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

A short 10 years ago, we created Relationship One as a new type 
of company, one focused on helping organizations take advantage 
of emerging technology to support and enable their sales and 
marketing teams. Coming from a long history in the creative and 
marketing agency world, we saw the inefficiencies inherent to those marketing teams, not by design but 
rather as consequences of disconnected tools, data, process and internal teams. We also saw how sales and 
marketing technology was evolving — focusing on open systems, fostering the connection of data sources, and 
helping teams come together to view their customers in a holistic, unified way. Inspired by the promise of this 
unified future, we named the company Relationship One. We are all about the power of one — one view of a 
customer or prospect shared across the organization, one source of truth with shared data, one martech stack 
interconnected with core business systems. And most importantly, building relationships based on a customer 
experience that is consistent across channels and throughout the customer lifecycle.

I’m amazed to see how things have evolved in such a short period of time, though maybe not as fast as some of 
us think it could be. In the past decade, organizations have gone from implementing “bits and pieces” marketing 
architectures to building robust martech stacks, interconnected with core customer experience systems and powered 
by organizational data. Appropriately, the trend continues as organizations invest heavily in consolidating their 
customer data across internal and external systems alike. The new aspiration is connecting every data point across 
every system to assemble truly universal customer profiles, enriched with third-party data and providing the best 
segmentation on the planet, with real-time audience streams to power diverse martech platforms and use cases.

When we started our Inspired Marketing podcast nearly three years ago, and the Inspired Marketing magazine 
a year later, our goal was to share stories of how our world-class clients are revolutionizing marketing. It 
is fitting that our fifth edition of Inspired Marketing magazine debuts at the 2019 Oracle Modern Customer 
Experience where this year’s focus is the power of unified and connected data, intelligence and experiences. 
For this issue, we have selected inspiring stories about organizations building this connected future.

I invite you to learn more from Marie Hattar, the chief marketing officer at Keysight. She is spearheading the 
company's rapid transformation to create a modern and centralized marketing organization. Study Turnkey 
Vacation Rentals, a property management company with 3,500 properties across 55 markets in the United 
States, who brought clarity to the business by consolidating four disparate marketing automation platforms. 
Learn how Lenovo has connected its sales and marketing teams using Eloqua Engage and how Optum has 
transformed to focus on all things digital, proving that marketing continues to make a critical difference. 
Discover how PTC’s augmented reality business leveraged external activities in its automated campaigns and 
yielded a 51% engagement with their sales team. Finally, we’re sharing some of our internal consulting tips 
to optimize your marketing technology stack, assess your modern marketing maturity, migrate marketing 
automation platforms, and build successful marketing governance plans. 

As always, our hope is that these stories and supporting articles will inspire you, too. And I look forward to 
sharing your successes in a future issue.

- INSPIRED MARKETING -

THE NEW ASPIRATION IS CONNECTING EVERY DATA POINT ACROSS EVERY SYSTEM 
TO ASSEMBLE TRULY UNIVERSAL CUSTOMER PROFILES, ENRICHED WITH THIRD-

PARTY DATA AND PROVIDING THE BEST SEGMENTATION ON THE PLANET ...



MARIE
HATTAR
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- COVER STORY -

 KEYSIGHT'S RAPID 
TRANSFORMATION 

to a Centralized Marketing Organization

WITH MORE THAN 20 YEARS OF EXPERIENCE IN THE IT AND SECURITY SPACE, 
MARIE HATTAR HAS LED A VAST RANGE OF BRANDS ACROSS MYRIAD DISCIPLINES 
IN MARKETING. AS CHIEF MARKETING OFFICER AT KEYSIGHT TECHNOLOGIES, 
SHE SPEARHEADS PROJECTS AROUND BRAND TRANSFORMATION, TECHNICAL 
INTEGRATION, CHANGE MANAGEMENT, DEMAND GENERATION AND CUSTOMER 
ENGAGEMENT. RECENTLY RECOGNIZED BY EDISON AWARDS FOR ITS ANNUAL 
SPOTLIGHT “WOMEN BEHIND INNOVATION,” HATTAR IS THE FIRST CMO APPOINTED 

IN KEYSIGHT’S 80-YEAR HISTORY.

RELATIONSHIP ONE: I’m joined by Marie Hattar, the 
Chief Marketing Officer at Keysight. Welcome, Marie! 
I believe our conversation is set to revolve around this 
marketing transformation, this journey that you and 
Keysight are in the middle of right now – and also 
rapidly progressing through. But it would be great if we 
could start with learning more about who you are and 
what you do at Keysight – as well as what Keysight does, 
for those who aren’t familiar.

MARIE HATTAR: As a company, Keysight has been around 
for almost 80 years, through different name transformations: 
initially as Hewlett Packard, then as Agilent Technologies. 
Four years ago, we spun out as an independent company. 
What we do is create innovative test and measurement tools 
that electronic engineers use to verify that the products 
they’re building will function as expected.

Historically, many of our engineers believed that we 
built such superior tools that customers would just come 
to us, bypassing the need for marketing. Our mindset 
was, “Let’s build the very best tool out there, and by 
reputation alone, everybody will look to us.” But the 
way customers get their information has evolved. The 
digital transformation has shifted how we interact with 
customers and has shifted our buying cycles. So, Keysight 
saw an opportunity to strengthen our relationship 
with customers by putting in place a strong marketing 
organization. And I was fortunate to be chosen for the 
role — fortunate because I’m leading an amazing team 
on a journey to transform how marketing is done here.

R1: Beautiful. Let’s talk about the beginning of 
that journey. What challenges were you specifically 
trying to overcome?

MH: Initially, it was two things. One was to share more 
with our customers about the capabilities we can deliver 
to them, to enable lead creation for our sales team. The 
second was to elevate our brand so that people would be 
able to recognize Keysight’s name.

R1: Was name recognition a challenge for you guys? 
That’s surprising given your duration in the market.

MH: From a branding standpoint, you are basically a 
new company whenever you change your name. So 
although we were at $3 billion in revenue when I first 
joined, our unaided brand recognition was really low 
because we went from being Agilent to Keysight. That’s 
why reaching out to our customers, engaging with them, 
interacting with them, and even guiding them through 
the [name] change was really key.

R1: What other aspects of the marketing landscape 
at Keysight caught your eye when you first joined?

MH: When I came on board, the first thing I asked was, 
“What’s the marketing stack?” And I was told we had 
taken the systems that had been used by HP, which had 
been highly customized, and we had carried them over 
to Agilent, which had then also been carried over to 
Keysight. As a result, there was so much customization 
you couldn’t take anything off the shelf and implement 
it. Every time we needed to add a tool or upgrade an 
instance so we could align with modern marketing 
practices, we had to make a significant investment.

R1: All of that time and resources – just to be able to 
work within the parameters of that legacy?
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MH: Yes. I wanted to know, “What are our algorithms? What are 
we doing for lead scoring? Let’s inspect these [methodologies] 
so we can better understand how to get more leads.” At that 
point the team just kind of looked at me and said, “Well, we’d 
love to do lead scoring, but our systems don’t actually let us do 
that.” I asked if they could access our CRM instance, and they 
told me we were limited to a handful of licenses at the time. 
I was surprised. How could we measure effectiveness? How 
could we know if what we were doing was working?

That’s why when I 
came on board, it was 
key for me to bring 
modernization and 
transformation to our 
tools. I needed for 
the marketing team 
to know that our 
investment in them 
and their ideas was 
getting us the right 
ROI. And we had no 
way to track that.

They could see they 
had sent x number of 
emails and this many 
had been opened, but 
that wasn’t the rigor 
I was accustomed 
to from previous 
experiences with other 
marketing tools. We 
needed to do extensive 
reporting, but [our 
stack] couldn’t really 
help us there. It couldn’t tell us if we were creating good 
journeys for our customers. It couldn’t tell us if we were 
participating in the right watering holes to find new 
names. I wanted to make sure we could measure that. And 
that required a technology stack transformation.

R1: And what was the process you led to make that 
transformation happen? To bring your idea of a fully 
modernized marketing stack to life?

MH: I had been at a company called Ixia that Keysight 
acquired. When I first joined Ixia, there were two people 
who knew how to use the marketing automation platform 
because it was pretty complex. While there, I migrated 
Ixia to a wonderful marketing automation tool that was 
very effective and simple to use. However, it was targeted 
for a midsized company. My goal at Keysight was to put 
something in place that was so simple that I could ramp 
up a new employee to learn how to use it in a day but 
robust enough for a large enterprise. I needed a platform 
that was easy to use, secure and also one that would scale 
as our company continued to grow.

I wanted a platform that would allow us to take full 
advantage of whatever new marketing innovations were 
coming on the horizon.

R1: And where are you today? You found that solution 
– spoiler alert, it was Oracle Eloqua, I know – but you 
found that solution, and now what are the results you’re 
seeing? What have you been able to change and augment 
and finetune in your stack?

MH: My team always 
jokes about how fast I 
like to operate; they say 
there’s normal speed 
and then there’s what 
they like to call “Marie 
speed.” I’m just always 
looking to see how we 
can help our customers 
get more information. 
So, I put us on this hyper-
accelerated timeline to 
integrate Eloqua. We 
started in October and 
by April 2018, we had 
rolled out our instance 
of the Oracle Marketing 
Cloud. And that was a 
very aggressive timeline. 
It was made possible 
because we partnered 
with Relationship 
One! And it was a very 
successful installation of 
the platform.

But then the challenge became: We have a tool, we have it 
in place, but we haven’t yet brought together all those teams 
who’ll be using it. How do we [teach] everyone how to use it so 
they can benefit from all the capabilities it provides?

R1: And what are some of those capabilities? What has 
Oracle Eloqua brought to the table, maybe in addition to 
the fact it helps people work at “Marie speed”?

MH: The ability to do better segmentation. The ability to 
better track the contact touch history. We deployed a lot of 
legacy websites that connected to our old database, which 
was custom-built. Last year, we migrated to a new website 
platform. Today, we are integrating all the connectors to 
the different data sources, so we can track the various 
engagements that a contact has with us. Building all those 
connectors to legacy platforms is challenging and it takes 
time; it’s been an ongoing journey. But it will really help us 
in terms of how we interact with customers.

We’ve also been able [to use Eloqua] to connect to our 
events software. A lot of our customers come to the different 
education seminars [that we host], so it’s wonderful that we 

"I WANTED A PLATFORM 
THAT WOULD ALLOW US TO 

TAKE FULL ADVANTAGE 
OF WHATEVER 

NEW MARKETING 
INNOVATIONS  

WERE COMING ON  
THE HORIZON."
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can now give them a way to easily sign up to multiple events. 
Eloqua has been great in that regard with its integration to 
our events software. Today, we have a robust platform in 
place. We’re ramping up our whole global team on learning 
how to use it, because right now I’d say maybe only 20 to 
30 people can. But I want to get that number to at least 100. 
Because if you understand how to build a whole campaign 
structure, if you really know the tool you’re using, then you 
can better think through how you’re going to build out your 
marketing assets and be most effective.

R1: I’m hearing two main elements emerge here: 
There’s data, and then there’s people. How would 
you say the implementation of Oracle Eloqua has 
impacted these twin concerns across the business?

MH: Again, we’re in an interesting position in terms of 
how the company is structured. Keysight had traditionally 
used Siebel as their customer data repository, but Siebel 
had become so customized that it was difficult and 
expensive for new marketing tools to integrate with it. 
It was also difficult to make any changes to its structure 
since many other systems relied on it. I needed a platform 
for marketing, and Eloqua become the marketing 
database, so it could be our single source of truth where 
we could look at how we engage with customers. Because 
realistically, marketing engagement supplements sales 
engagement and product engagement; we needed Eloqua 
to slice and dice [data], create lots of customer journeys, 
and gather information both pre-sales and post-sales.

At this point, I would say we’re primarily using 
Eloqua for pre-sales, because we’re trying to grow our 
customer base by expanding into different segments and 
territories. We have great relationships with a lot of top-
tier companies, but we’re trying to grow our business 
by expanding into new areas and addressing new 
customers. A lot of that falls on sales and marketing. 
We need to build better customer profiles for those new 
prospects where all we have is a name and email. We are 
looking at ways to enrich our prospect data, so we can 
do better targeting. We want to use Eloqua to help us 
better populate that information – so we can serve up 
the most optimal offers.

Founded in 1993, Siebel CRM Systems was a 
software company mainly engaged in the design, 
development, marketing and support of customer 
relationship management applications. Acquired 
in 2005 by Oracle, it is now Siebel CRM and is 
a key component of the Oracle CX Cloud Suite, 
offering marketers a world-class set of customer-
centric solutions.

R1: Great stuff. And that’s more of your technical 
journey, but I also think it’s really fascinating what 
you’re doing on the people side. Right now, we’re 
sitting in your beautiful Santa Rosa campus, where 
you have brought a ton of different people from the 
team together – all so you guys can converse and 
deep-dive and share these learnings about being 



better at Oracle Eloqua. That’s awesome. Could you 
talk about that? You’re making a concerted effort to 
empower your team.

MH: When we first rolled out Eloqua, we did about 
eight hours of WebEx training. And, right or wrong, 
we declared victory. “Yup, we’ve trained everybody! 
Everybody’s good to go!” But I was doing a marketing 
summit later across our regions, and there were 
grumblings. “We’re spending so much time in Eloqua, 
and it’s a great tool, but nobody really knows how to use 
it.” One person was honest and brave enough to [point 
out] how we had spent a fortune putting this tool in 
place, but then we had skimped on the training. People 
often get one to two weeks of training on this, but here 
we had only done minimal training. 

I thought, “We’ve got to fix this.” I had invested too 
much in our transformation to modern tools for the 
team to not be able to use them. I turned to our head 
of email marketing team and said, “Hey, I know you’re 
new to this role, but I need you to pull together a robust 
training for a third of the holistic marketing team.” I 
knew we had to carve out time to get people trained, 
because using the tool is just too important for how we 
interact with customers. This is our tool. Just like if you 
talk to a salesperson, they would say, “Salesforce is my 
tool. I live in it, day in and day out,” Eloqua is our tool 
for those of us in marketing. It’s how we engage with 
customers. At the end of the day, we can’t scale being at 
all live events; so, electronic communication is our main 
way to connect.

R1: It’s cool that you saw the value in actively 
creating the time people could use to learn and 
improve their skill set. You mentioned “carving out” 
that time for your team — not letting their day-to-
day fall by the wayside, but still giving them the 
chance to become informed.

MH: We set up a week’s worth of training to take us from 
the basics to the more advanced concepts. And it’s my 
hope that after that, people really do feel comfortable. 
But again, if not, they will let me know and we’ll do 
a follow-up. I didn’t want to be penny-wise, pound-
foolish. We had invested so much in this great platform, 
but we hadn’t done enough to bring everyone else along 
with us. That’s when you have to pause and go back and 
get it right if you really want to accelerate forward.

R1: Definitely. I think that’s something that a lot 
of marketers – no matter our seniority, no matter 
our level of experience and preparation – can have 
happen to us. An excitement builds, there’s this 
pomp and circumstance for bringing in this new 
thing we know we need. But in that excitement, the 
technical details can get lost. The elbow grease it 
can actually take to make it happen can get lost.

But even still, you were deeply involved in going 
back and correcting this; and frankly, you seem 
to have done it half the time we typically see for 
companies at this scale. Talk about “Marie speed,” 
right? Your team knows you well! How did you 
manage to implement and then educate so fast?

KEYSIGHT'S RAPID TRANSFORMATION - MARIE HATTAR



MH: Well, decision-making is key. When you’re the 
CMO, your team tends to shelter you from information 
– from the warts that may be coming up. So, I had to go 
to the leader of the email marketing team and be direct. 
I said, “Hey, we’re here to fix everything together, OK? 
Don’t shield me. Everything is going to have problems. 
We’re going super-fast, so I’m going to have to make 
some judgment calls – and they may not always be 
perfect, but that’s OK too. No one has ever died because 
of a marketing emergency. If we make mistakes, we can 
fix them. But the worst thing we can do is sit around 
and wait instead of moving ahead.”

Another facet I should mention is a core belief I have, 
which I brought with me to Keysight. It’s a little 
different from what the team at Keysight was used to, 
and I think it’s been a bit of a culture shock – but I like 
to learn the tools my team is using. Because otherwise, 
as an executive, you can have unrealistic expectations 
of what’s possible and what’s not. And while it’s great 
to set a high-level objective, if you create a goal that’s 
completely unrealistic and people see no line of sight of 
possibly accomplishing it, that demotivates them. So, by 
learning the capabilities of our tools, I better understand 
how much I can ask the team to do.

R1: That’s going the extra mile.

MH: This is a key project we’re undertaking, and I just 
want to make sure it’s as wildly successful as possible. 
I’ve made myself accessible to my team 24/7, so if they 
have a question, if they need a decision, they can always 
ask and I’m going to respond. Whatever they need me 

for, I’m there. And honestly, I believe your actions speak 
louder than your words. I’ve worked at many places 
where you hear all the right words, but the actions 
never really support them. I want the team to know 
that I’m in this with them. I’m experiencing what they’re 
experiencing, and based on that I’ ll try to make the right 
adjustments and shifts.

R1: Would that be your advice to people, to teams 
who also want to go lightning fast on those big-
ticket, mission-critical projects? To open the lines of 
communication and be direct and unabashed about 
what you need – all in the name of that ultimate 
goal you all want?

MH: I think my advice would be for people to not 
assume their CMO is an ivory tower. We really are 
people. We care about our teams. We want them to be 
successful. That’s our mark and our measure. So, share 
with us your issues, your challenges, because we really 
are here to help.

R1: And when you say, “ivory tower,” I get a picture 
in my mind of a certain type of executive, right? 
That sort of lofty individual who may be off in 
their suite, who probably doesn’t have an ear to 
the ground to hear what’s going on, how things 
are changing, what’s the new technology, what the 
process concerns are. That’s the dynamic you’re 
working so hard to avoid.

MH: Yes, I think that’s the key. I think too often people 
are afraid of repercussions, so they spin the facts for you 
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[if you’re an executive] – when in fact, no, everything is 
not great. And I realize also that it takes time to build 
the trust necessary to work through that; I mean, I’m 
new to most of the people at Keysight. But my view is 
you’ve got to try different things; if you’re not failing 
a little bit, you might not be pushing yourself hard 
enough. So, I really want my team to feel comfortable 
trying out new things. Sometimes those things will 
work amazingly well; sometimes they won’t. But if we 
don’t share information, we don’t learn, and then we 
can’t continue to get better.

R1: Absolutely. So, as of today you are about nine 
months into the launching the platform, right? 
What do you think have been some major wins to 
date? What would you and your team hang your hats 
on, in terms of tangible accomplishment?

MH: We’re a global company, so one win has been getting 
it rolled out across all the regions. Understandably, our 
North American region is probably the most advanced 
in its usage, since they’ve had it deployed the longest. 
They’ve built out some really great journeys in Eloqua 
for our customers, in addition to using it to push our 
products. That’s really exciting.

We’ve also started a webinar series called “Keysight 
Engineering Education,” or KEE, and we’ve rolled out 
a whole curriculum around that. There, we’ve leveraged 
Eloqua to deliver the schedule to customers, so they 
can sign up for all the different sessions. We’ve seen a 
huge uptick in participants, which is great. We’ve also 
been able to monitor and understand who is coming 
to those sessions, what the response rates are, what 
the engagement is. Some of the engagement is coming 
from existing customers, of course, but some is also 

coming from new prospects 
– and we’ve been able to 
successfully convert a lot of 
them. That sort of win has 
been a wonderful experience 
for the team.

R1: I’m sure! That’s great 
to hear. But, of course, it 
hasn’t all been wonderful 
along the way, right? That’s 
just the nature of our 
business. What challenges 
have you encountered? 
Implementation can leave 
some bumps and bruises, 
so I’m wondering what 
those might have been for 
you and the team.

MH: Now we’re scaling it in 
Europe; the European team 
has had to migrate a lot of 
their forms into Eloqua since 
we had the legacy website, 
which used all custom forms. 
That took a while. Right now, 
we’re sort of caught in this 
middle ground: we haven’t 
migrated all of the [elements 
from the] old website onto 
the new website yet, but we 
still have to make sure the 
old one works while we’re 
innovating on the new one.

I always joke to the team: It’s 
like we’ve built a rocket ship, 
but we’re innovating even as 
we’re flying up. Are we out 
of fuel? OK, what kind of 

KEYSIGHT'S RAPID TRANSFORMATION - MARIE HATTAR
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new fuel can we make and then add in there to keep 
progressing? We’re trying to build the best out there in 
terms of a marketing platform, but at the same time we 
can’t abandon our existing [assets] because they haven’t 
fully been migrated over. And that migration is going to 
take us a few years to do, because we have 80 years of 
legacy in those existing platforms.

R1: Right. And that’s a challenge that sounds pretty 
unavoidable: the fact you have decades of legacy 
to try to untangle. But are there any challenges 
you think you could have mitigated if you had 
approached them in a different way? If you could 
go back in time – we’ll go from rocket ships to 
time machines – if you could go back and change 
something, because now you understand how it may 
have held you back, what would it be?

MH: I probably made a classic management mistake in 
that I had the email team broken into two groups without 
a clear leader. I had two senior leaders overseeing this 
project, but no one person felt ownership. As a result, 
when I threw ideas out there around what I wanted this to 
be or how I wanted that to evolve, each leader thought the 
other person would take control and run with it. I was so 
new to Keysight and the company has so many different 
areas that I thought, “Hey, someone’s got it, right?”

What I didn’t realize was I had created a Frankenstein 
in terms of structure because of all the new things 
I was trying to put in place [at once]. I was trying 
to keep some things constant so that there wouldn’t 
be total disruption organizationally! The whole time, 
I was trying not to disrupt every single area. But 
sti l l , I should ’ve just consolidated the team, selected 
one leader, and said, “You go and run with this.” 
Eventually I did do that, but it took me six months 
to recognize we had that problem. For me, that was a 
major lesson learned.

Another thing, and this is probably more specific to 
Keysight, I had no idea how much customization had been 
done to our legacy systems. I didn’t know the extensive 
knowledge of data architecture you’d need to unscramble 
the code that had been used to make everything work. 
Not everything was documented, which I was used to; 
here, information was more tribal knowledge. You had 
to know the person who implemented it so they could 
tell you how it worked. Now we document as we go 
forward so we can build an elegant marketing platform 
that has clear logic for future colleagues.

R1: That’s a really underrated part of strategizing, 
I feel like: not thinking about only what affects 
current people and technology, but also thinking 
about how the teams that come later, and the 
challenges they’ll bring with them – how those 
things will be impacted by our decisions.

MH: Right. And the last piece of that is understanding 
people’s terminology. Vocabulary is key. Another big 
challenge for me has been understanding the Keysight 
language for what contacts are, for example, versus what 
leads are. It’s really interesting how across different 
companies, the word “lead” means so many different 
things. We can all assume we’re talking about the same 
thing when we aren’t. So, getting the team on a clear 
and consistent vocabulary was critical. We had to create 
a clean slate and explicitly define our language. “Going 
forward, we’ll only call this thing, this.” It’s funny – even 
at this level, effective communication can come down to 
the definition of a word.

R1: In marketing, it feels like sometimes it’s the 
smallest things that can have the biggest impact. 
And speaking of impact, I know you want to make 
a massive, positive one at Keysight. You’ve used 
the word “transformation” several times today. As 
you work toward that vision you have of the ideal 
marketing setup, what’s the next step in that process?

MH: Next we’re going to focus on enriching our data 
and learning how to better segment our audiences, so we 
can create what’s needed to ensure they receive the best 
customer experience. I’m looking forward to doing that: 
to building out our database, enriching it, and putting 
it into my team’s hands so they can use those tools to 
be more proactive in how we offer customers what they 
need – almost before they even know they need it. We 
have a large database, but we don’t talk to most of it. 
My goal is to get to the point where we’ve built out the 
journeys that allow us to talk to all those people.

R1: That’s great. Well, Marie, here at Relationship 
One we call this, “Inspired Marketing.” So, I’d be 
remiss if I let you go without asking you: What is 
it that inspires you — as a marketer, as a person 
— to take on new challenges? To join a company 
like Keysight that has so much history, so much 
complexity, and be in a highly visible role and jump 
right in?

MH: Many things inspire me. Honestly, though, I’m most 
inspired by my team. I am really fortunate to have some 
very, very smart people with me and around me. They 
have a lot of ideas, and they haven’t unleashed all those 
ideas yet. So, I get super excited when I think about how 
I can make that happen for them — how we can try 
those ideas out and learn from them. I’m also inspired 
by learning. When I look back at my career, those two 
things have consistently been there: getting inspiration 
through a great team of people I work with, and also a 
desire to continue learning new things. Ò
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RELATIONSHIP ONE: Hi Dart – thanks for 
the sit-down. Today we’ve got a topic on tap 
that I’m really excited to hear more about, 
because you have managed to consolidate 
a lot of different tools and functionalities 
for your email marketing into one single 
place: namely, Oracle Eloqua.

DART BEBEL: Yes, that’s right.

R1: Great. Well, before we get started 
there, could you give a little background 
about TurnKey, your accountabilities 
and role there, and then, of course, what 
brought you to this email initiative?

DB: Sure. I’m the Director of Database 
Marketing at TurnKey Vacation Rentals. 

I’ve been here for about a year and a half, 
and my role is to help the company scale. 
What that means is I try to figure out, 
from a "people, process, and technology" 
perspective, how we can take our product 
and grow and ramp up very quickly.

We’re a property management company. We 
manage about 3,500 properties across 55 
markets in the U.S. And as you can imagine, 
there are lots of intricacies in how you go to 
market and scale operations for properties 
all over the country.

Based in Austin, Texas, TurnKey 
Vacation Rentals was founded in 2012. 
With industry-low commission rates and 
an industry-high Net Promoter Score, 
it gives travelers a high-quality, hotel-
like experience and gives homeowners 
security and peace of mind.

R1: Very cool. I was thinking sort 
of about your competitors; there’s a 
company called HomeAway, which I’m 
sure you’re familiar with. Those guys got 
started here in Austin, Texas, where we 
are today. And it looks like a lot of your 
leadership at TurnKey has come from 
HomeAway. But in terms of services 
provided, it’s not a true overlap, right?

DB: Right.

R1: Because you guys are doing 
the management side of property 
management, and today you would have 
a listing on a site like HomeAway, which 
is more of a marketplace.

DB: Correct. We’re doing the backend 
management and hosting of those properties: 
the cleanings, the pricing, the taxes for the 
homeowners. And as you mentioned, we 
would then list those properties on sites 
like HomeAway.
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R1: Beautiful. So, let’s start at the beginning – the 
best place to start, right? How did this program take 
off at first? Was it that you came onboard, joined 
TurnKey, took a look around and said, “Hey, there’s a 
lot of extra technology going on here! Maybe we need 
to consolidate some of this?”

DB: Initially, we were trying to find a way to bring 
some clarity to what we were doing from a marketing 
perspective. As you said, we had several different systems 
in place, several different databases – different teams 
that were all working on different platforms, for their 
own different projects.

R1: A lot of difference.

DB: A lot of difference. It was very fragmented, and it 
was difficult to keep track of. We were doing the best 
we could, of course, and we were trying to scale, but 
we really did see an opportunity at that point to mold 
this new marketing technology stack 
that would be able to service of all our 
marketers in one place.

R1: Awesome. And what drove the 
decision-making behind that place 
being Oracle Eloqua?

DB: We picked Oracle Eloqua because 
it has this ability to keep our data 
segmented in a way that makes sense 
for the campaigns we’re going to be 
launching. We’ve got various audiences. 
We’ve got a large guest population. We’ve 
got homeowners. We even have some 
homeowners who are also guests on some 
of our properties! So, being able to house 
all of that data in one platform – and 
then being able to not only combine it 
all but also separate it out when you need 
to – that was crucial for us. Ultimately, 
the reason we decided to go with Oracle 
Eloqua was because we thought it was the 
best fit for our data model.

R1: And now that you’ve had a chance to see Oracle 
Eloqua in action, does it still align with what you 
had hoped it would be for your database?

DB: Things are going great. We’re a little over a year 
now into our implementation. Before, we’d had some 
basic campaigns set up in various systems. Now, [those 
campaigns] are fully automated and are talking to each 
other. We’re moving people in and out of segments in 
our programs, and we’re always looking for the best ways 
to deliver the right messages to the right people at the 
right time. And again, it’s not just that we’re doing that; 
it’s [also] that we’re doing it in a very methodical and 
automated fashion.

R1: Right. Maximizing efficiency. And from that first 
decision to go with Oracle Eloqua for this initiative, 
to the present day with these great results, what were 
the steps in the middle that sort of connect those two 
extremes? If mean, if you had to describe in a step-
by-step way for another marketer – how you set this 
up, how you’ve enabled TurnKey to succeed with it 
– what might you tell them?

DB: Sure. Step number one for us was really to go 
through and understand our audiences. As I mentioned, at 
a high level we’ve got guests, we’ve got homeowners, and 
we’ve got homeowners who are also guests. So, we had to 
walk in the shoes of those people. We had to spend time 
understanding how they would go through an experience 
of ours, from end to end. How does somebody learn about 
TurnKey if they’re going to be a guest? What are some of 
the things they would look for in vacation rentals? What 
are some of the questions they might have? What’s the 
actual process they’d go through to make a booking?

And then from the homeowners’ side, what would 
motivate a homeowner to pick TurnKey? You know, 
this is a space where people will oftentimes manage a 
property themselves, because they think they can save 
[money by avoiding] the commission. So, what we have 
to tell this group is that our technology is going to drive 
more bookings, and will do so at a much lower cost rate.

R1: Right. Drive home the point that even though 
it might require commission, it will ultimately be 
more cost-effective for them. Critical value prop.

DB: Yes. As I said, it’s walking in the shoes of those 
homeowners as well as those guests – determining what 

- STORIES OF MARKETING INSPIRATION -
Ò

"...WE HAD TO WALK IN THE 
SHOES OF THOSE PEOPLE. 

WE HAD TO SPEND TIME 
UNDERSTANDING HOW 

THEY WOULD GO THROUGH 
AN EXPERIENCE OF OURS, 

FROM END TO END."



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

we want each person to go through and experience, based on 
how they interact with our brand and our business. Just to 
bring it back around, that’s how we ended up picking Oracle 
Eloqua; we thought it was ideal for us in terms of being able 
to deliver the right content to the right audience members at 
various points in time, at different intervals, and knowing 
that it would be consistent and targeted. And all that got 
installed.

R1: Sounds like you’re confident this was the right 
approach for you guys to take, but this is something 
I always like to ask marketers: Is there anything you 
would do differently, if you could? Knowing what you 
know now, in this moment, is there anything you would 
change about the process? Anything you’d alter about 
your approach?

DB: No, I wouldn’t change anything; it all went perfectly!

R1: And we’re done! An interview finished in record time.

DB: [Laughs.] In all seriousness, if I could go back and do 
this again, one thing I would do is flesh out the potential 
use cases even more. I mean, we started off with a pretty 
comprehensive list, in my opinion; we knew there were about 
20 or 30 things that whatever system we ended up with 
would have to be able to do. That was a great start for us.

But at the end of the day, now that we’ve sort of checked 
all those boxes and gotten those fundamental things up and 
running, we’re realizing there’s even more that we want 
to do. Had we had more time to sit down and develop that 
list more robustly, maybe now we’d be in an even better 
spot? But again, I’m very happy with where we are in our 
implementation, because we’re seeing the results.

R1: Right. I’d be so interested to hear some of those 20 or 
30 things that you mentioned were on this original list 
you guys had. Sounds like they were sort of your guiding 
principles.

DB: One of things on the initial list was we knew we had 
to be able to move people in and out of different campaigns 
as [new] information came in about them. Let’s say we had 
an idea about what a person might be interested in; we 
knew what relevant content we could serve them with, for 
example. But as that person matures [through the funnel] 
and becomes more known to us – maybe they’re interacting 
with the site, maybe they’ve even taken a phone call with a 
sales rep – we need to be able to quickly serve them different 
experiences.

R1: To reflect changes in their needs and interests.

DB: Yes. So, while we did account for that, maybe something we 
didn’t necessarily account for was the level of personalization 
we’d have to include to make that possible. Again, we’re in 
55 markets. How could we learn about audiences in those 
markets, customize emails, localize content? We have to have 
very, very customized templates. And the downside there is 
thinking about how you can scale and grow quickly. 

R1: I feel like marketers always have that give and take, 
right? How can you balance your preferred outcome with 
the nitty-gritty technical stuff you have to go through to 
make it happen?

But again, you’ve spoken of the success you’ve seen 
with this. Could we dive deeper on that? You’ve called 
the results “great” so far. What is it that makes them 
noteworthy?

DB: Internally, we look at NPS all the time. We try to 
benchmark ourselves against the industry. Right now, our 
score is hovering around 50; as recently as late last year, we 
were as high as 60 or 62, and that was industry-best.

Net Promoter Score (NPS) is a management tool used 
to gauge how loyal customers are to a brand. Adopted 
by more than two-thirds of Fortune 1000 companies, it 
ranks a business from -100 to 100 based on how likely 
customers have indicated they would be to recommend 
the business to other people.

Another sign of success is we’re growing rapidly, across 
many metrics: doubling in revenue, doubling in homes that 
are under our program annually. That tells us we’re reaching 
the right audiences with these campaigns, and these targeted 
programs are enabling us to grow aggressively as a company.

R1: Love to hear it, Dart. And what sorts of technology 
empowered you guys to pull this campaign off and 
achieve these results? I know Oracle Eloqua was a huge 
piece, but I’m sure it wasn’t the only piece.

DB: Definitely. We have our Salesforce instance running in 
the background. We use Tableau to support data visualization. 
But really, where it all starts for us is exposing that data. There 
are a lot of people here who are looking at that information 
– building dashboards, refining ideas, using those insights to 
come up with different opinions about what we can be doing. 
This is why we’re such an aggressive A/B testing company, 
especially when it comes to content. We want to figure out if 
we’ve come to understand our audiences, or even a specific 
segment within an audience. We use data to inform our 
decisions, and most of that data lives between Oracle Eloqua 
and the CRM.

R1: And using all of this technology, all of these data 
learnings – what’s next for TurnKey? What’s the next big 
thing you’ve got your eye on?

DB: We’re going to continue teasing out the segments within 
our audiences. We know that everyone isn’t going to respond 
to the same kind of messaging, because they don’t all have 
the same motivations. They don’t all have the same goals in 
mind. This is why we’re really big on A/B testing, because 
it’s always going to be up to us to determine how the right 
people can see the right content at the right time, for their 
particular journey.

R1: As you aim for that goal, what do you see as being 
some of the tools or apps you’ll need to have at the ready? 
What are some of the solutions you’ll need to be effective 
in your role? 
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DB: Well, I love Oracle Eloqua. I’ve been a customer for many 
years, and I’ve really come to appreciate CDOs [Custom Data 
Objects] and all the vast flexibility they bring to the platform. 
I’ ll admit I wasn’t always a fan; maybe that [will resonate] 
with some Oracle Eloqua users out there who haven’t had the 
chance to use CDOs yet or haven’t experimented with them 
yet. But now I almost can’t live without them. So, that’s the 
number-one trick or tool I would need to have: Oracle Eloqua 
CDOs. It would be even more valuable to someone or [to] 
a team that is just starting out with marketing automation, 
because you can do a lot of creative things with CDOs that 
you simply can’t do with standard tables.

In Oracle Eloqua, a Custom Data Object (CDOs) is a 
set of custom records that supplements standard contact 
and account records. Custom objects enable users to store 
additional data in a scalable way and to link that data 
to a contact or account record.

Users can build a custom object with any combination of 
standard and custom fields, then populate those fields to 
create custom object records, and then link those records to 
a contact or an account. Powerful and flexible, linked records 
enrich segments, campaigns and programs with information 
not found in contact fields and account fields.

R1: Well, you were a pretty experienced Oracle Eloqua user 
coming into this, right? So, you saw something in CDOs 
even as a veteran – even as an Oracle Eloqua power user.

DB: I’ve had a chance to work with some great, successful 
organizations, and what I took from that is sometimes they 

approach data in a standard way: in a way that doesn’t allow 
for overlap between campaigns. You’re either this or you’re 
that in our database. You’ve either done this or you’ve done 
that, so you’re in this campaign.

But here [at TurnKey] I saw we had a chance to make a data 
model that’s blended and highly customized. That means 
you’ll need to be able to track data in a way that’s not 
necessarily standard, that’s maybe not going to fit onto one 
data table. That’s what drew me to CDOs.

R1: Excellent. And like I said, you’re no neophyte to this. 
You’ve experienced Oracle Eloqua in lots of different 
iterations and have seen use cases at many different 
types of companies. So, with all the wealth of knowledge 
you have today, if you could go back and talk to Dart 
from three years ago, what would you tell him? How 
would you talk to that guy so he could accelerate his own 
journey? 

DB: I would tell myself to invest time in developing skills 
for the analyzer part of the [Oracle Eloqua] platform. The 
reports you get out of the box can be really useful, but to 
really get the most out of it you have to hone some deeper 
skills – especially now that there’s a new Insight feature.

R1: Is Insight the dashboards area in Oracle Eloqua?

DB: Yes. And I’m just blown away by how [the updated] Insight 
lets you combine tables and perform [data] unions; it’s helped 
us bring useful, meaningful information to TurnKey. That’s 
part of the ongoing data conversation that we have here.
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R1: Is there a specific 
report you can do 
now that, maybe 
compared to what 
you could do before 
or the limitations 
from before, is just 
the magic key that’s 
really made an 
impression on you? 
In terms of what it 
lets you slice and 
dice and learn?

DB: Yes, I’d say 
the reports that are 
especially meaningful 
to me are the ones 
that help me figure 
out how we’re going to 
scale across those 55 
different markets — 
how we can combine 
data from 55 different 
programs into one 
concise review and 
develop a dashboard. 
Because I know the 
people who look at 
that information 
won’t necessarily be 
interested in the exact 
number of emails we 
send out in a given 
week, you know? But they will be interested in knowing 
what we learned from those sends.

What trends are we seeing from our campaigns? Is our 
[engagement] effective or not effective? That’s what 
you’re able to do with the dashboard when you really 
develop your skills on the analyzer side.

R1: Absolutely. I mean, you’re sort of describing how 
you became inspired to learn more about Oracle 
Eloqua – what it can do and what’s possible if you 
dig in and “invest,” as you said, in learning how to 
use it in unique ways. What are some other things 
that inspire you – either in your role at TurnKey or 
more broadly in marketing?

DB: This may not be popular, but I’m inspired by 
winning. Honestly, since I have a little child, I deal with 
two questions mainly. I always ask, “What are the rules?” 
and “How do you win?” And I really take that approach 
both to life and to market. Pretty much everything I do 
revolves around answering those two questions so we 
can – as a team, as a company – find success at the end 
of the tunnel.

R1: And what are 
the rules in your 
role? And how do 
you win?

DB: Well, I wear 
two hats. I’ve got 
the homeowner or 
acquisition side and 
then also the guest 
side. From the guest 
side, the rules are 
don’t be creepy with 
your personalization, 
right? You’ve got to 
be able to provide 
relevant content 
by using whatever 
information you have, 
but at the same time 
you don’t want to 
[activate] that creepy 
factor, where you push 
people to think you 
know a little too much 
about them. As for 
how you win – that’s 
getting them to fall in 
love with TurnKey as 
a brand, and getting 
them to the point 
they’ll choose us first 
for all the vacations 
they take.

On the homeowner or acquisition side, the rules are 
staying relevant, staying top of mind – making sure 
we’re delivering messages at the appropriate time, based 
on conversations we’ve had with them. Even if we’re 
doing it mechanically or automatically, [the rule would 
be] still letting them know that we’re listening, that we 
care about what they’re telling us. It would be us saying, 
“I really think this particular piece of information is 
important for you to have right now.” Or, you know, 
“These are the right next steps for you to get where 
you want to go.” And again, the winning part is getting 
people to fall in love with the TurnKey brand – and then 
ultimately entrust us with their home. Ò
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RELATIONSHIP ONE: Glad to have the 
chance to sit down and speak with you, 
Ashley. Now, I think we’re going to spend 
a lot of our conversation today talking 
through some of the really creative ways 
you and the marketing teams at Lenovo are 
using Eloqua Engage. I’m super excited for 
that. But before we dive in, can you refresh 
me and listeners and readers on who you 
are and what you do at Lenovo?

ASHLEY WYLIE: Sure. I have over a decade 
of marketing experience, mainly concentrated 
in digital marketing, with a lot of time spent 
on outbound and email marketing. I’m the 
outbound marketing and database manager 

for the Lenovo Data Center Groups, within 
the North American marketing team. I 
handle our Oracle Eloqua database and its 
related integrations: tracking lead growth, 
data hygiene, governance, and our outbound 
marketing efforts, which include email sends 
and nurtures.

R1: Excellent. You mention that you work 
at Lenovo. I’m sure that’s a name familiar 
to a lot of people out there. If you had to 
give a CliffsNotes version of what you’d 
want your average person to know about 
Lenovo – because you guys do so much, and 
you are so big and so well known – what 
would be some of those core takeaways?
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AW: Lenovo is a $45-billion, Fortune 500 company. 
We’re a global technology leader in driving intelligent 
transformation through smart devices and infrastructure. 
We manufacture smart phones, tablets, PCs, workstations, 
AR/VR devices, smart home office solutions and, of 
course, the data center solutions that I market.

From 2012 to 2016, Lenovo was the “Official 
Laptop, Desktop and Workstation Sponsor” of 
the National Football League – featuring Peyton 
Manning, Larry Fitzgerald and Odell Beckham, Jr. 
in digital ads and inspiring an onscreen segment 
during live games called Lenovo Coach’s Corner.

R1: And in the midst of all this technology, what 
initiatives are you the most excited about, Ashley? I 
guess I’m asking as a Lenovo consumer to a Lenovo 
professional – an insider!

AW: Well, we’re rolling out a fresh Oracle Eloqua 
instance. We’re building an internal development team to 
help us [on the marketing side] better contribute to our 
sales team’s efforts to drive and progress opportunities. 
And as part of that, we’ve been introducing Eloqua 
Engage templates to our sales reps, so they can have 
more consistent messaging.

R1: So, improving sales enablement is one of your 
major ambitions right now?

AW: Yes. We’ve been working to enable our sales team 
with tools to enhance engagement with customers. 
Oracle Eloqua Profiler helps with that by providing them 
with ready-to-go emails, and then with Eloqua Engage 
they can send those emails out to customers about 
our solutions – about any topic those customers find 
interesting. The goal is to bring relevance and timeliness 
to these conversations.

R1: I’m not sure how far into this initiative you 
all have come so far, but is it possible to ask how 
this goal is progressing? As you seek to improve 
the custom feel and immediate relevance of, you 
know, those sales-to-customer conversations, how 
successful have you been? How much more is left 
to go?

AW: Our first round of training with the Oracle Eloqua 
templates did not go as smoothly as we would have 
hoped. There was not a strong enough push for the reps 
to use the tool. Plus, we had multiple instances of Oracle 
Eloqua up and running, so that prohibited us from being 
able to support all of our sales teams effectively.

But our second attempt is going much better. That’s 
where we are right now, and we’re seeing several reps 
use the templates as well as request additional templates. 
One team provided an email template for the program 
and then complained because they felt only a handful 

of sales reps were actually using it. But compared to 
usage prior to this effort? About five reps each sending 
an email to 100-plus contacts is a record! It’s 100 times 
what we had been seeing before.

R1: That’s awesome to hear. Every project begins 
with a first step, and something I’ve learned as a 
marketer is that even those small wins have to be 
appreciated. How did this project first get off the 
ground? In a concrete sense, how did you get started? 

AW: I worked with the field marketing manager on my 
team to create a series of default templates, which could 
be used to craft unique messages, as well as campaign-
specific templates, which could be used when the reps want 
to send their own emails through the tool. We created 
documentation and took the sales team through training.

R1: And it’s kept evolving since then?

AW: Yes. This quarter, we’ve introduced event invitations 
and a door opener campaign into the mix. The idea is we 
want to encourage the sales reps to use Oracle Eloqua in 
conjunction with other efforts we can help them support.

A door opener campaign is a marketing initiative 
designed to build brand awareness and interest at 
the top of the funnel. Usually it mixes email with 
"snail mail" outreach, like postcards or small gifts 
with a personalized message.

R1: A two-pronged approach, right? Not so much 
asking sales to give up their sweet spot – their email 
or cold-calling niche – but asking them to augment 
with these cross-team concepts that are more 
personalized, more standardized. What key steps 
have you taken along the way to ensure marketing 
and sales could end up collaborating like this – in a 
way that is ultimately best for Lenovo?

AW: The first and most important step is getting sales 
leadership on board, so they will promote and drive 
usage of the tools on their teams. Sales reps are under 
constant pressure to close new deals, so in some ways 
throwing another tool at them – you know, “Use this 
tool, pull this report, fill in this information” – is just 
one more thing on their plate.

R1: An already full plate.

AW: Right. But if you can get sales leadership to see 
the value of the tool and get them to encourage [their 
reports] to use it, you see much greater success.

Another major component is training and support. As 
I mentioned before, we made how-to documents for 
the sales reps. We also provided them with a video 
recording for on-demand training, and conducted both 
team training sessions and one-on-one training sessions 

- STORIES OF MARKETING INSPIRATION -
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as needed. We’re always striving to help [our colleagues] 
better understand how to use the tool – troubleshooting with 
them and providing them with updated information as the 
interface changes.

R1: That is a lot of training and deep investment in the 
sales team. That might be, for me, a new level or a deeper 
level of engagement and cross-team cooperation than I’ve 
heard in a while. In terms of that age-old battle between 
sales and marketing, sounds like you’ve worked hard to 
put that to bed.

AW: Well, after you get sales leadership on board [with 
your idea], the next most important step is to gather success 
stories and identify your evangelists within the sales team. 
Evangelists are people who recognize the good things that 
have come from using the tool, and they’re happy to talk 
about these experiences. When you hear from your peers 
about the successes they’ve been having, that can help dispel 
your doubts and concerns. We hope that once we have our 
evangelists in place, more sales reps will be willing to use 
Eloqua Engage. 

R1: Do you already have a rough idea who those 
individuals might be? Or is there a certain process of 
research and behind-the-scenes analysis you have to 
manage before you can positively identify, “Yes, let’s 
encourage this person to be our champion”?

AW: We’re currently in the process [of making those 
decisions], but we have identified a couple sales reps. I even 
had one person send me a message that said how wonderful 
they think the tool is and asking if we can get more templates! 

That’s very encouraging. That shows that what we’re doing is 
having a positive impact. We think our next step might be to 
create a request-and-approval process for new templates, so 
reps can have more messaging options beyond the ones we’re 
already providing them.

R1: Getting positive emails like that is always a feather in 
the cap. And I agree – finding evangelists is so important, 
because goals are always getting tougher, teams are 
always changing, new tools are always emerging. You’ve 
got to find peers who believe in your vision, who can get 
everyone else excited too.

What has been the hardest part of this process? Not just 
about finding the evangelists, but about the whole project 
– what has been the greatest challenge?

AW: The hardest part for us has, honestly, been tool access. 
For some reason, log-in issues seem to appear every day 
that we need to resolve: whether it’s resetting a password 
or explaining which browser is better. That’s been more 
time-consuming than anticipated. We’ve had a few odd error 
messages and some “I can’t log in” complaints. We try to 
address those as we go.

R1: Hey, if that’s one of the lowest lows you can think of, 
you guys should be proud! What are some other successes 
or wins that come to mind?

AW: It’s not official yet because we still need that new 
Oracle Eloqua instance up and running, but we will now be 
able to support all of our sales teams with access to Eloqua 
Engagement, Access and Profiler, since we’re consolidating 

all our audiences into one 
instance. That means that 
teams who [previously] 
had asked to use the tool 
but couldn’t do it will now 
be able to do so, which 
will help us grow our 
user base and hopefully 
will help improve overall 
sales efforts. That also 
means we’ll only need 
to make one version of 
each template, because 
now reps will be able to 
customize templates for 
their audience – saving us 
time and dollars.

Another big win will 
also be ensuring there is 
consistent messaging and 
brand visual identity. All 
of our email templates 
now will be built with 
those [elements] in place 
already; that can improve 
customer experience 
through better, more 
relevant conversations. 
It’s just a huge success that 
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reps now can see what is of interest to their contacts. 
They can set up alerts for when their contacts visit 
the website. They can provide value to their contacts 
with timely, interesting information – and it won’t be 
delivered in a "Big Brother" sort of way, but it will be 
based on each person’s digital behavior.

R1: How does technology play a role in this effort? 
I think you may have alluded to this earlier by 
mentioning the Oracle Eloqua products by name, but 
technologically speaking, how are you enabling all 
of this to happen?

AW: The major pieces of technology that we’re using 
here – Eloqua Engage, Eloqua Profiler, our marketing 

platform itself – they’re all integrated with Salesforce. 
We use Oracle Eloqua to track the digital interaction 
data, and then we share that data [with sales reps] via 
Profiler.

R1: Awesome. So, what’s next? Where do you go from 
here?

AW: One thing we’d like to see is predictable data made 
available to reps directly within their Salesforce instance. 
Another goal would be to make it possible for them to 
access intent data and activity level [for their prospects]. 
We’d like to give sales reps even more power within 
Salesforce when it comes to prospecting and progressing 
opportunities. Ò
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RELATIONSHIP ONE: Today I’m joined 
once again by Ryan Coats. If you go all 
the way back to the second episode of our 
Inspired Marketing podcast – this can be 
found online for you readers out there 
– you can hear the first conversation 
we had way back when. Almost two and 
a half years ago, right? Unbelievable. 
Welcome back, Ryan!

RYAN COATS: Thanks, Scott. It’s a 
pleasure to be back, and congratulations on 
all the success you and the show have had 
since that first podcast we did. Interview 
number two for me – that’s really exciting.

R1: You’ve been promoted since our last 
conversation! Your team has grown, and 
things at Optum have kept on evolving. 
But just so we don’t force people to go 
back and listen to our first conversation, 
deep in the Relationship One archives, 
could you explain again what Optum 
does, what your role is there, and what 
the current landscape is for you guys? 
Though I guess some answers have 
changed since then.

RC: Happy to! Optum is a healthcare 
technology and services company. Our 
mission is to help people live healthier 
lives and to help the health system work 
better for everyone. It’s a pretty lofty goal 
and it’s something that we’re really serious 
about. We focus on the customer and the 
experience that the customer has, so we 
play a role in all parts of the health system 
– from small doctor’s offices to large health 
systems and even with the government. So, 
there’s a lot going on here at Optum, and 
fortunately that makes for a great career if 
you are a modern marketer.

R1: Tell us more about that career, Ryan. 
How is your role today different from 
what it was back in April 2016, when we 
first sat down and spoke?

RC: Back then my role was definitely 
focused on traditional demand generation. 
We used Oracle Eloqua from a marketing 
automation perspective only. Now I would 
say our demand generation has really 
expanded to be the demand creation engine 
that we all aspired for it to be, across 
channels. We’re using paid search and social, 
and offline activities, too. We’re tracking 
those strategic customers who come to our 
Experience Center from across the country. 
So, we’ve evolved quite a bit since then.

Now the team has about 50 people on it 
and their responsibilities encompass all of 
those channels – because when you think 
about demand creation, all of those web 
properties are linked.

Located within headquarters in 
Eden Prairie, Minnesota, the Optum 
Experience Center is a unique, brick-
and-mortar environment where 
industry leaders, clients and partners 
can explore the holistic impact of 
Optum’s technologies.

R1: And the fact your team has grown so 
much – that in and of itself is a testament 
to the fact you guys have been seeing 
success. Teams tend not to grow when 
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they’re not doing well, right? So, what do you think 
has contributed to that expansion to more colleagues 
and more accountabilities?

RC: I think there are a few things going on. First, I 
would say Optum has been a fairly traditional marketing 
organization. It’s been focused on brand, product, offline 
events and typical things like that. And with our group, 
we were really the true experts in all things digital at 
the time, whether that was marketing automation, SEO, 
SEM or anything else. But as marketing became more 
integral to business success, and as our growth numbers 
improved and our aspirations grew as a company, we 
realized we needed new ways to contribute. Digital is the 
way to do that, and we’re not slowing down.

Our team had the expertise and the technology, and 
we could partner with other folks in the marketing 
organization to help them achieve their goals. And when 
you’re helping other people be successful, you’re going to 
be successful, too. It’s like that old Zig Ziglar quote: “If 
you help enough people get what they want, you’ll also 
get what you want.” That’s 
really true. And that mindset 
has matured over the years 
with my team, to the point 
that we actually have some 
named, shared goals with the 
partners we work with.

R1: That’s awesome. Can 
you explain how exactly 
you guys did that? I mean, 
it’s not easy to align your 
team’s goals with the goals 
of other people. How did 
you manage to solve that 
age-old problem?

RC: It’s been quite a journey. I’ ll use this opportunity 
to share the framework that I really like for metrics. It’s 
not my own; it’s from SiriusDecisions. There are three 
parts to it: activity metrics, outcome metrics and impact 
metrics. And all of those are linked.

So, if I’m a prospect and I’m doing a lot of different 
things – that’s "activity" – we have measures around that. 
Technology and digital promote activity. But the next 
question should be, “What are the outcomes?” Because 
then the last part, and this is the hard part, is you need 
to show impact. You need to relate the activity metrics to 
the outcome metrics so you can show if [your marketing 
efforts] are working, if you’re doing them well. This is 
the journey that we’ve been on over the years, and it was 
just earlier this year that we were able to launch this 
framework [internally], with the help of a ton of people. 
So, I can’t take too much credit for it. Like anything in 
marketing, it took a village.

R1: So the framework you launched combines 
activity metrics with outcome metrics and impact?

RC: Yes. We call it our attribution model, and it essentially 
looks at all of the marketing activity we’re tracking in 
Oracle Eloqua and links it up to our Salesforce data. That 
sounds simple, but here at Optum sometimes things can 
get complex! Our sales cycles are long and sometimes 
they get hairy, so that really was a data challenge. But 
this attribution model has enabled us to show that impact 
metric, which is used at the C-suite level – where our CMO 
helps educate her colleagues and some business owners 
on marketing’s impact. It has become a very helpful tool 
to show that marketing makes a big difference.

R1: Not sure how easy it would be for you to explain 
more about the attribution model. I mean, we have 
the basics, right? That triangle of the three metrics 
working together? But even more detail would be 
great for all those marketers’ ears out there who just 
perked up, at the concept of that silver bullet that 
can prove marketing’s worth all across an org.

RC: Absolutely, Scott. So, 
I’ ll try to give you an image 
here. If you think about an 
archery target, you’ve got 
the bullseye in the center, 
and then you have another 
ring around that and then 
maybe a third outer ring. 
That center bullseye is sort 
of your traditional MQL. It’s 
the source of the marketing-
generated opportunities that 
we have handed off to sales. 
But that next level, that next 
ring, is where leads are who 

are what I call “influenced” by marketing. And that’s 
where it can get pretty interesting. Optum is a huge and 
complex organization, and our deals are fairly sizable – 
so, attribution is often hard. So, we need to look at not just 
marketing qualification, but also marketing influence.

R1: I think I see. You’re increasing the scope of how 
you understand how an opportunity has come to 
be: its "when, where, how, and why," so to speak? 
Awesome. How did you make that happen within 
Oracle Eloqua? It’s such a huge pain point for so 
many marketers out there.

RC: What we do is we put some parameters around our 
Oracle Eloqua activity – and again, we’re tracking all 
sorts of activities – and then we look at the opportunities 
in Salesforce. The idea is if we can tell within a given 
amount of time (that we’ve all agreed on) that an activity 
occurred either prior to the close of a deal or prior to the 
creation of a deal, marketing has to have influenced that 
[activity] in some way.
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This goes back to the types of activities that we’re tracking 
and how meaningful they are. We’re not tracking when 
someone opens an email. We’re tracking more engaging 
types of activities, like coming to our Experience Center or 
attending a webinar. The intent is to show how marketing is 
interacting with the breadth of buying committees that exist 
out there.

R1: How do you show that progression? That someone 
has taken an action during a certain period of time, and 
now they’re hot from it, ready to be sold from it – or 
now they’re just that little bit warmed up, or maybe now 
they’re still not ready for sales?

RC: We go from “Generated” (which we also call “Sourced”) 
then to “Influenced” then lastly to “Engaged.” The difference 
with “Engaged” is it really looks more at the account level 
and not at the person level. So, we may be doing a deal with 
a particular company, but that person may not necessarily 

be tied to the deal directly. However, there’s a chance that, 
because of their engagement with our marketing activities, 
they are playing a role in how that deal is progressing through 
our pipeline. Hopefully that made sense?

R1: I think so, I think so. Might have to think about it 
a little more later, but I do think I’ve got the gist there. 
And when you roll up that report, is it visual in the way 
that most pipeline reports are, or is there another way 
you render those insights? Because you’re describing sort 
of an atypical way of looking at metrics.

RC: It’s not visual in the terms I used before, with the bullseye 
and the archery targets, but we do have a visualization for it. 
We use the good ol’ bar chart method, because it’s easy for 
everyone to understand. And I do think that’s a key thing: 

ease of interpretation. As marketers, we love fancy imagery 
and slides and all that, but when a CMO gets into the C-suite 
with his/her peers, and you’ve got CFOs and CEOs and 
presidents of business units, they just need the facts. The 
data. And everyone understands that bar chart.

R1: I hear you. Bar charts – not fancy, but they get the 
job done! Wondering if we can quickly segue back to 
how new your role is and all the changes you’ve seen in 
your own accountabilities. It feels like you’re in charge 
of both brick-and-mortar experiences and also digital 
experiences, right? And that would be a bit unique, I 
think, because tons of marketers out there deal solely in 
the digital.

RC: Exactly. The “digital experiences” part of my title really 
refers to our web properties and that [online] experience we’re 
creating for prospects and customers. But the Experience 
Center I’ve referenced a couple of times now – that’s a totally 

different thing. It’s a really cool space at Optum headquarters 
in Minnesota, where we can bring prospective customers 
and also [current] strategic clients. They can come and learn 
about everything Optum has to offer and talk to us about 
how we can help them solve some of their biggest challenges. 
You can think of it sort of like a customer briefing center.

R1: Got it. That sounds like a great asset for everyone 
in your funnel: from the prospects and to maybe even 
the evangelists-in-the-making. And this being top of 
mind for you, like I said, that’s a new part of your role. 
Could you describe that journey? In a few years you’ve 
progressed from being a senior manager to this VP role, 
and I think we’re all interested in advancing our careers 
in the way that works best for us. What insight could you 
give to other aspiring leaders and marketers?
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RC: Well, I consider myself fortunate, actually, just to be 
working for such a great company that has afforded me 
these opportunities. When you and I first met, Scott, it 
was during our first implementation [of Oracle Eloqua] 
here at Optum and a man named Steven Loewyv was my 
boss. I believe we share him as an acquaintance, actually! 
But when Oracle Eloqua was first implemented here, 
Steven came up to me and said, “I just need you to send 
an email.” You know, and I said OK. And when you think 
about it, that was the goal back then.

R1: A simple goal.

RC: Right. So, to be where we are now is pretty amazing 
and quite fun to think about. Back then, we were a team 
of five or six people, and sending emails was really our 
focus. We were kind of an email marketing shop. But 
again, the story starts to get interesting when you think 
about how we matured and started using Oracle Eloqua.

Because then we had different analytics we could use, 
and we had different insights we could start leveraging 
to make change. And to be honest, I think that is the key 
in terms of how my career has progressed. I would be 
the first one to tell you it’s taken a little bit of luck. But 
at the same time, it’s also been us being willing to try a 
new technology, and then it was having leaders at Optum 
who put trust in me to execute.

R1: Believe me, I thank you for your humility – but 
don’t sell yourself short here! A lot of good leadership 
revolves around executing on the trust that people 
place in us. Proving that it wasn’t misplaced. And 
more than that, using that as an opportunity to 
improve the experience people get when you market 
to them, which it sounds like you’ve taken very 
seriously.

RC: I mean, we really think about how we can help 
our marketing partners; how we can help our key 
stakeholders achieve their goals using our tools and 
expertise. I’ve always considered our internal partners 
to be our customers. We are a shared service at Optum, 
right? So, that means we’re not just order takers. We’re 
consultants. We’re partners. And when you’re consulting 
or partnering, you have to take the time to understand 
people’s pain points so that you understand the value you 
bring them.

It’s not a whole lot different from being a sales guy. You 
have to understand people’s pain points so you can figure 
out how to help make them successful. And then to be 
really good at it, you have to be measuring along the way 
so you can show where you’ve been improving and where 
you still need to get better.

R1: And as you’ve progressed through different roles 
of more and more leadership, how has it been to 
manage more and more people? We often talk about 

how hard it is to implement the new technical stuff – 
but what’s technology without people, right? What’s 
it been like to manage bigger and bigger teams? 

RC: It’s the people who are most important to me in 
all this. When I look back on the last eight years of my 
career with Optum, I’m most proud of the culture we’ve 
collectively created. And that’s not a "me" thing. It can’t 
be, because everyone helped create the culture. And our 
culture is really one that puts the customer at the center 
of everything we do. I know that idea probably gets a lot 
of airtime and is maybe a buzzword now, but I think our 
team lives it, and I think it’s what has made us successful.

Another thing I think is important about our culture is 
we’re all continuous learners. We constantly challenge 
each other to learn new things. That helps us tackle big 
problems, like when we took on attribution or creating 
the first lead score – or even back when it was sending 
that first email. No matter the challenge, big or small, 
we’re all interested in tackling it instead of running away 
from it, and we do so in a really positive and collaborative 
way. And I think that in large part is what sets us apart.

If you were to look at the makeup of the team, number one, 
you’d see that the bulk of the team has continued to grow 
right along with me. I’m really proud of that. And two, I 
think you would see that none of us really came into the 
organization as experts. We’ve learned along the way. And 
that’s good advice for everyone, right? There’s always an 
opportunity to learn, no matter what you’re doing. That’s 
part of the fun. And in this business, the journey is the fun. 
I’m learning something new every single day.

R1: Does that ever become scary? The concept of 
constant change? Constant learning?

RC: Whether you’re in marketing or you’re in sales, what 
you do is a craft. It’s something you have to continually 
work on and improve and adapt, because nothing stands 
still. The market doesn’t stand still. Your organization 
doesn’t stand still. The technology and the tools 
don’t stand still. So, you’re constantly dealing in that 
environment.

R1: And how do you enable the people around you 
to keep on learning and growing? Like you said, 
the tools and the market are always in flux, always 
changing. It sounds challenging to try to gain 
expertise while the target keeps moving.

RC: Yeah, it’s really hard. But we’ve done a couple things 
to keep [fostering] learning and development. The first 
thing we’ve done well is be really intentional about 
solving new challenges. If there is something new that 
needs to get done, or if there is an interesting idea that 
someone mentions in passing – “Hey, it would be nice 
if…” – we don’t let that slide. We ask ourselves, “Can we 
do that? How might we address that problem?” That’s 
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built into our culture, and that’s something you can learn 
through. That old cliché about how you learn from your 
failures; it’s true. Because you’re going to make mistakes 
along the way, so you have to be able to learn from them.

The other thing is we do is make time for learning. I’ve helped 
create and support time for learning. I think that’s critical to 
do as a leader, and I’m fortunate to have had a former boss 
who promoted the same idea. I think every year we should 
all go to different conferences – whether it’s in our field or 
not, whether it relates to our day-to-day job or not – just so 
we can learn something new and bring it back to the team 
and share it.

R1: And what’s the process behind how you collate all 
those learnings that you guys bring back with you?

RC: It’s not super-fancy, but what we’ve done in the past is 
we literally at the beginning of the year have a spreadsheet 
and we have someone on the team manage it, and we lay out 
all of the conferences that are on the table for the year and 
who’s going where. Because we want to make sure we bring 
back some diversity in our thoughts, right? We don’t want to 
send everyone to the same kind of event.

So, when people come back, they are required to come to one 
of our team meetings, which we have once every two weeks, 
and they can present a PowerPoint that includes the fun 
stuff – the pictures, the parties – but also the three to five 
key learnings they feel is most important to share from that 
conference. And then we give that conference or that event a 
rating, which tells us if we should go again or not next year.

R1: It’s important to get that fun stuff in there, too, 
sometimes!

RC: It really is! It can’t be all work, all the time. That’s 
another piece of our culture that I may have failed to mention 
earlier: We are a very hard-working team, but we focus a 

lot on making moments of fun – whether it’s in person or 
virtually, because the team is spread all over the U.S. We’ll 
get creative with WebEx sometimes, just so we can connect 
virtually and have some fun together. Last year, for example, 
we had a virtual white elephant gift exchange for the holidays, 
and that was actually pretty hilarious.

R1: How did you do that? Were these digital gifts? Did 
you mail them?

RC: Well, you may have heard of this little website called 
Amazon? Yeah, it makes it really convenient to send people 
things sometimes! You know, we just drew names and set some 
[spending] limits and then you had to send your person their 
gift, and they weren’t allowed to open it until our gift exchange.

Ranked #5 on the Fortune 500 list of the largest U.S. 
corporations by total revenue, Optum was named 
2018 North America Company of the Year by Frost & 
Sullivan.

R1: How different! What a cool idea. That’s rare, to be 
able to promote camaraderie like that even across state 
lines or even country lines. Good stuff. What’s next, do 
you think? Not just thinking about the fun things but 
also about the serious things or the technological things 
– what do you think the future holds?

RC: Well, there’s always new technology coming, right? 
That seems to come every couple of months now. But I’ve 
actually been on this kick lately where I’m starting to get 
really intentional about the things I spend my time on. Time 
is one of our most precious resources, so I’m thinking really 
hard these days about the things that give me energy, and the 
things that take energy away. I want to spend time on the 
things that give me energy.

And as I’ve done my own introspective look on that, from 
both a career perspective and a "what do I want to work on?" 
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perspective, I have found a lot of enjoyment in making 
experiences that are helpful and valuable for people. That 
is what gives me energy, and that is what I want to focus 
on.

The other thing I want is for my work to be meaningful. 
It’s not always about the revenue or the dollar. I feel 
like there is a shift that I’ve seen here at Optum, which 
makes me really happy, and I think I’m seeing it more 
broadly. It feels like companies are starting to recognize 
that sometimes they just need to do things for societal 
benefit — do things because they’re the right things to 
do, knowing that if they do them well, then the money 
opportunities will be there.

R1: The revenue will come.

RC: The revenue will come. So, I would like to focus on 
finding the crossroads between those two things: doing 
what brings me energy and doing the things that have 
societal good. … I feel like I just got really philosophical 
there.

R1: You did! But that does remind me of an article I 
read a couple years ago in Harvard Business Review. 
It talked about how so many people go to the gym 
to start their day, which on the surface seems like it 
would take so much energy from you – energy you 
need to actually get through the day, right? But in 
reality, going to the gym can energize people. This 
thing that seems like it should drain you can actually 
be really invigorating. 

RC: Exactly.

R1: And that actually relates back to your other point 
about meaning: needing to feel what you’re doing is 
not only high-revenue but also meaningful. Do you 
have an example of that? Of a particular program that 
shows the value of working on things you believe in 
and can invest in on that personal level? 

RC: Last year I was part of a development program 
offered internally here at Optum, which let me focus on 
a really meaningful project. We wanted to know how an 
organization like us or like UnitedHealth Group [our 
parent company] could help create a healthy future for 
our youth. This was an enterprise-wide project that 
spanned all aspects of our company, and it was such a fun 
project to work on.

What we ended up doing as part of an experiment was 
taking a very large strategic customer and seeing if we 
could offer mental health coaching and counseling to 
young people via telephone. It’s something that is part of 
our offerings today for adults, but we don’t do it for kids; 
so, we worked on a pilot program to make that available 
for them.

Now, did I go into it thinking I would need to use any of 
my marketing expertise? Nope. But guess what [questions] 
we had to start with? “Is there a market interest?” “Is 
there a need out there for this?” “How do we get this 
client and their employees to give us feedback?” Those are 
marketing problems to solve! So, it was a great project to 
be on. It used some of my marketing expertise – and it 
gave me a ton of energy. Ò
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RELATIONSHIP ONE: Glad to have 
you here today, Dana; I’m super-
excited to talk through your high-
value leads program! Before we go 
there, though, what can you tell us 
about yourself and your role at PTC? 
What should readers or listeners 
know about PTC before you and I get 
into the meat of our conversation?

DANA OLIVAS: I’ve been with PTC 
for over two years, and I have been 
brought on to support the augmented 
reality business division, which 
encompasses many of PTC’s products. 
PTC is a global software company 

that delivers technology solutions to 
help companies design, manufacture, 
operate and service things for a smart 
and connected world.

R1: Got it. And what are you most 
excited about when it comes to the 
leads program that brings you here 
today? As you mentioned, it’s taking 
place within the augmented reality 
business division, right?

DO: We’re seeing fantastic results 
from this initiative we just launched. 
It surfaces newly published enterprise 
apps that are using AR technology 
and [connects them to] the developers 
that built the app within our existing 
database. So, this campaign plays a dual 
role. It surfaces the apps to our marketing 
team, so we can potentially feature them 
in our newsletter, on our website or by 
using other marketing opportunities; it 
also surfaces the developer that built the 
app for enterprise to our sales team as a 
high-value lead.

Augmented reality (AR) is an 
interactive experience of a real-
world environment, in which 
real-world objects are altered or 
enhanced by computer-generated 
perceptual data that can be 
visual, auditory, olfactory or 
touch-based. Whereas virtual 
reality (VR) completely replaces 
the user’s real-world environment 
with a digital simulation, AR 
only modifies certain real-world 
elements. 

The most exciting part of this campaign 
is that it’s triggered by external activity 
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that happens outside our database, which we’re then able 
to tie back to our existing data. We can automate that 
entire process.

R1: That’s great to hear – but I think you’ve teased us 
a little bit! You mentioned “fantastic results.” What 
are those results? Could you quantify them possibly?

DO: Absolutely. That’s the part I’m actually the most 
excited about. Our automated emails [in this program] 
have a 78% unique open rate, and personalization is what 
really lifts that performance. We include the app name 
and the publisher of the app in the subject line and email 
copy, and as you can see from the results, it’s made all the 
difference in the world. 

Additionally, this campaign has yielded 51% engagement. 
That means over half the people who received an email 
engage directly with our sales team. And out of those 
that engaged with the sales team, 23% have turned 
into open or won opportunities. We have yet to lose 
any opportunities from this campaign – so, its value is 
proven. We launched this campaign about two months 
ago, and that’s already what we’re seeing for results.

R1: Awesome. It’s not common to be able to hang 
your hat on results like that so soon after launch. 
I feel congratulations are in order! But would you 
mind if we backtracked a little bit? I’m curious: How 
did this campaign originate? What were you guys 
solving for?

DO: Developers use our technology to build apps for 
many different companies. We know who our developers 
are, but we don’t know who they’re building the app 
for without manually looking at each app after it’s been 
published. It’s extremely important for us to know how 
other companies use our technology; this helps us inspire 
other developers in enterprise companies to visualize 
what augmented reality can do for their business. 
Enterprise developers that build apps for enterprise 
companies are our most valuable leads.

R1: And how did you guys start the program? What did 
it look like as you were planning and road mapping?

DO: You know, we really started with data in mind. 
We asked ourselves, “What data do we have now, and 
where are the gaps in our data that keep us from having 
a full, clear view of our funnel and [from knowing] what 
app developers are doing?” We looked at the data our 
engineering team provides to our analytics team, because 
we wanted to see if Oracle Eloqua could digest that data, 
process it. And if Oracle Eloqua could process it, how 
could we then improve how it’s served to sales, so they 
can utilize it in an even more meaningful way?

Those were our challenges, and that’s why the program 
started in the first place. We knew we had data. The 
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question was how we should slice it and dice it, so we could 
put it into Oracle Eloqua and automate the process and create 
an impact across the organization.

R1: Sounds like a very collaborative effort. What were 
some of the most important steps you and your team 
took along the way to bring this program to life?

DO: One important step was to verify the data through the 
lens of the user experience. What I mean by that is, sometimes 
it’s easy to think that marketing campaigns are one-size-fits-
all, but the reality is nobody does one thing or the same thing 
in the same way.

R1: Marketers’ credo right there.

DO: Absolutely. For example, 
in this particular campaign, 
could a developer have [built] 
more than one app that met 
our campaign requirements? 
Of course. Developers are 
very specialized, so if they’ve 
made an enterprise app for 
one company, they’ve probably 
made [similar] apps for other 
enterprise companies.

So, with that being said, what 
if we sent someone the same 
first email over and over – 
each time we noticed they 
had built an app that met 
our criteria? That would look 
silly. That meant we really 
had to think this process all 
the way through. We had to 
think about what it would be 
like each time the same person 
went through the campaign, 
and how we could make [each 
trip] different enough to be 
engaging but the same enough 
to be scalable and trackable. 
Ultimately, we ended up 
revising our data at least a 
dozen times to create a smooth 
user experience.

R1: That’s dedication! And it sounds so challenging – 
thinking of all the different paths in the buyer journey 
someone could take, and then thinking, “Have they 
already encountered this content or these emails?” In 
accounting for all of those possibilities, what was the 
hardest step to take or lesson to learn?

DO: The hardest part really is the data, and then building 
the infrastructure to let the right data into the right places at 
the right cadence. I’m fortunate because I had a good partner 
with you guys at Relationship One; I was able to talk through 
the strategy and troubleshoot the data issues as they arose. 
Our effort together made this campaign work. It really did 
take a village; we could test each other’s work.

But some things I would do differently are – well, I think I 
underestimated what my level of involvement would have to 
be. The analytics team uses data differently than marketers 
do, and certainly they use it differently from how Oracle 
Eloqua uses it, given various object records. In hindsight, I 
would have allowed myself a little more time to spend with 
our data and also with the analytics team. I would have done 
that right from the beginning.

R1: I think that’s not uncommon, right? For marketers 
to sometimes forget that we’re just as specialized as 
the data team, and how we think about data is not 
necessarily how an analytics team will think about it. 
Not that this seems to have dented your metrics! You’ve 
already mentioned some of the great wins you saw in 
this program. What are some other successes you could 

share with us? Maybe not 
even quantitative – just 
known positive outcomes.

DO: One big win would be 
that this has become a proof 
of concept for when our 
organization wants to show 
the power of the analytics team 
working with other teams: 
with marketing, demand gen 
and marketing ops. I mean, 
we usually do work alongside 
each other. But this is one 
particular example where 
we really worked together in 
a focused, specialized way. 
Everyone was a necessary 
spoke in the wheel. I also think 
this campaign illustrates, more 
than anything we’ve ever done, 
how important personalization 
is to our users.

R1: That’s great stuff, 
Dana. What role would you 
say technology played in 
everything?

DO: Technology played a 
huge role. From the data 
warehouse to Oracle Eloqua 

to Salesforce, and then thinking about all the campaigns, 
lead routing and coding programs in between – none of this 
could have taken place without our technology. Without 
those tools, this would be a manual process and it wouldn’t 
be scalable in any capacity. And if it’s not scalable, it won’t 
be able to generate enough revenue to make it worthwhile. 
Truly this is one of those programs that only makes sense 
to do if it’s automated and scalable, and our technology 
made that possible.

R1: Are there any tools you used in addition to Oracle 
Eloqua and Salesforce? Any solutions you put on top of 
those foundational instances to bring out their best for 
you guys specifically?

"THIS CAMPAIGN 
ILLUSTRATES, MORE 

THAN ANYTHING 
WE’VE EVER DONE, 

HOW IMPORTANT 
PERSONALIZATION 
IS TO OUR USERS."
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DO: Domo has been my lifeline – slicing and dicing 
the data to see what’s available and then figuring out 
ultimately what’s possible. All the sample data we created 
for this campaign started in Domo, so we could see what 
it looked like and determine what worked or what didn’t 
work. We could configure the data in lots of different 
ways, and then we could go back to the engineering team 
and tell them, you know, “This is how you can aggregate 
the data from the source level.”

Oracle and Domo feature a native integration, 
so users can seamlessly build real-time data 
visualizations.

R1: Spoken like a true marketing ops pro. So, what’s 
next do you think? Now that this program is out in 
the world, what new thing do you take on?

DO: We’re already onto the next campaign! I mean, the 
thing to remember about this last one is that we utilized 
our own internal data. We didn’t buy leads. We took 
people who were already in our database and who would 
otherwise be overlooked, and then brought external data 
into our database to match with those [preexisting] folks.

So, as far as our next campaign goes – that is going 
to take people through an improved user experience, 
allowing them to purchase their non-enterprise licenses 
directly online. This is the first campaign we’re using to 
focus on enterprise licensing, and the goal is to make a 
smoother path for users; to create a very low-touch or 
even no-touch way for them to proceed.

R1: Fantastic. And what is it that inspires you as a 
marketer? When it comes to finding these new ways 
to help your customers and looking for that new 
program to get going, what’s the fuel for that fire?

DO: I think when people take risks and step outside of 
the box, when they focus more on what others aren’t 
doing and then build an incredible business based on 
those gaps – that’s really what inspires me. I love that, 
absolutely love it. Ò
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ONE OF THE FIRST QUESTIONS PEOPLE ASK WHEN STARTING OUT IN ORACLE ELOQUA 
IS WHETHER TO CREATE OPEN OR CLOSED EMAIL TEMPLATES.  CLOSED TEMPLATES 

PROVIDE A MUCH MORE CONTROLLED ENVIRONMENT, WHILE OPEN TEMPLATES ALLOW 
USERS COMPLETE CONTROL OVER THE FINAL EMAIL ASSET.  THERE ARE BENEFITS AND 
DISADVANTAGES TO BOTH APPROACHES, SO WE EXPLORE BOTH OPTIONS IN THIS POST.

CLOSED EMAIL TEMPLATES

With closed email templates, the Oracle Eloqua 
administrator or template creator decides upfront 
what areas of the email are editable or can be deleted 
by the user. This provides a completely stripped-down 
experience for the email asset creator.

There are three ways to configure editable template 
sections:

1. In the preview pane, right-click areas on the 
template and mark them as editable.

2. In the HTML pane, insert two attributes within 
the code. By adding elq-edit=”true” and elq-
delete=”true” you can define which elements can 
be edited or deleted. This is only available in the 
HTML source editor.

3. In the new Design Editor, set whether users can 
change the layout and default style, or change the 
email design, by going to Protected Content in 
the Settings.

K A M  T A N G

OPEN VS. CLOSED: 
WHICH ORACLE 
ELOQUA EMAIL 

TEMPLATE
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When users create a new Oracle Eloqua email asset 
from a closed template, sections that can be edited and 
potentially deleted are highlighted in a broken blue 
line (see below).

So, are closed email templates suitable for your 
organization? Here are some of the pros and cons:

PROS:

•  Brand compliance and consistency: Closed templates 
allow you to explicitly define accessible areas of 
the template.  Because of this, administrators and 
designers can ensure that sensitive areas, such as 
layouts, logos or legal disclaimers, are not editable.

•  Ease of use/less need for technical know-
how: Closed templates provide a bare-bones user 
interface.  All users can do is point and click on 
editable areas, which takes them to a WYSIWYG 
interface with access to a limited set of functions, 
such as image inserts, field merges and link 
insertions. Because of this, users immediately know 
what can be edited and in what way.

•  Avoid common coding mistakes: Editing HTML 
and CSS is pretty straightforward, but it’s more 
difficult to understand the nuances of how different 
attributes affect one another.  Changing code 
without understanding the underlying structure 
can easily damage the email layout.  Protected 
templates restrict access to the underlying code.

• Ensure assets render correctly: There is no 
standard way that different email clients interpret 
CSS.  Email designers must track these differences 
and maintain this knowledge as each program 
releases updates.  By limiting access to the CSS, 
organizations can ensure only qualified people 
change the templates so they render properly across 
clients.

CONS:

• Templates become more difficult to edit as designs 
become more complex:  Depending on how many 
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elements are made editable on the template, the more 
complex the design, the harder it is to edit.

•  Need to plan for every use case, as layouts and 
editable areas are fixed: Closed templates provide a 
very structured experience, so there’s very little the 
user can do to customize the email asset. Because of 
this, administrators must anticipate as many use cases 
as possible and develop templates for each one.  This 
can result in a great proliferation of templates. This 
problem can be mitigated by using the new Oracle 
Eloqua Design Editor to allow users to change the 
layout – but this comes at the expense of consistency.

•  Restrictions on advanced functionality: The stripped-
down closed template interface means users do 
not have access to more advanced features, such as 
dynamic content, signatures or shared content, unless 
they are pre-built into the template.  Even then, they 
can’t change out the component for another one of 
the same type.

•  Support for only a limited set of HTML tags: Many 
users like to use the source editor to create closed 
templates.  Oracle Eloqua officially supports a 
limited set of tags, and using unsupported tags can 
cause problems, such as using the protected templates 
in Engage.

•  Errors are difficult to diagnose: Because there is 
no access to the underlying code, there’s no way to 
quickly correct an email asset. The only method is 
to debug the template, then rebuild the asset from 
scratch. Over time, because ISPs change how email 
clients render messages, you’ll likely need to make 
repeated updates, which is a pain if you’re trying to 
get an email out quickly.

OPEN EMAIL TEMPLATES

Truly open templates are only available through 
the Source Editor, which provides full access to the 
underlying code (see below). Although the new Design 
Editor allows users to apply custom code to editable 
sections, it doesn’t allow you to see or change the overall 
code (see below).

Many Oracle Eloqua users opt for open templates for the 
following reasons:

PROS:

• Fully customizable layout and design: Because users 
have access to the underlying code, users with the 
appropriate experience have complete control of the 
email asset. This means the user can create more 
complex layouts than might be possible using either 
closed templates or the Design Editor. The user also 
has greater control over the asset’s responsive behavior.

• Access to advanced functionality: Users have complete 
access to all of Oracle Eloqua’s email tools, such as Dynamic 
Content, Shared Content, Signature Layouts and more.

• Quicker deployment: Open templates are less complex than 
closed templates, so they are easier and faster to deploy.

•  Easier to debug: Having access to all the underlying 
code means if any issues arise, a developer can 
quickly diagnose and correct the problem.

CONS:

•  Detailed processes needed to ensure brand 
compliance: Because users now have complete 
control over the email, Oracle Eloqua administrators 
will have to implement more business procedures to 
ensure that outgoing emails meet brand standards.

• Steeper learning curve: The user interface includes the 
full array of Oracle Eloqua email components, which 
can be daunting at first. It’s less intuitive, which means 
new users will have to learn what everything does.

•  Easier to break the layout: Making small changes 
to the HTML or CSS code can have dramatic and 
sometimes unpredictable effects, especially when it 
comes to how the email renders in different email 
clients. Coding for Gmail and Outlook can be 
especially tricky.  Because the underlying code is 
accessible, some users might make small changes 
without realizing the wider effects that may have.

Ultimately, each organization is different. Some find 
that closed templates are best for them, some decide on 
open templates, while others may use a mixed approach.  
Hopefully, this will help you decide which option best 
suits your team’s needs. Q
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In today’s ever-expanding tech marketplace, the 
same experience can occur when we evaluate and 
adopt new marketing technology. If you’ve done any 

research at all on marketing technology, you’ve likely 
come across Scott Brinker’s Marketing Technology 
Landspace Supergraphic, which displays a staggering 
6,829 technology solutions from 6,242 unique vendors. 
Talk about analysis paralysis!

On top of the technologies, the sheer number of blog 
posts, listicles and white papers on the topic can add 
to the anxiety. Granted, much of the content contains 
good, albeit general, information. But there is no such 
thing as a perfect template that you can easily overlay 
on your business without adjustment based on your 
unique objectives and challenges. You can, however, 
make the most of the resources you already have at your 
fingertips, so when you are ready to make a purchase, 
you’ll be confident that it’s a wise decision.

Here are five steps to optimizing your marketing 
technology stack:

1. TAKE STOCK OF YOUR TOOLS

Maybe you are finalizing your marketing plans for next 
year and need to make every dollar count in your tech 
spend. Or perhaps you have aggressive goals and need 
to increase the effectiveness of your current campaigns. 
Without a solid understanding of the tools and tactics 
you already have available, you may once again find 
yourself like a hungry shopper – with a marketing stack 
full of overlapping and underutilized technologies or 
one that’s missing key elements.

While the process to assess your marketing tech stack 
is fairly straightforward, it does require clearly defined 
goals and strategies. Melissa Santos has written a great 
step-by-step post on how to assess your stack (see page 
45). It starts with a clear plan, which sets the direction 
for a detailed audit and gap analysis of your current 
stack. Once you’ve taken full stock of the tech and 
resources available, you’ll have a strong foundation to 
build on with quick wins and short-term initiatives.

2. BENCHMARK KEY PERFORMANCE INDICATORS

It may not be the first thing you think about after you’ve 
assessed your tech stack, but one of the best ways to make 
the most of your current systems is to define and benchmark 
your KPIs. You’re likely already tracking some key metrics 
for each channel (if not, now’s the time to start!), but this is 
a great opportunity to take a holistic view of your marketing 
data from the perspective of your business objectives and 
start utilizing meaningful, cross-channel KPIs.

Are all of your strategic goals aligned to measurable results 
that you can track in one place? If you answered yes, 
congratulations! For the rest of us who answered no, the newly 
acquired insight you’ve gained from assessing your stack will 
be crucial in understanding what data you have available – 
which is the first step in the journey from benchmarking 
single metrics like email clicks, form submissions or website 
visitors to more holistics KPIs like funnel-level conversion 
rate or revenue contribution by campaign.

It may seem like a daunting task to go from point metrics 
to holistic analytics, so start small. Pick one or two KPIs 
that will clearly illustrate progress and break them down 

FIVE STEPS TO 
OPTIMIZING 

YOUR MARKETING 
TECHNOLOGY STACK

HAVE YOU EVER HEARD THE PHRASE “DON’T GROCERY SHOP ON AN EMPTY STOMACH”? IF 
YOU’RE LIKE MOST OF US AND YOU’VE MADE THIS MISTAKE BEFORE, YOU FIND YOURSELF 
STARING BLANKLY DOWN AN AISLE, PARALYZED BY THE SHEER NUMBER OF CHOICES FOR 

ANY GIVEN PRODUCT. BY THE TIME YOU ACTUALLY CHECKOUT AND LEAVE THE STORE, 
YOU EITHER END UP WITH A SHOPPING CART FULL OF FOOD YOU DON’T WANT OR YOU’VE 

WALKED OUT WITHOUT HALF THE STUFF ON YOUR LIST.
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into smaller components. For example, instead of trying 
to jump all the way to tracking ROI by channel spend, 
start by benchmarking average cost per campaign. Then 
add in more granularity by channel. Then sales numbers. 
The more consistently you collect and analyze data, the 
deeper insights you’ll uncover about how to optimize the 
tools in the tech stack.

3. CLEAN UP YOUR DATA (AND PROCESSES)

After completing the hard work of auditing your 
technology and setting key performance indicators, 
you’re probably thinking, “I’m tired of all the prep work. 
When’s the fun stuff?” Well, what if you were told the 
next step on the way to a fully optimized tech stack is 
data normalization and process improvement! Riveting, 
right? This is where the fun starts – you get to explore 
new functionality in your current tools and start to 
make some quick wins.

There is no company with perfect data. However, a 
few organizations implemented tools and processes 
that empower their teams to solve data problems more 
effectively when they do arise. By using the tools that you 
already have available to clean and normalize your data, 
you’ll make it much easier to zero in on larger issues that 
merit your brainpower and problem-solving skills. For 
instance, if you’re using an MAP like Oracle Eloqua, take 
advantage of the powerful Program Canvas by setting 
up a Contact Washing Machine. Not only will it help 
clean and standardize data, but you’ll be set up for future 
success with better segmentation, higher quality leads 
and ultimately more accurate reporting on those KPIs we 
established earlier.

You can use a similar process with other technologies, 
too. Use your CMS tool to automate categorization 
and tagging of content to better align with the buyer’s 
journey. Or use your web analytics tool to highlight 
inconsistencies in query string values to ensure source 
data is captured consistently across channels.

Of course not every tool will have the right functionality 
to clean your data as needed, but the practice of digging 
into your tech to automate processes and standardize data 
will add clarity around the strengths and weaknesses 
of the tech stack and once again help avoid that hungry 
shopper scenario when it does come time to add more tech.

4. TEST AND VALIDATE ASSUMPTIONS

Continuing the fun of making the most of our existing 
tools, with our newly cleansed and well-benchmarked 
data, we’re already set up to run some tests and validate 
assumptions. One of the most common questions 
addressed is: “How do best in class organizations 
manage ______ ?” While there are indeed best practices to 
apply for most situations, the answer to this question is 
almost always unique to each client. There are so many 

constraints and factors that make each business unique. 
Why would marketing tactics be any different?

So if there are any tactics that exist in the marketing 
plan because “we’ve always done it this way” or because 
“they were effective some years ago for a previous 
campaign,” these practices are ripe for validation or 
disruption by meaningful, data-driven testing. It could 
be as simple as email send time, or as complex as the lift 
generated by multiple channels on a nurture campaign. 
Key considerations here are:

• Start simple. Identify a few key areas to test and pilot 
some A/B tests. If you have resources available, you 
can work your way up to multivariate testing, but 
focus on getting actionable results.

• The results should be statistically significant. Be sure 
the audience and the number of responses are high 
enough to determine a clear winner.

•  Multiple tests of the same attribute should reveal 
similar results. Don’t test just once! Make a testing 
plan, test, re-test and track results. Apply your 
learnings to your ongoing campaigns.

5. INTEGRATE SYSTEMS

If you’ve made it this far in the stack-optimization 
journey, you’re likely already running a well-oiled 
demand generation machine. You’ve not only gained a 
deep understanding of the tech and resources available, 
but you’re also making improvements to your ongoing 
campaigns and tracking against clean, actionable KPIs. 
The final step in setting a solid tech stack foundation is 
to fully integrate systems. We’ve already discussed ways 
to explore new functionality within the tools, but now 
is the time to ensure that data is passing between tools 
most effectively.

But where do you start? Let’s go back to our ultimate 
business objectives and evaluate how our current 
integrations are meeting needs. Do we have the right 
data in the right systems at the right time? If yes, then 
you’re operating a fully optimized stack! If not, the path 
is clear. Improve current integrations or establish new 
ones. It may not be necessary to integrate all of the tools 
in your stack. So take a look at foundational integrations 
like marketing automation and CRM, or BI tools and a 
data warehouse. From there, you’ll have a pretty clear 
indication of what to connect.

How to connect your platforms? That is likely another 
topic for another day. But the experts here at Relationship 
One are always available to talk through questions you 
might have. Q



A SIMPLIFIED WAY TO 
ASSESS YOUR MODERN 
MARKETING MATURITY

MODERN MARKETING ASSESSMENTS COME IN LOTS OF VARIETIES. THERE 
ARE MANY ANGLES TO TAKE WHEN REVIEWING YOUR MARKETING EFFORTS, 

ESPECIALLY WITHIN THE DIGITAL MARKETING WORLD. HOWEVER, ONE THING 
THAT IS UNIVERSAL IS THE APPROACH. 
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Typically, you’ll evaluate your business across 
different categories, which culminates in a 
score that is meant to provide a snapshot of 

your current maturity as well as a baseline for future 
growth. Conducting one of these in-depth maturity 
assessments is certainly worthwhile and can often be 
eye-opening for an organization. I have often seen 
great projects kick-start after completing a thorough 
assessment and analysis of findings.

With that said, not everyone has the time or budget 
to conduct a deep dive into their business on a grand 
scale, but still needs to identify top priorities in order 
to enhance their digital marketing efforts. If you fall 
into this category, below are eight key areas you should 
quickly assess in order to identify the ones that may 
require a deeper review. Spending 10 minutes thinking 
about each area, jotting down a couple of bullets on 
what’s working and what needs improvement, and 
making a list of your top three pain points will 
empower your thinking. In less than an hour and a 
half, you’ll have a nice guidepost for developing more 
in-depth plans.

TARGETING

How are you currently targeting your audience? 
Are your lists all-inclusive or are you choosing your 
audience based on specific criteria? Targeting is at the 
forefront of lead nurturing, and how you target your 
audience will ultimately impact engagement. Really 
consider how well you are segmenting your audience 
today, be it demographically, behaviorally or in real-
time. Marketing automation gives you the ability 
to get extremely narrow in your segmenting, which 
empowers your marketing to be very focused and in-
tune with customer needs and wants. How well are you 
utilizing this functionality today?

CUSTOMER ENGAGEMENT

Customer engagement goes hand-in-hand with 
targeting, but it is slightly different. You can be very 
selective with your targeting, but not very personalized 
and specific with your engagement activities. Are you 
sending “one-size-fits-all” messages and newsletters, 
or are you providing rich content specific to the needs 
and interests of your audience? How well are you 
utilizing dynamic and personalized content to really 
speak to your audience? Your customer engagement 
efforts should always be striving for a continuous 
conversation that sends the right message to the right 
person at the right time. How close are you?

SALES/MARKETING ALIGNMENT

How did you feel after reading “sales/marketing 
alignment?” Did you think, “what alignment?” or 
did you think “we are a well-oiled machine!”? Most 
likely, you are somewhere in the middle. One of the 
greatest benefits of marketing automation is its ability 
to bring sales and marketing together (or at least 
force the conversations that bring them together). 
Thanks to advanced features with lead generation, lead 
nurturing, lead scoring and lead flow management, 
marketing automation gives marketers the ability to 
truly drive revenue. How far have you developed your 
lead flow models? How in-tune is your lead scoring? 
Are marketing metrics tied to the funnel? How well is 
your lead management documented and shared? Really 
think about your lead flow and alignment to uncover 
opportunities for growth and development.

ANALYTICS

How do you measure the effectiveness of your 
campaigns today? Are you reviewing engagement or 
impact or both? By engagement, I mean things like 
opens, clicks, form submissions, digital activity, etc. 
By impact, I mean leads generated, funnel velocity, 
opportunities and revenue. It’s certainly important 
to know your campaigns’ and programs’ engagement, 
but it’s even more critical to know the impact of your 
efforts. Likewise, analytics also refers to in-depth data 
analysis around your audience and their behaviors, 
expected behaviors and purchase intent. How much 
data analysis have you done on your audience? There 
are many more ways to analyze your marketing efforts, 
but these are some good places to start when reviewing 
your maturity in this space.

DATA

Data is at the core of everything we do in marketing, 
and it typically requires a lot of maintenance and 
management. How is your data structured? Are your 
various data sources inaccessible or difficult? Is your 
marketing automation platform integrated with your 
main data source, or are you manually uploading 
data? Are you able to be agile and fluid with your 
audience creation and data analysis, or is it a chore? 
Another aspect of your data that is critical is overall 
cleanliness. How well is your data standardized across 
platforms? Do you have ongoing cleansing programs 
and maintenance processes in place? Are you thinking 
about ways to augment your data? Spend time thinking 
about your current data structure, cleanliness, and 
flow in order to find areas to improve.

M E L I S S A  S A N T O S
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TECHNOLOGY

Successful modern marketing requires a lot more 
than just marketing automation. To fully capitalize 
on your digital marketing efforts, you need to review 
your greater marketing technology stack. This often 
includes a plethora of various technologies including 
marketing automation, CRM, content management, lead 
management, web management, etc. Take some time to 
review your current marketing stack and document the 
technologies in your business. What automations are 
in place or could be in place? Where can you improve 
connectivity, integration and scalability? Is there 
redundancy in capabilities or, conversely, technologies 
that are not used to their full capacity? Are your various 
technologies unified or disconnected? Understanding 
your current technology stack is the baseline for crafting 
a roadmap for future development and optimization.

GOVERNANCE

Often an afterthought, governance is crucial to the success 
of your marketing automation and digital marketing 
efforts. Are your processes and systems well defined and 
documented? Are your various teams/regions/business 
units following the same requirements? How are they 
managed and enforced? Organizational structure 
becomes an important aspect of governance since it 
greatly impacts adherence. In some cases, developing 
a strong Center of Excellence (CoE) can be extremely 
beneficial for a number of reasons, including ongoing 
training, management and best practice dissemination.

ORGANIZATIONAL SUPPORT

Last, but certainly not least, you should evaluate 
organizational support of marketing automation and 
digital marketing efforts. Is there corporate support of 
processes, systems and governance protocol, or does it 
vary by region or team? Is everyone utilizing the same 
technologies and data, or are these items disconnected 
across the organization? How well does your 
organization adapt to change? Most importantly, who is 
leading your various marketing automation efforts and 
enhancement? Everything needs a champion, and your 
modern marketing maturity is no different. Without a 
strong leader and executive support, moving the needle 
and striking success becomes more and more difficult.

You now have a good number of criteria to examine 
when evaluating your organization’s marketing maturity. 
This list is certainly not all-inclusive, but does provide a 
nice starting point. Q
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BEST PRACTICES

•  Define your requirements upfront. Not only do you want 
to make sure you understand the scope of everything 
to be migrated, it’s also the perfect time to review your 
desired state.  Take time to document the current state 
of your system, what processes to keep and change, and 
the roadmap of how to get there. Understanding the 
complexity of the migration will help align resources and 
determine whether you’ll need additional assistance.

•  Plan for data architecture differences. If you are going 
from one MAP to another, it’s possible the way they store 
and use data will be different. For example, some MAP 
tools support a relational table database, and some do 
not. Analyze and plan for these differences to be sure the 
marketing use cases are supported post-migration.

•  Include a core team of key end users in the 
process. Consider the needs of the team members who 
will interact with the platform, as well as the business 
owners driving the vision of the optimal prospect and 
customer experience. Determine how to represent these 
individuals or include them as active members of your 
project team.

•  Evaluate whether your existing assets need a facelift. In 
addition to overall requirements, it’s a perfect time to 
determine whether your emails and landing pages need a 
new look.  Be sure to consider mobile responsiveness.

BEST PRACTICES FOR 
MARKETING AUTOMATION 

MIGRATIONS
ANYONE WHO HAS FACED MIGRATION OF A MARKETING AUTOMATION 
PLATFORM (MAP) KNOWS IT CAN BE A DAUNTING PROJECT. WHETHER 

IT’S DUE TO AN ACQUISITION OR THE CURRENT PLATFORM NO LONGER 
MEETS YOUR BUSINESS NEEDS,  IT CAN BE DIFFICULT TO KNOW WHERE TO 

BEGIN.  HERE ARE SOME BEST PRACTICE GUIDELINES AND A CHECKLIST TO 
HELP YOU GET STARTED.

M I C H E L L E  T I E D E M A N
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•  Don’t skimp on IP warming. If you’re using one 
or more dedicated IP addresses, it’s important 
to establish your sending reputation by sending 
small campaigns to a list of historically responsive 
contacts and to increase your sending gradually to 
the volume equivalent to that of a typical month. 
Skipping this process and sending the first few 
emails to too large a list could cause you to be 
blacklisted by ISPs. 

•  Develop a realistic timeline. Having well laid-
out requirements will help determine how much 
time you will need to get critical items moved, 
train users in the new system, and allow current 
campaigns to run their course.  Also, factor enough 
time to cut over while still having access to the 
old system, in case the records need to be accessed 
post go-live. If there is a critical deadline driving 
the migration, such as losing access to your current 
platform, be sure to allow enough time to achieve 
the new platform setup with a bit of overlap.

•  Align with your IT team. Many marketing 
automation platforms make the promise that 
a marketer can achieve their goals without IT 
intervention.  Although this is true for a majority 
of the aspects within the platform, you will still 
need some help from IT.  You will need IT to 
change CNAME, domain key and SPF settings 

when the system changes. They may also be 
involved in procuring certificates if you’re using 
secured websites, and might need access to CRM 
or custom integrations.  Depending on the desired 
functionality of landing pages and forms, you may 
also need some development resources who are 
comfortable working with JavaScript.

•  Test, test, test. Be sure to have a solid plan to test 
your emails, landing pages and forms on the new 
platform before you go live, as well as for any 
integrations or other back-end processing. Creating 
a list of functions or items to test with sample data 
and action(s) to be performed during the test, as 
well as the expected outcome and a pass/fail log, are 
great tools to help prepare for a successful launch 
and reduce post-migration surprises.

•  Carefully plan for the system cutover. You may 
have evergreen campaigns that run on an ongoing 
basis, or you may be in the middle of collecting 
responses from campaigns that recently launched. 
Develop a plan to continue these campaigns 
without interruption and to maintain access to the 
old platform for an appropriate amount of time to 
capture responses and complete desired reporting.

•  Clearly communicate a project management plan 
and schedule, and carefully monitor status and 
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risks. There’s nothing worse than getting within 
weeks of your target cutover date and realizing things 
are running behind or that scope creep is putting the 
launch at risk.  For complex projects, it’s imperative 
to call out critical milestones, as well as dependencies 
on other systems besides your marketing automation 
tool (including updates to CRM or reporting tools).

Migrations take a lot of coordination and planning, and 
hopefully these best practices and this checklist will help 
you to get started.

CHECKLIST

INVENTORY CRITICAL ASSETS AND CAMPAIGNS

•  Forms, both hosted within the platform and 
integrated with external web pages, including auto-
responder emails and thank-you landing pages

•  Landing pages hosted within the platform

•  Evergreen email campaigns and other email templates

•  Subscription management centers

• Inventory data management practices

•  Identify which contact and account fields are critical 
to maintain in the new platform

•  Analyze whether there is redundancy amongst fields, 
or fields that are no longer used

•  Define what personalization will be required

•  Decide whether the data needs to be cleaned before 
migration, or to implement processes to clean it as it 
enters the system (via forms, etc.)

• Determine what data needs to be stored in a separate 
table vs on the contact record (such as event participation 
data, orders or other transactional data, etc.)

•  Detail marketing use cases for segmentation, 
personalization, scoring and reporting to ensure the 
data needed is available and structured in a useable way

•  Develop a strategy to manage historical subscription 
information

• Inventory core processes/desired state – questions to 
ask

•  What are the various integrations needed, including 
CRMs or event management platforms?

•  How do sales teams need to be notified of prospect/
customer engagement?

•  Are there restrictions on the contacts or campaigns 

that different regions can access?

•  Does data transformation happen behind the scenes?

•  How should the system handle lead management?

•  What about integrations with web tracking packages?

•  What other apps, systems or business processes are 
required to optimize the platform?

OTHER CONSIDERATIONS AND QUESTIONS

•  What can be migrated and what cannot (for example, 
activity history and subdomains typically cannot be 
migrated)?

•  How will legacy data be stored?

• How will expired assets and campaigns be stored, if 
at all?

• What type of training will end users need on the system? 
Does training need to be tailored for different roles?

This information can seem a little overwhelming, but 
don’t worry! At Relationship One, we have all seen a 
lot of migrations and are available to help ensure 
your migration goes smoothly, so feel free to contact 
us at info@relationshipone.com for questions and/or 
assistance. Happy Migrating! Q
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Crafting a solid governance plan requires a lot of planning, analysis 
and documentation. It’s a project that will take a good amount of 
time and resources, but it is certainly worth the effort. Here are 

six important steps to include in your governance project.

DEFINE YOUR GOALS

This might seem obvious. You want to create policies to ensure compliance 
throughout your organization. However, it’s important to document 
your current objectives in terms of metrics, both hard and soft. What 
challenges have been caused by a lack of governance? What gaps are you 
trying to fill? What opportunities do you see? Most important, what 
metrics will you use to determine whether your changes have an impact?

In many cases, a lack of governance leads to redundancies, wasted 
time and additional resources to clean bad information or fix broken 
marketing processes. Some common governance goals revolve around 
data cleanliness and standardization, streamlined processes, adherence to 
naming conventions, and specific asset and security procedures, to name 
a few. Often, the end result affects efficiency, reporting and capabilities. 
If you can quantify these issues and identify goals to correct them, you’re 
in a better position to prove the value of your governance project.

ACQUIRE SUPPORT

Having internal champions and executive support is critical to the 
success of your governance program. No matter how great the plan, 
without the backing of key stakeholders, it will be very difficult to 
enforce. Your first step in winning support is to secure an executive 
sponsor who is responsible for working with the executive team to 

SIX KEYS TO 
SUCCESSFUL 
MARKETING 

GOVERNANCE 
PROGRAMS

A STRONG GOVERNANCE PROGRAM—OR LACK THEREOF—CAN MAKE 
OR BREAK MARKETING AUTOMATION INITIATIVES. WITHOUT A CLEAR 

PLAN THAT DELINEATES YOUR ORGANIZATION’S PROCEDURES AND 
REQUIREMENTS, YOUR EFFORTS CAN, AT BEST, BE HAMPERED OR, AT WORST, 

NOT WORK AT ALL. EVERYTHING FROM LEAD FLOW MANAGEMENT TO 
SECURITY TO REPORTING CAN BE AFFECTED WHEN GOVERNANCE POLICIES 

ARE NOT CLEARLY DOCUMENTED, CIRCULATED AND FOLLOWED.

M E L I S S A  S A N T O S
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communicate the project’s value. This level of support 
is critical to ensure the governance policies are backed 
by a leadership mandate and that there are procedures in 
place to support them.

In addition to executive backing, it’s very important to 
gauge the attitudes of other stakeholders who will be 
affected by this change. Some team members might be 
skeptical of the new procedures. The executive sponsor 
should include a majority of these individuals in upfront 
discussions to ensure their requirements and concerns 
are included in the process. This will go a long way 
toward increasing buy-in.

DEVELOP A COMMUNICATION PLAN

A good communication and coaching plan increases the 
success of your governance program. Conversely, a bad one 
can undermine it. When thinking about communication, 
keep in mind that it needs to start early. As soon as you 
begin developing your governance program, you need 
to start planning your communication strategy. You’ll 
want to reach out to key stakeholders—and executive 
leadership especially—early to clearly articulate the 
goals, business impacts and success metrics.

In addition, you’ll want to plan your communication to 
the rest of the organization. A sound change management 
approach should be considered as you craft messaging 
and channels of communication. Include a strong 
stakeholder analysis to fully understand needs, attitudes 
and engagement drivers. Change is hard for everyone, 
but with a proper plan to communicate benefits, you’ll 
be in a much better position for success.

CONDUCT A REQUIREMENTS ANALYSIS

The most important phase of your governance planning is 
discovery. You need a thorough audit of the current state 
across all areas that you want to standardize. You’ll want 
to cover high-level and in-depth requirements around 
data, assets, security, integration, system processes, 
privacy compliance and so on. Conducting extensive 
interviews with key stakeholders across business units 
and regions is important to understand current practices 
and future requirements. In cases where interviews are 
not possible, a workbook or questionnaire can help assess 
organizational needs, challenges and opportunities.

DEFINE YOUR GOVERNANCE PLAN

Once you’ve gone through analysis and requirements 
gathering, and you’ve compared gaps with opportunities, 
you are ready to build your governance plan. As 
mentioned previously, you’ll want to review policies 
and procedures in a number of categories to ensure you 
are addressing the goals and metrics you defined at the 
outset. Compare with your objectives. Will these new 
policies and procedures address your original concerns? 

Will you be able to track improvement? Do you need any 
additional changes to achieve these goals?

Once you’ve crafted your governance plan and defined 
the key requirements, it’s critical to document, 
document, document. Make sure every rule, marketing 
process, requirement and procedure (along with roles 
and accountability) are clearly defined and documented. 
Ensure this documentation is available in a common 
place so all key personnel can easily access it. Ensure the 
language is clear and that adjustments have been made, 
where necessary, for regional and/or group differences.

OPERATIONALIZE

This is where the rubber hits the road. You’ve secured 
support throughout the organization. You’ve crafted a 
thorough governance plan. You’ve documented every 
process, procedure and requirement. Now, you need to 
ensure a seamless and successful rollout. This is where a 
strong training program comes into play.

As you plan your training program, consider all the 
users in your organization. You may want to break them 
into groups based on knowledge level, skills required, 
etc. From there, devise an onboarding program specific 
to their needs. Keep in mind that your program should 
include use cases and hands-on practice. In some cases, 
it may be worthwhile to create a certification program 
or a similar means of gauging knowledge level before 
granting system access or specific privileges.

Another part of operationalizing your governance 
program is adapting and/or creating processes to ensure 
compliance. Be sure to work with other teams to increase 
buy-in and aid onboarding. Depending on the type of 
program, you may need to work cross-functionally to 
create new procedures, adapt technologies, etc. Make 
sure you include these new processes in your project 
timeline.

Once everything is rolled out and your new governance 
plan is taking hold, you can take a nice deep breath. But 
don’t relax for too long. Governance, like most large-
scale changes, is iterative. Things will constantly need 
to adapt and adjust as you discover new challenges and/
or more efficient approaches. Adopt the mantra “always 
be improving.”

In summary, governance is a huge undertaking, but well 
worth the investment. With the right approach, you 
can see significant improvement across your marketing 
practice. Q
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CLOSE UP
It's important for modern marketers to have an eye for detail. How observant are you? See if you can identify 
where these zoomed-in images appear throughout the magazine. You're welcome for the opportunity to skim 
for a second time. ;)

BRAIN
CANDY



MAD LIBS FOR CONTENT MARKETERS
Find a fun colleague and take five minutes to fill in the blanks for an absurd, illuminating, surprising 
or just plain crazy take on content marketing. WARNING: this could get a little out of hand with a 
room full of creative marketing gurus.

In today’s ______________________ [ADJECTIVE] digital landscape, content marketers must be sure 

to keep their ______________________ [BODY PART] on the pulse of the customer. Online, you have 

no more than a few seconds to grab ______________________ [PERSON IN ROOM] ’s attention. So 

how can marketers keep the “fun factor” in mind when it comes to communications? First, think like your 

______________________ [PLURAL NOUN] or ______________________ [PLURAL NOUN]. 

What are they______________________ [VERB ENDING IN “ING”]? What are their likes or 

dislikes? Once you have your ______________________ [ADJECTIVE] audience in mind, you can get to 

work on your messaging. There’s no magic formula for going viral; rather, you can increase your chances 

of being seen by coming up with ______________________ [ADJECTIVE], ______________________ 

[ADJECTIVE] ideas that are cleverly packaged. Remember, Content is King but, with more than 53 

million WordPress blogs online, what makes yours ______________________ [ADJECTIVE]? What 

are your ______________________ [PLURAL NOUN] writing about? Do your research! The key 

is to ______________________ [VERB] your prospects something new, introduce them to a new way 

of______________________ [VERB ENDING IN “ING”] or doing business, and provide content 

they can’t wait to share with their colleagues. One way to ______________________ [VERB] the word 

is through social media platforms like ______________________ [BODY PART]-book and Twitter. 

Face-______________________ [NOUN] allows you to create an/an ______________________ 

[ADJECTIVE] profile, add other ______________________ [PLURAL NOUN] as friends, and 

exchange ______________________ [ADJECTIVE] messages. Twitter is a great way to stay in touch with 

clients and ______________________ [PLURAL NOUN] and share relevant content. But be careful 

not to ______________________ [VERB] content where it doesn’t belong. Be ______________________ 

[ADJECTIVE] and judicious in this practice to avoid ending up in the______________________ 

[ADJECTIVE] box. These are just some suggestions for ______________________ [VERB ENDING 

IN “ING”] compelling content; above all, be sure to ______________________ [VERB] the right 

message to the right audience at the right time.



SIN CITY SPICY  
CORN DIP
USE THAT JACKPOT JULEP TO COOL DOWN 
THIS SPICY LITTLE SNACK! COURTESY OF ONE 
OF OUR OWN RELATIONSHIP ONE MARKETING 
CLOUD CONSULTANTS, THIS DIP IS SURE TO 
PLEASE DURING A BIG GAME OR AN AFTERNOON 
POOLSIDE. ENJOY!

INGREDIENTS
•  3 cans Mexicorn

•  3 jalapeno peppers, diced

•  1 small can of diced green chilies

•  3/4 cups mayo

•  1 (8 oz) container of sour cream

•  10 oz shredded cheddar cheese

INSTRUCTIONS
1. Combine all ingredients and chill.

2. Serve with tortilla chips.

RECIPE 

roulette

JACKPOT JULEP
WHEN IT COMES TO VEGAS, GETTING A JACKPOT 
IS FEW AND FAR BETWEEN. LUCKILY, WHENEVER 
YOU CHOOSE TO WORK WITH ORACLE AND 
RELATIONSHIP ONE, YOU ARE HITTING A 
MODERN MARKETING JACKPOT! CELEBRATE 
WITH THIS R1 INSPIRED COCKTAIL.

ORANGE SYRUP INGREDIENTS
•  Zest from 1 orange

•  ½ cup sugar

SYRUP INSTRUCTIONS
1. Bring zest and sugar to a boil in a small pot.

2. Stir until all the sugar is dissolved.

3. Let mixture cool and chill for a few hours.

4. Strain, keep syrup liquid in small jar.

COCKTAIL INGREDIENTS
•  1 bunch of mint

•  Orange bitters

•  Orange syrup (previously made)

•  Bourbon

•  1 Orange

COCKTAIL INSTRUCTIONS
1. Add 3-5 mint leaves, a few dashes of bitters and 1 

oz of orange syrup to a glass. Muddle ingredients 
together.

2. Add 2 oz of bourbon. 

3. Stir to combine and garnish with an orange coin 
and more mint leaves.



RECIPE 

roulette
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At Relationship One, we empower organizations to modernize 
their marketing strategy, technology and data. With a core staff of 
experienced marketing specialists, we have a well-respected track 
record for delivering solutions that meet our customersʼ unique 
business needs.

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 

W W W . R E L A T I O N S H I P O N E . C O M 


