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Marketing’s Biggest Challenges 

Marketers biggest issues: 
•  Generating High Quality Leads? 
•  Generating Necessary Lead 

Volume? 
•  Generating Enough Content? 
•  Measuring Marketing ROI? 
•  Contributing to Pipeline 
•  Enabling Sales? 
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The World of the B2B Marketer  

•  58% of B2B buyers spent more time researching their 
purchases than last year 

•  41% of B2B buyers stated they waited longer to initiate 
contact with a vendor  

•  34% of B2B buyers indicated the number of team 
members involved in a purchase has increased 

•  57% of the B2B purchase process was complete before 
buyers engaged with a vendor 
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-  Purchase Technology 
-  Increase amount of/spend on “lead 

generation” tactics 
-  Create more content 
-  Look for More Headcount 

IS IT WORKING?  

How Do Marketers Respond to These 
Challenges? 
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How Do Marketers Respond to These 
Challenges? 

85%  of  B2B  marketers  using  marketing  
automation  platforms  in  2014  feel  that  
they’re  not  using  them  to  their  full  
potential.  	


Only  8%  of  organizations  in  a  recent  
survey  were  using  marketing  automation  
to  nurture  their  existing  customers	


Among adopters of marketing automation 
technology, “fewer than 10% of them are 
deploying those tools to address 
programs later in the buying cycle.” !



Without a Strategic Approach,  
MAP Adopters Struggle to Meet Objectives 

Source:    ANNUITAS  –  Enterprise  Demand  Generation  Survey  -­‐‑  2014	
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More Investment and Activity in Content 
Creation – But Is it Effective? 
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DISCONNECT BETWEEN 
TECHNOLOGY – CONTENT & 
STRATEGY 
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Source:	
  	
  Needles,	
  Balancing	
  the	
  Demand	
  Equa5on,	
  2012.	
  

What is Missing? 
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How Do We Take a  
‘Strategic Approach’ and 
get More Value From Our 

Marketing Automation 
and Content? 

Adopt an End-to-end 
Process Mindset and 
Operation i.e. ‘Demand 
Process’ 
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Buyer- Centricity Defined  
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Do You Really Know Your Buyer? 
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Maximize Customer Lifetime Value  
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Operationalize Your Demand Generation 
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Aligning Demand Generation to the Buyers 
Purchase Path 
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Must Align People, Process, Content + 
Technology To the Buyer   
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Strategically Mapping Your Content to Your 
Buyers Purchase Path 
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WHAT ARE THE RESULTS? 
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Challenge:  Need for ‘Qualified’ Leads  

Opportunities  to  Improve	

	

§  Burden  of  lead  qualification  is  
on  sales	


§  Poor  time  utilization  of  sales	


§  Misalignment  with  distributor  
partners	


§  Very  liUle  outbound  
marketing  lead  generation  
activity	


§  Poor  lead  management  (i.e.,  
no  staged  qualification)	


Proprietary  Content  of  ANNUITAS,  Inc.  and/or  	

Newell  Rubbermaid,  Inc.    Copyright  2013-­‐‑2014.	

Used  with  Permission  of  Copyright-­‐‑holders.	


Pursue  
Leads	


Generate  ‘GTO’  
Opportunities	


Guaranteed  
Trial  Order	

Schedule  Test	


Defend  and  
Extend	


Account  Maintenance	


Demonstrate  
and  Test	

Lowest  Cost/Cut	
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•  Blade manufacturer Website comparisons 
 

Source:!!ANNUITAS,!research!conducted!January!2013!

Collateral, Configurator, Educa2onal, Segmented,
Content,

LENOX! Datasheets,!videos! Yes! No! Only!by!product!

type!

Kanefusa! Catalog,!brochures,!

grinding!

instrucIons,!

newsleKers!

No! No! Easy!to!navigate!

from!home!page!

based!on!segment/

industry!(wood!vs.!

metal!vs.!paper)!

Tenryu! None! No! Available!by!

request!for!

woodworking!and!

craS!schools!

Only!by!product!

type!

Kinkelder! None! No! No! Only!by!product!

type!

Amada! Brochures,!flyers! No! Technical!Center! No!

Tsune! None! “Sawculator”! No! Only!by!product!

type!

�  Business Impact of Cutting Inefficiency  
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Challenge:  No Business Conversation 
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Content Marketing Model Overview 

QUALIFIED)ENGAGED)ENGAGED) QUALIFIED)LEAD)

E,CO)1A:)))
"Top%Five%Opera-ng%
Challenges%in%the%%
[X%Segment]%of%the%

Metal%Cu=ng%
Industry")

E,CO)1B:)))
"Metal%Cu=ng%

Industry%Performance%
Benchmark%Study")

N,CO)2.1.0:)))
"Common%Traits%of%
High%Performing%
Metal%Cu=ng%
Opera-ons")

E,CO)1) N,CO)2)

N,CO)2.2.0:)))
"ROI%Analysis%of%

Making%
Improvements%to%Cost%

Per%Cut")

N,CO)2.2.1:)
"Managing%Blade%
Manufacturer%
Rela-onships%to%
Improve%Cu=ng%
Performance")

N,CO)3.0:)))
"LENOX%Customer%
Case%Study%KK%LENOX%
Band%Saw%Blade%
Difference"!

N,CO)3) N,CO)4)

N,CO)2.2.2:)))
"User%Error%or%Blade%
Failure:%How%to%

Know")

N,CO)3.1:)
"LENOX%Customer%

Service%Difference%for%
Band%Saw%Blades"%

N,CO)4.0:)
)"UpBlade%Challenge"%

Offer%

OR 

HOT)LEAD)WARM)LEAD)Note:%%Response%to%any%of%NKCO%2%content%offers%will%move%buyer%
forward%to%NKCO%3.%

Trigger)
Catalyst)

Root)Cause)Analysis)
LENOX)
SoluJon)

IdenJficaJon)
Move)to)Test)

N,CO)2.1.1:)))
"Selec-ng%the%Right%
Saw%for%the%Right%Job")

N,CO)2.1.2:)))
"Improving%the%

Produc-vity%of%Your%
Band%Saw")

N,CO)3.2:)))
%”SAWCALC:%Selec-ng%
the%Right%LENOX%Band%
Saw%Blade%for%the%Job"%

N,CO)4.1:)))
"LENOX%True%Test%
Blade%Test%Guide"%

OR 

SUPERVISOR)/)
EXPERIENCED)
OPERATOR)
“On$the$Shop$
Floor”$

EXECUTIVE)/)
PLANT)
MANAGER)
“In$the$Office”$

N,CO)2.1.X:)))
”Accoun-ng%for%the%
Variability%of%Human%
Factors%in%Metal%

Cu=ng%Opera-ons")

N,CO)2.2.3:)))
”LENOX%Guide%to%
Band%Sawing")

UPDATED 20 MAY 2013 
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Aligned Content to the Buyer 
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Built a Perpetual Engine - Powered by 
Marketing Automation 

Alignment  of  People,  Process,  Content,  Technology	
 Silverpop  as  Perpetual  Demand  Generation  Engine	
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Upstream) Downstream)Midstream)

LENOX Lead Qualification Stages 
Orientation of Buyer Dialogue Logic to Lead Qualification Stages 

Trigger)Catalyst)
Root)Cause)
Analysis)

LENOX)
Solu?on)

Iden?fica?on)

Move))
to))
Test)

GTO)
Customer)
Decision)

NURTURE) CONVERT)ENGAGE)

Demand)Process)

Buyer)Dialogue)Logic)

Content)Marke?ng)Program)Element)Categories)

LENOX)Lead)Qualifica?on)Stages)

WARM) HOT)

TEST)PROSPECT) ENGAGED)
QUALIFIED)
ENGAGED)

QUALIFIED)
LEAD)

PURSUE) CONFIRM)

UPDATED 15 MAY 2013 

Technology)Systems)Handling)

Silverpop)(ini?al)capture,)qualifica?on)and)Nurturing))) Silverpop)(con?nued)Nurturing)))

SFDC)(pipeline)management)))
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Lead  Stage  Conversions  –  Current	


Engaged  to  
Qualified  Lead	

9.36%	


Cumula&ve	
   Current	
   Conversion	
  

Prospect	
  Impressions	
   189,746	
   #	
  

Engaged	
   1,047	
   738	
   0.55%	
  

Qualified	
  Engaged	
   309	
   211	
   29.51%	
  

Qualified	
  Leads	
   98	
   84	
   31.72%	
  

QL-­‐Warm	
   49	
   49	
  

QL-­‐Hot	
   49	
   35	
  

Pursue	
  (Opportunity)	
   14	
   2	
   14.29%	
  

Test	
   12	
   4	
   85.71%	
  

Confirm	
  (Closed	
  Won)	
   8	
   8	
   66.67%	
  

Demand Generation Program Performance 

SiriusDecisions  
Inquiry-­‐‑to-­‐‑MQL  	

mean  =  5.9%	
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Carlos Hidalgo 
CEO 
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719-464-8015 

Let’s Continue the Discussion 


