identify efforts. While these systems 
contain key data identity links behind the scenes, it’s important 
to ensure your human team can make those connections, too. 
A strong naming convention boosts visibility for both, and 
you can get started with just a few steps.

SET YOUR STANDARDS

A naming convention is, at its core, a shared language 
for your organization. This makes it important to 
ensure it accounts for all aspects of the marketing 
space. Think about the various ways to describe a 
campaign, and a term for each of those characteristics:

• What kinds of message are you using? 
Email, social media, online ads? 
Each of these could be a “Channel” for your group.

• What tools host or disseminate the messages? 
Oracle Eloqua, Facebook, Google? 
Perhaps this is the “Platform” aspect of the campaign.

• What is the call to action, or the collateral your 
prospect will receive? 
Data sheet download, video view, webinar registration? 
“Offer” might be a good description.

Consider which other campaign attributes are significant 
identifiers. This could be the product or brand, the time 
period when the campaign is active (month or quarter), 
or the target audience (customer or prospect).

MIX AND MATCH

Each term in your naming convention should represent a 
specific way you’d want to search for or report on a campaign. 
For instance, you might want to compare two channels, or 
see how one offer performs against another. Think of each 
term as a pivot to adjust your campaign measurements.

KNOW YOUR LIMITS

As you assemble your terms, think about where the 
name will be viewed and stored. Consider whether it 

might be passed via form submission, stored in a custom 
object, or used in a CRM integration. Is there a point 
at which these systems will cut off a field value? Could 
a name get so long that it can’t all be seen in a menu?

To keep names to a manageable length, think about a 
2- or 3-character abbreviation for each of your term 
variables. For example:

• The Social Media Channel becomes SOC

• The Platform Facebook is displayed as FBK

• An Offer of Data Sheet is DTA

Each term abbreviation can be separated from the 
others using a hyphen or underscore to preserve 
readability. A campaign with the attributes above 
would be SOC_FBK_DTA.

ENSURE GOVERNANCE

One easy way to ensure compliance is to use an 
asset name generator tool. These can come in many 
varieties, including spreadsheets, forms, and online 
generators. In fact, Relationship One has built an 
application that allows you to generate an asset name 
directly within your instance. The Relationship One 
Asset Name Generator gives you the power to generate 
an asset name (e.g., campaigns, forms, landing pages, 
segments, etc.) directly from the Eloqua Cloud Menu. 
As part of the app, you can add as many text, date, 
numeric and picklist options you need as part of your 
standardization approach.

SHARE THE LOVE

Now that you’ve sorted your marketing efforts according 
to their attributes, think about other ways to leverage 
that work. Some of these terms could serve as Oracle 
Eloqua campaign fields. A good naming convention can 
add structure to campaign and asset folders in your 
database. It’s also common to adapt this logic to create 
consistent, understandable lead source values.

The more aligned your asset and campaign names, the 
easier it is to understand your marketing environment, 
communicate your progress, and onboard new users.

IT’S NEVER TOO LATE

In a perfect world, your team would define a naming 
convention before building its first asset. In the real 
world, marketers inherit work from predecessors, 
merge with new groups, and revamp their efforts to 
address new challenges.

Just as teams and tactics evolve, it can make sense 
to revamp your naming convention to fit today’s 
marketing and reporting strategy. Q
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Sales & Marketing alignment. We’ve heard it a hundred times, but 
what exactly does it mean and how do we achieve it?

WHAT IS ALIGNMENT?

The Oxford English Dictionary defines alignment as “a position of 
agreement or alliance.” Let’s take the first part: “Agreement.” Well, 
in order to agree on something, we must first understand what 
we are agreeing to. We should be sharing our goals, strategies and 
tactics with each other, and we should agree that these are the right 
ones to focus on!

Now let’s take the second part (and personally my favorite): 
“Alliance." Wow! What a great word to describe the relationship 
between a sales and marketing team. An alliance implies that you’re 
working together towards shared goals and for mutual benefit. I 
don’t know about you, but I don’t see “finger pointing” in that 
definition at all!

So now what? How do we get started on achieving alignment and 
start working together? Below are four steps you can take to begin 
the journey to sales and marketing alignment.

STEP 1: DEFINE SUCCESS. TOGETHER.

Great! Your marketing and sales teams have decided to form an 
alliance and work together. But what are you trying to achieve? 
What are the common goals that bring you together and what does 
success look like?

BEGINNING THE SALES 
AND MARKETING 

ALIGNMENT JOURNEY

K R I S T I N  C A S I L L A S
S E N I O R  M A R K E T I N G  
C L O U D  C O N S U L T A N T 
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I recommend getting your marketing and sales leadership 
teams in a room and brainstorming. Even if you think you 
already know the answer, it’s important to include your 
teammates in every step to ensure buy in and confirm 
shared beliefs across the teams. Here are a few strategies 
to discussing your common goals, and defining success:

1. Ask ”why?” and keep asking. Why does marketing 
exist? To generate leads? Okay, and why does 
marketing need to generate leads? You get the idea. 
Do the same things for sales, and I bet you’ll find 
some common themes.

2. Start with your company goals and work backwards. 
List out the company’s goals and break down the 
departmental goals needed to achieve them. For 
example, if the company wants to achieve 50% 
growth in the next year, then what does marketing 
and sales need to do to support that goal?

3. Switch teams. Have your marketing team pretend 
they are sales and vice versa. Have each team create 
a presentation around their goals and a plan to get 
there. This is a great way for the team to get outside 
of their box. It also creates empathy as each team 
member has to put on the shoes of another team and 
work through their challenges.

After spending some time brainstorming common goals 
together, you may end up with a long list of ideas. 

It’s important to focus on “SMART” goals (specific, 
measurable, achievable, realistic & timely) and pick the 
2–3 that will make the most impact.

The best part about these brainstorms is that they can 
be repeated as often as needed. They can be used for 
anything from big vision goals such as “increase revenue 
in the EMEA market by x% year-over-year” to very 
specific goal planning such as “generate $x in sales at 
event ABC.”

STEP 2: CREATE A CUSTOMER JOURNEY. 
TOGETHER.

The old way of doing business goes something like this: 
marketing would develop the company’s messaging and 
key differentiators, launch advertising campaign, and 
deliver leads into the hands of sales reps. Sales would 
then pick up the phone and call, call again, and again 
until they had any luck reaching a human on the other 
side. But, buyers are changing. They’re spending more 
time researching their purchase long before they even 
get on a call with a sales rep. This means sales reps are 
looking beyond the phone for new ways to connect with 
their prospects earlier in the funnel. The good news is 
that marketing can help.

A customer journey isn’t always linear and many 
customers will follow different paths. However, every 
interaction a customer has with your brand should be 
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tied together in a cohesive way. Sales and marketing 
should also be sending the same message at different but 
intentional moments throughout the journey. Each team 
member knows when it’s their responsibility to reach 
out to the customer and is confident the message they 
are sending is timely and relevant.

Note to the Marketing Tech Nerds: Once you have the 
customer journey outlined, then you get to use all 
those fancy tools to make that journey a reality. 
Nurture programs, lead scoring, machine learning, web 
personalization, you name it! This is where we start to 
have fun!

STEP 3: MEASURE AND REVIEW THE DATA. 
TOGETHER.

You created the goals together (you didn’t already forget 
step 1 did you?). So why not measure them together 
as well! It’s important that sales and marketing are 
analyzing their results together so that they come to 
the same conclusions. This allows us to take corrective 
action when needed, or to high five each other when the 
alignment is producing the results we hoped for!

To make sure this step doesn’t get forgotten, I recommend 
agreeing on a handful of metrics to review together as 
a team and also choose an appropriate meeting cadence. 
On a weekly basis look at the performance indicators 
that show whether or not the teams are tracking 
towards their larger monthly or quarterly goals as 
expected. If the data shows we’re not on track, there is 
still time for a mid-month course correction. Then, meet 
again at the end of the month and quarter to reflect on 
past performance and make necessary changes for the 
coming months.

Don’t just stop at reviewing the data together. Take it 
a step further and find opportunities for the teams to 
present their results together. Sharing the same story 
in front of your teams or the rest of the organization 
shows everyone that you are united and “aligned.” It will 
increase morale and build trust within the organization.

STEP 4: BUY EACH OTHER DONUTS.

It doesn’t have to be donuts, but you get the idea. Say 
“Thank You” to your partners in sales or marketing by 
buying them lunch or heading to happy hour after work 
to celebrate the wins! When teams spend more time 
together, relationships are built, lines of communication 
open, and team performance increases.

Starting the sales and marketing alignment journey can 
be difficult at first, but it’s worth it! These four steps can 
be repeated as many times as needed. Achieving (and 
maintaining) alignment is always a work in progress. Q
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It's always a good time to revisit your lead nurturing 
efforts. Evaluating what is working well, where there are 
gaps, or where things are falling flat helps teams identify 
new opportunities to improve engagement. More often 
than not, marketers decide a lead nurturing workshop 
can help bring the best ideas forward and foster 
collaboration amongst stakeholders. While intentions 
are good, sometimes the execution of a workshop can be 
mediocre at best. To help your workshop be successful 
consider these tried and true tips.

SET OBJECTIVES

Ahead of the workshop identify a specific use case or 
business need to be the focus. This will provide clear 
direction for the team as well as help ensure the lead 
nurture campaign developed in the workshop is aligned 
to a business objective or goal. Getting to this point 
may require some upfront discussion or negotiation 
but gaining the buy-in is important. If you’re like most 
marketers you may have many campaigns on your list, 
but through these discussions you can create a roadmap 
for future lead nurturing enhancement.

AUDIENCE INSIGHTS

Review your buyer personas and journey maps before 
the workshop. Taking the time to create or update this 
information will pay off. Dedicate time in the workshop 
agenda to review these with the team so everyone 
is informed and can be focused on the needs of the 
audience. It is also helpful to post these in the room and 
provide a copy to the participants for reference.

CONTENT INVENTORY

Updating your content inventory, and tagging assets 
with the persona and buying stage, is another great way 
to prep for the workshop. This information will let you 
know if you have readily available content for the nurture 
campaign or if there are content gaps to address. Be sure 
to update performance metrics for existing content to aid 
in the decision-making process.

DATA ASSESSMENT

Taking a look at the current profile and behavioral data 
available for targeting, segmentation, and personalization 
ahead of a workshop is also time well spent. How 
complete is the data? Are the proper integrations in place 

to support the need of the campaign? Are field values 
standardized? These factors will have a big impact on the 
execution of the lead nurture program.

IDENTIFY STAKEHOLDERS

In the spirit of collaboration, you may feel the need 
to include a large number of people in the workshop. 
Cross department representation is important but think 
through who are the critical few who should participate 
vs. stakeholders who only need to weigh in once a 
campaign is designed. A large number of participants 
can dampen creativity and lead to distractions.

FACILITATION

Don’t try to facilitate and participate at the same time. A 
facilitator needs to remain objective and be observant to 
help keep discussions on track, while also being flexible 
to any interesting changes in direction. Facilitators 
should keep the discussions going by asking questions 
and summarizing content, all of which makes it hard 
to participate. Good facilitators will keep participants 
focused on the end goal and help ensure progress is being 
made.

LOGISTICS

To allow participants to fully engage, find a space that 
you can easily move around in, has plenty of whiteboard 
or free space, and if possible is a little out of the way to 
help avoid distractions. Plan for extra supplies — sticky 
notes, markers, and flip charts are standard workshop 
items so be sure to have plenty to go around. Snacks, 
catered lunch and adequate break times in the agenda 
will help keep participants energized and focused.

FOLLOW UP

Don’t let the energy die after a great workshop. 
Participants will want to know their hard work 
resulted in action, so keep them informed about what is 
happening. To help ensure the ideas and discussion from 
the workshop lead to progress, make a plan upfront for 
what will be done with the content and block time in 
your schedule to prepare follow up communications and 
workshop artifacts.

There is a lot of work that goes into a lead nurturing 
workshop, but the return is high. Proper planning is the 
key to a productive, and successful, workshop. Q
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Marketing’s role is to build trust. When people trust a brand, 
they are more likely to do business with them. To build trust, 
marketing must have a good understanding of the needs, 
preferences, and motivating factors of its audience to best 
engage them through the buying cycle and beyond. When 
done right, personas provide these valuable insights.

If you are new to personas, this article will show you how 
to get started on the right path. For anyone in the midst of 
persona development or struggling with existing personas, 
here are some common mistakes to avoid.

NO TOP-DOWN SPONSORSHIP

If there isn’t buy-in at the top, persona efforts could be doomed 
from the start. Executives need to be on board with persona 
development and champion the effort. Organizations will struggle 
to become customer centric if leadership doesn’t walk the walk. 
Leaders must help reinforce this and work to ensure personas are 
being used across functional areas, not just in marketing.

CONFUSING PERSONAS WITH SEGMENTATION

Demographic data does play a part in persona identification, 
but it is best used for targeting because demographic data 
doesn’t provide the insights needed to truly engage an 
audience. Personas need to go deeper into the needs, intent 
and motivation of buyers to help us understand the human 
side of our audiences. If your personas only include industry, 

BIGGEST MISTAKES TO 
AVOID WHEN DEVELOPING 

YOUR BUYER PERSONAS
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title, region, age or gender information it is time to go 
back to the drawing board.

CREATING PERSONAS IN A VACUUM

Marketing may be the driving force behind persona 
development, but marketing shouldn’t go it alone. 
Personas created in a silo are often inaccurate and go 
unused. Engage multiple customer facing areas in the 
development process and validate assumptions through 
customer interviews. Education and training on the use 
of personas across teams is also an important step to take.

RELIANCE ON ANECDOTAL INFORMATION

It might feel like internal teams have a wealth of 
customer insights to build a persona but relying on 
anecdotal information can be misleading. Organizations 
who do this run the risk of creating personas that are 
too narrow or too broad. While sharing anecdotal 
stories can aid in the development process, be sure to 
back up any assumptions with data. Dispelling myths 
about buyers can lead to improvements in content and 
engagement efforts.

DEVELOPING TOO MANY PERSONAS

Don’t dilute your marketing strategy with too 
many personas. The focus should be on the primary 

motivations driving the purchase decision rather than 
getting lost in the variations of every possible nuance. 
Sticking with the common problems buyers have, or 
the types of roles involved in a buying decision allows 
for grouping of various titles into one persona. If you 
are new to personas, start with one and build over 
time. Trying to create too many personas at once is 
difficult and often leads to watered down information 
that is hard to take action on.

LET THEM GET STAGNANT

Revisit personas at least once a year to keep them 
fresh. Customers adapt and change. What they think, 
where they research, how they buy, and what they 
expect will evolve over time. Updating personas 
regularly will uncover opportunities to adjust content 
and engagement strategies in ways that are relevant to 
the audience. Retraining teams on personas regularly 
is also important and helps ensure they remain useful 
for the organization.

Personas are an effective tool. They influence content 
development by identifying critical needs of the 
audience. When used in combination with journey 
mapping, efforts can be further targeted to the 
channels, stages and buying roles of the audience. 
Quite a powerful combination when done right. We’d 
love to hear your tips when it comes to personas. Q



MIND BENDERS
Spot the two identical graphic elements (rotation allowed).

A

B
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SUDOKU
New to Sudoku? Fill the 9x9 grid below so that each column, each row and each of the 9 sub-squares 
all contain each number from 1 to 9. Good luck, young grasshopper.



Contact Query Builder

CDO Query Builder

Data Cloud Decision

Data Cloud Action

Data Cloud Content

DATA CLOUD

EXTEND YOUR ORACLE 
ELOQUA DATA LAYER

Our Data Cloud solution centralizes your data to enable marketing orchestration.  
Add our Data Cloud tools and connectors to extend the power of your data.

Learn more at relationshipone.com/tools/data-cloud/



BERRY GALETTE
INGREDIENTS

•  2 tsp. cornstarch

• 1 tsp. freshly grated lemon zest

• 1 tsp. salt

• 1/3 cup sugar, plus more for sprinkling

• 2 lb. berries, hulled, halved if large

• 1 Tbsp. fresh lemon juice

• 1 tsp. vanilla extract

• Extra-flaky pastry dough, chilled

• 1 Tbsp. heavy cream

• Freshly whipped cream or vanilla ice cream (optional)

INSTRUCTIONS
Preheat oven to 400°F.

1. Combine cornstarch, lemon zest, salt, and 1/3 cup sugar in 
a medium bowl. Toss with your hands to combine, then add 
strawberries and toss to coat. Add lemon juice and vanilla; 
toss gently.

2. Place parchment paper on baking sheet. Roll out chilled dough 
on parchment paper. Arrange berry mixture in the center of 
dough and spread out evenly, leaving a 3" border. Fold edges of 
dough up and over fruit, pleating as needed and being careful 
that folded edge of dough doesn’t tear (if it does, patch with 
dough scraps and pinch to seal). Pour cream into a small bowl 
and brush all over dough. Sprinkle sugar evenly over dough.

3. Place galette in oven and immediately reduce heat to 375°F. 
Bake 45–50 minutes. Rotate halfway through. Crust should 
be deep golden brown, berries are softened, and juices are 
bubbling. Let cool a minimum of 2 hours. Serve with whipped 
cream or ice cream if desired.

REFRESHING 
RECIPES

ST. GERMAIN SPRITZER
INGREDIENTS

•  1 oz St. Germain Liquor

• 1 oz Campari Liquor

• 7 oz sparkling white wine (or club soda)

• Cherries or peach slices, for garnish

INSTRUCTIONS
1. Fill a cocktail shaker with ice. Add in St. Germain, Campari, 

and sparkling white wine. Shake to mix. 

2. Fill a lowball glass with ice. Pour mixed cocktail into glass. 
Garnish with cherries or peaches and serve right away.
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At Relationship One, we empower organizations to modernize 
their marketing strategy, technology, and data. From strategy to 
implementation, best practices to managed services, we support the 
full Oracle CX Marketing and Oracle Data Cloud product portfolios. 
With a core staff of experienced marketing consultants, integration 
specialists, data analysts, and development gurus combined with our 
library of AppCloud apps, we’ve earned a reputation for delivering 
solutions tailored to our customer’s unique business needs. Our 
mission is simple — inspire success.

OUR MISSION IS SIMPLE - 
INSPIRE SUCCESS.
VISIT US AT: 
RELATIONSHIPONE.COM

CONNECT.
MEASURE.
SUCCEED.



INTERESTED IN BEING FEATURED IN OUR NEXT 
ISSUE OF INSPIRED MARKETING MAGAZINE? 

SEND US AN EMAIL AT GETINSPIRED@RELATIONSHIPONE.COM 
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