
A Marketing Automation
QUICK START GUIDE
Learn to Accelerate Your
Return on Investment 



Add Rocket Fuel to Your Marketing Engine

In the modern marketer’s quest to accelerate revenue, marketing automation is your most 
powerful tool – allowing you to reach a larger audience, with a smaller staff, in a more 
personalized and relevant way. 

In fact, the renowned marketing consultancy Sirius Decisions reports that:

“Savvy marketers no longer see marketing automation as an extra. It’s mission critical 
to both marketing and sales for a variety of reasons.”1

Marketers who use marketing automation to accelerate leads see:

But to get this kind of success, you need to lay a little groundwork so that your marketing 
processes are ready to be automated. If you’re new to marketing automation, this might look 
complicated. But it’s really not rocket science, and keeping it simple turns out to be the most 
successful strategy. 

In this guide, we’ll give you a simple roadmap that will help you prepare your organization 
to adopt marketing automation. With a little preparation, you’ll see results right away and 
accelerate your return on investment. 

Let’s get started > >

451%
increase in

qualified leads2

417%
increase in revenue 

when combined
with process3

47%
larger purchases

then non-nurtured
leads4
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Get Organized

For small and mid-size marketing departments, a few days are all it 
takes to get your house in order so that you can leverage the power 
of marketing automation.

In the beginning, there is one secret that will put you on the fast track 
for success. 

Simplicity. 

As Steve Jobs said: “You have to work hard to get your thinking 
clean to make it simple. But it's worth it in the end because once 
you get there, you can move mountains.”5

Get the essentials in place so you can take immediate action, and then 
expand and optimize your efforts over time.



1

2

3

As you collect your data, consider indexing your lists for ease of reference. Also think 
about the completeness and hygiene of your data. 

Get your eBooks, whitepapers, sell sheets, webinar recordings, etc. into one place. Place 
them all in a folder or create a simple spreadsheet inventory so you can easily access 
your assets as you build out new automated programs. Many choose to do a full content 
audit at this point, which is great if you have the time, but is by no means required. 

As you gather your assets and lists, keep your eyes open for opportunities. Where is your 
data and content strong? Are there segments ripe for the picking? While you needn’t 
segment your first campaigns, you will likely want to later. Now is the time to think about 
opportunities.

Assemble Your Data

Gather Your Content

Look for Strengths
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Get Organized

The Three “Must Dos” To Get Started

Remember - start simple. 

Once you have the basics in place, you’ll be ready to start sending emails. You don’t need to spend a lot of time 
creating new content. Build the best campaign you can, with the assets and the list you have now. You can build 

your programs up and out as you learn by doing. 

We’ll show you how to harness the power of automation and segmentation in the upcoming section, 
“Implement a Pilot Automated Program.”
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Sync with Sales

Once you harness the power of marketing automation, you’ll deliver a 
larger volume of high quality, sales-ready leads. 

It’s a result that is sure to make both your sales team, and executives, 
smile. To keep them smiling over the long term, take time now to put 
follow-up processes in place with the sales team. It’s this open dialogue 
that will ensure sales gets the leads they want, and that they are promptly 
attended to. 

In the beginning, you don’t need to be perfect; you just need to be proactive.

In fact, organizations with just “average processes” versus 
“no processes” see a 400% lift in won business.6

Start simple with a pilot program and then tweak and optimize over time. 



Sync with Sales

Set Up Your Pilot Lead Management Program
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You’ll refine all these definitions as time passes and both teams get a chance to see what’s working. 

See the resources in the section, “Turn on the Afterburners” for help optimizing your processes. 

1

2

3

4

5

This connection will allow you to notify sales when they have new leads to follow up 
with. Your Act-On Customer Success Manager can help you set this up.

Show them the new insights they’ll be able to glean with the platform – such as what 
content prospects have viewed, or how many times they’ve visited your website. 

Have an open dialog with sales about lead criteria. Find out what they consider to be a 
sales-ready lead. Work with sales to agree on which contacts are handed over as sales 
leads, and which need more nurturing. By involving sales early, you pave the way for a 
long-term working relationship where both teams have input into your lead definitions. 

Define how qualified leads will be distributed to reps, and make sure everyone on the 
team knows exactly what to expect when they receive a new lead. 

In the beginning, your definition should be simple and loose. For example, after a 
prospect views product related content, sales will give them a call within 48 hours. 

Connect Your Marketing 
Automation & CRM Systems

Meet with Sales to 
Explain the Benefits

Learn Who Sales Really 
Wants to Speak with

Agree on a
Handover Process

Define a Sales
Follow-up Process
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Assemble Your 
High-Performance Team

Getting the most out of your marketing automation system means getting 
the right team members involved in the deployment. When done right, you 
will be able to deliver the results of a large marketing department with just a 
small staff. 

Consider Johnathan Cordeau, Director of Marketing for Response Mail 
Express (RME). Thanks to marketing automation, he was able to produce a 
49% increase in monthly lead flow and a 68% decrease in cost-per-lead, all 
without having to add staff. Read RME’s story >>

To achieve similar success, look for team members in your organization that 
might be good candidates for managing programs. 

https://www.act-on.com/casestudy/rme/


1

2

3

Identify a resource to put the strategic backbone of your programs in 
place. Make sure this person can set measurable goals (such as 
“increase Q2 leads by 10%”) and a strategic plan to achieve the goal. 
Again, keep it simple. In smaller companies, the CEO or marketing 
director often drives strategy.

Someone on your team who will implement the programs you build and 
monitor success. This person does not need to be an expert. Look for 
someone who is naturally tech savvy and learns new systems quickly. 
Act-On provides plenty of hands-on training, and a dedicated Customer 
Success Manager who will guide your team members to the most 
effective ways of using the system.  

You’ll need a resource to manage and produce emails, landing pages, 
images, and supporting content for campaigns. Your internal team 
can do this, or you can rely on an agency, freelancers, or Act-On 
professional services.

Strategy & 
Goal Setting

Marketing 
Operations

Content
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Assemble Your High-Performance Team

Core Competencies You’ll Need

In the beginning, you may need help. 
So consider supplementing your 
internal capabilities by outsourcing all 
(or parts of) the planning process to 
accelerate success.

In fact, this initial reliance on outside 
expertise is so common that 79% of 
marketing leaders supplement internal 
capabilities by outsourcing all or part 
of the planning process.7

Outsourcing the initial planning allows 
your team to focus on learning and 
adjusting to new processes – while 
getting much of the set-up work done at 
the same time. An experienced 
consultant will also be aware of common 
mistakes, and can help you avoid them.

ACCELERATE YOUR SUCCESS

Get Help From Marketers Who Have Been There

Accelerate your success with Act-On’s professional services. 
They’ve been in your shoes, and can guide you through deployment.

https://www.act-on.com/services/
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Implement a Pilot 
Automated Program

Once you’ve put your essential people and processes in place, it’s time 
to start automating your programs.

It’s at this stage where you’ll truly realize the tremendous power of 
marketing automation - as it’s automation that allows you to customize 
your messages based on the behavior of your prospects. 

The key here, as in all your initial programs, is simplicity. Keep things 
simple so you can get up and running quickly and learn what works for you. 

Here’s an example of a proven automated nurturing program, followed by an 
execution roadmap.
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Implement a Pilot 
Automated Program

Example Automated
Nurturing Program

A nurturing program is an automated program 
that sends a series of emails to a prospect. The 

series offers a set of progressive messages, 
which may vary based on the prospect’s 

interactions with your campaign. Each email is 
intended to educate, inform, or entertain, and 

entice the prospect to take a next step.

The objective of the campaign is to help the 
lead progress along the buyer’s journey. 

You will need to plan a series of content assets 
or offers to go with each step. In this example, 
the first step is the offer of a webinar/whitepa-
per. The second step is a case study, and from 

there the message varies based on if/then 
conditional logic in response to the customer’s 

actions.

Email: 
2nd chance
Webinar/

whitepaper

Email
Case study

Sales callSales callExit

Email
Webinar/ 
whitepaper

Not clicked
Send after 

10 days

Clicked/
Not clicked

Clicked
Send after 3 days

Not clicked
Send after 10 days

Email
Product brochure

Not clicked
Send after 10 days

Email: 2nd chance
Product brochure

2nd chance

Not clicked

Clicked
Send after 3 days

Clicked
Send after 3 days

Email
Sales follow up

Not clicked
Wait 10 days

Clicked
Wait 1 day

Clicked/
not clicked
Wait 1 day

Email
Product 
brochure

Example Nurture
Campaign Key

              Marketing

              Sales

Clicked
Send after 3 days



Implement a Pilot Automated Program

Build Your First Automated Program
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Determine the purpose of this campaign, and map it to your overall business 
objectives. Choose your goal, your offer, and the metrics that define success.

Select your list. If you have segments, choose the likeliest one to respond to a program. 

Build a basic email and landing page template. Act-On’s tools make it easy to build 
these yourself, even if you don’t know HTML. You can also repurpose existing assets or 
hire a contractor to create them.

Draft email and landing page copy. If the offer is suitable for more than one segment, 
consider how you can adjust the language of the email and landing page to be 
personalized to each segment. Insert the copy into the templates, and save the files.

Set up your automated program. In Act-On’s dashboard, click Automated Programs > 
New, and walk through the steps. Schedule your program. (You’ll be surprised by how 
easy this is.)

Determine the Purpose

Select Your List

Build Templates

Draft Content

Set Up Your Program
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Optimize and Maximize Results

One of marketing automation’s biggest benefits is the ability to see and 
measure your results. You will know whether you hit your goals, and you will 
have data to guide program optimization over time. 

In fact, 50% of marketing leaders say analytics and reporting is the most 
valuable feature of a marketing automation system.8

When you’re getting started, focus on tactical metrics so you can optimize 
things like subject lines and calls-to-action. 

Over time, monitor campaign and program metrics so that you can 
demonstrate how your efforts are impacting the bottomline. When your 
marketing automation system shows how your team contributes to 
revenue, that’s the most meaningful metric of all.

With Act-On, it’s easy to measure what matters.

https://www.act-on.com/products/platform/reports-and-analytics/


Optimize and Maximize Results

Metrics that Matter
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Tactical Metrics

 Email Opens

 Conversion Rates

 Downloads & Unsubscribes

 Attendance

Campaign Metrics

 Total Lead Volume

 New Sales-Ready Leads

 Lead Funnel

Program Metrics

 Close Rate

 Time to Close

 Cost per Close

 Revenue per New Customer

Revenue Funnel Report
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But the truth is that it all depends. 
Here are a few of the factors that will 
affect your timeline to ROI:

    •    Strength of your brand
    •    Health of your data
    •    Your relationship with your list 
    •    Relationship with sales
    •    Length of your sales cycle
    •    Experience implementing 
         technologies
    •    Current level of online        
         marketing activity

Reap the Rewards

So how long does it take to deliver a positive return-on-investment? For 44% 
of companies, they achieve a positive ROI within only six months9  - with a 
whopping 28% average overall return.

“Just by working that bulk of leads 
that we had generated that we hadn’t 

done anything with, we realized an 
immediate ROI. By the fourth week, we 

actually made back what we were 
going to spend with Act-On in the 

whole year because we’d opened up so 
many of the closed, lost leads."

Sat Sindhar
Managing Director,

PeopleHR

But even if your sales cycle is long, and experience is short, returns are still 
within reach.  In fact, 74% of companies see ROI within 12 months.10  

The key for success is to start simple. Get organized, and just get going. You’ll 
be surprised how quickly your small efforts can snowball into big successes. 

Ready to accelerate your marketing results? 
Contact an Act-On representative today.

https://www.act-on.com/casestudy/peoplehr/
https://www.timetrade.com/book/H2C8R
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Turn on the Afterburners 
After you’ve mastered the basics, you’ll want to take things to the next level. Here are the resources you’ll need. 

The High-Performance Marketing 
Plan: A 6-Step Blueprint for Exceeding 
Your Goals

Attraction 101 – Content Marketing: 
Three Essential Ways to Use Content 
Marketing for Lead Generation

The High-Performance Marketing 
Department: A Guide to Staffing, Team, 
Structures and Budgets

10 Ways to Nurture the Buyers Journey: 
Learn to Drive Awareness and Close 
More Deals

A 5-Step Guide for Creating a Lead 
Scoring Program: Know Exactly When 
Leads are Hot, and When They’re Not

The Amazingly Effective Email Guide: 
Five Tips for Successful - and More 
Profitable - Email Campaigns

http://mktg.act-on.com/acton/fs/blocks/showLandingPage/a/248/p/p-0575/t/page/fm/0?namesource=https%3A%2F%2Fwww.act-on.com%2Flearn%2Fresources%2Ftype%2Fwhitepapers%2F&channel=Website
http://mktg.act-on.com/acton/fs/blocks/showLandingPage/a/248/p/p-04fd/t/page/fm/0?namesource=https%3A%2F%2Fwww.act-on.com%2Flearn%2Fresources%2Ftype%2Fwhitepapers%2F&channel=Website
http://mktg.act-on.com/acton/fs/blocks/showLandingPage/a/248/p/p-0590/t/page/fm/0?namesource=https%3A%2F%2Fwww.act-on.com%2Flearn%2Fresources%2Ftype%2Fwhitepapers%2F&channel=Website
http://mktg.act-on.com/acton/fs/blocks/showLandingPage/a/248/p/p-0581/t/page/fm/0?namesource=https%3A%2F%2Fwww.act-on.com%2Flearn%2Fresources%2Ftype%2Fwhitepapers%2F&channel=Website
http://mktg.act-on.com/acton/fs/blocks/showLandingPage/a/248/p/p-05ac/t/page/fm/0?namesource=https%3A%2F%2Fwww.act-on.com%2Flearn%2Fresources%2Ftype%2Fwhitepapers%2F&channel=Website
http://mktg.act-on.com/acton/fs/blocks/showLandingPage/a/248/p/p-0524/t/page/fm/0?namesource=https%3A%2F%2Fwww.act-on.com%2Flearn%2Fresources%2Ftype%2Fwhitepapers%2F&channel=Website


Act-On Software

Act-On Software delivers cloud-based integrated marketing automation software. Its platform 
is the foundation of successful marketing and sales departments in organizations of all sizes. 
Act-On's highly intuitive user interface, complete online marketing tool set, Act-On Anywhere™ 
business productivity application, and affordable pricing have enabled the adoption of market-
ing automation technologies without the need for dedicated IT support.

Connect with us to learn more.
www.act-on.com  |  @ActOnSoftware  |  #ActOnSW

Acclaim for Act-On

SEE ALL OF ACT-ON’S AWARDS
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https://www.act-on.com/about-us/kudos/awards/
https://www.act-on.com/contact/
https://www.act-on.com/
https://twitter.com/ActOnSoftware
https://twitter.com/ActOnSoftware
https://twitter.com/hashtag/ActOnSW?src=hash
https://twitter.com/hashtag/ActOnSW?src=hash
https://www.facebook.com/actonsoftware
https://www.linkedin.com/company/375185
https://plus.google.com/101235526000683158212/post
https://www.youtube.com/user/ActOnSoftware


© 2015 Act-On Software, Inc. 
Trademarks belong to their respective owners. 
All rights reserved.

1.  Besondy, Charles. (2014). Preparing for Marketing Automation: Don’t Get the Cart Before the 
Horse. Besondy Consulting. Retrieved from: https://www.brighttalk.com/webcast/43/61693

2.  Hildalgo, Carlos. Marketing Automation by the Numbers. Annuitas Group. Retrieved from: 
http://www.business2community.com/infographics/marketing-auto-
mation-by-the-numbers-infographic-0342287#!rFqTU

3.  Ibid.

4.  Ibid.

5.  “Steve Jobs: ‘There’s Sanity Returning’ Business Week. (1998) Retrieved from: 
http://www.businessweek.com/1998/21/b3579165.htm

6.  Calculating the Return on Marketing Automation. SiriusDecisions Research Brief. 

7.   Marketing Leadership Perspective on Marketing Automation Strategy. (2015). Act-On & 
Ascend2. Retrieved from: http://partner.ascend2.com/act-on-marketing-automation-lead-
er/?sslid=M7E0MzY2NgIA&sseid=MzIxMDYGAA&jobid=8f1852c8-0995-44ba-bafa-19420e19c81d

8.   Ibid.

9.   Besondy, Charles. (2014). Preparing for Marketing Automation: Don’t Get the Cart Before the 
Horse. Besondy Consulting. Retrieved from: https://www.brighttalk.com/webcast/43/61693

10.  Ibid.

Sources




