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So, you're interested in marketing 
automation software. Congratulations! 
You're about to open yourself up to a brand 
new world of marketing where your every 
email message is organized and your every 
lead is qualified.

This 12-chapter eBook will be your 
reference guide, counselor, and biggest 
cheerleader as you get started inside the 
system. From exploring marketing 
automation mistakes to detailing robust, 
you-won’t-know-how-you-
ever-lived-without-it features like lead 
scoring and web analytics, you’ll be 
prepared to conquer the big, bad world of 
marketing automation.

Let's get started!
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CRM stands for customer relationship management - this 
term has a dual meaning, one which refers to the software tool. 
The other refers to the business processes that manage the 
software. This technology is designed to organize, automate 
and coordinate your company’s marketing, sales, and 
support departments.
 
Be sure to research which marketing automation platforms 
integrate with your current CRM system. At the very least, your 
CRM and marketing automation software should sync 
contacts and leads back and forth between the two 
programs. This means that information stored inside CRM will 
pull across to the marketing automation software and vice versa.

Teaching your CRM to play nice 
with marketing automation1

In this chapter we will cover:
• The definition of CRM, why you need it, and how to integrate with 
a marketing automation system.
• How implementing marketing automation software will benefit 
your sales department, as well as marketing.
• What sales can monitor inside your marketing 
automation software.
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If you’ve discovered the perfect marketing automation 
software, but it doesn’t integrate with your CRM, you can 
always work through an Application Programming Interface 
(API) integration. The API acts as a middle man and specifies how 
different software components should interact with each other.

Marketing automation software benefits the sales department 
just as much as marketing. 

When sales reps have access to lead activity, they can assign 
them to relevant email campaigns and better track their 
activity. The effectiveness of both your sales and marketing 
departments will improve when they are handling the same set 
of data.

Inside marketing automation software, sales can monitor:
  
  Campaign history

  Open and click rate

  Email responses

  Online form completion

  Web activity
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Segmenting email 
campaign recipients2

Select email campaign recipients carefully. 

The content should be targeted for a specific audience that will 
open, click, and engage with a call to action that is relevant to their 
interests or industry. Sending an email about health care marketing 
to a list of accountants? Your statistics will reflect that. Know the 
needs and wants of your segmented audience and tailor your 
message to reflect those needs and wants.
 
Segmentations are divided email recipient lists based on their 
needs or interests. Types of segmentations may include:

  Geography

  Industry

In this chapter we will cover:
• How to target your email campaigns according to the needs and 
interests of your audience.
• The definition of email segmentation, examples, and how to ease 
into it as you implement marketing automation.
• The benefits of segmentation, including how it’s stored inside 
your software.
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  Content type

  Interest level

Be sure to choose a marketing automation software that can 
build these lists based on logic. This way, by inputting the 
information you want to build on, the system will gather those 
contacts for you and continue to filter and update the list based 
on who fills the criteria.

Building these segmentations will help you identify your buyers’ 
personas, which is a crucial component for both the marketing 
and sales departments. Marketing needs to know which 
groups to market to just as sales needs to know which 
groups they’re selling to.

In the beginning stages of implementing marketing automation 
software, it might be a daunting task to segment your database 
contacts by interest. The easiest solution is to work backwards - 
create your email campaign recipient list before creating your 
email campaign. This way, you’ll have the interests of your 
audience in mind during the design process.

Once a segmentation is created, it is stored in your marketing 
automation system forever. Years from now, you could be flying 
into work on your spaceship and emailing the same lists from 
your hologram laptop. As a new marketing automation user 
you’ve probably learned by now - that there’s a lot of upfront 
work. However, once these lists are created, processes are in 
place and reports are built, it runs like a well-oiled machine.
 

  Job function
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Creating your message3

Once your email recipient lists are built and segmented, you are 
ready to build your email campaigns. Focus your message 
around those targeted audiences. The more relevant your email 
campaign is to their industry, job title, or needs, the more likely 
they are to engage.

Before the design process begins you must establish:

Send date/time:  When do you want this email to 
appear in recipients’ inboxes? Statistics show that 
emails sent Tuesday-Thursday between 11am-2pm 
have the best open and click rates. Experiment with 
different times and see what works best for you.

In this chapter we will cover:
• How to focus your email message according to your segmented 
audience, including questions to ask yourself during the 
design process.
• What to include in your message to insure your audience 
engages with your email and takes any necessary next steps.
• Which types of emails to focus on and which types to avoid.
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Goals: Why are you sending this email? What do you 
hope to accomplish? Maybe you want recipients to 
download a white paper, register for an event, or fill 
out a form. These goals are usually executed through 
your email’s calls to action.

The overarching goal of any email campaign is recipient 
interaction. Whether your audience is just learning about your 
company, is a hot lead, or has been a customer for years, you 
want to present them exciting and relevant information, spark 
their interest, and stay on the opt-in list. 

Increase engagement through:
  
  Calls to action

  Links

Design: Does your email accurately represent your 
company’s branding? Stick to a set color theme, 
font, sizing, etc. You can even start the marketing 
automation process by designing templates to be 
used throughout a variety of campaigns.

Message: What are you telling your recipients? Are 
you announcing updates to customers or providing 
information about your company? Be sure your 
language, like your design, is consistent with your 
branding and is easy to read!

Dynamic Content
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Your response rates and engagement levels will increase if you 
have the ability to send different types of email campaigns. Bulk, 
one-off emails work best for messages that don’t require any 
actions or responses, such as a monthly newsletter or a 
schedule of holiday hours.

Designing an email campaign is where creativity shines. So don’t 
be afraid to have fun with it. However, pay attention to your 
open and click statistics, because it is your insight into 
reader’s opinions. 
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Launching your message: 
email delivery4

Now it’s time to press the big, scary button. The button of no 
return. The button of truth... Send.

Before sending a campaign, be sure to test your email. 
Testing verifies that the email’s appearance in the designer is 
the same, or as close as it can be, to its appearance in 
recipients’ inboxes. Send your email out to a variety of different 
email clients (Gmail, Outlook, Yahoo, etc.) to see how it renders 
in each.

In this chapter we will cover:
• The importance of testing before email deployment, including 
hyperlink testing to ensure engagement.
• How to choose which email clients are most important for your 
company to test in and the definition of email throttles.
• The steps to take when sending an email, including how to 
determine the best dates and times.

Test the following hyperlinks throughout your email body:
  
  Calls to action

  Social icons
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  Forward to a friend

  “Click here to download a web version of this email”

  Unsubscribe

Remember, it’s pretty much impossible to design an email that 
will look identical in every email client. To save yourself time and 
frustration meticulously editing row widths and pixel displays, 
choose 4-7 email clients that your company delivers to most 
often. Test your campaign in these clients and make tweaks 
as needed.
 
After you’ve tested, edited and perfected your email, it’s time to 
send. You should already have your designated date and time 
scheduled - don’t just send an email when it’s done. Pay 
attention to how those factors impacted the statistics of 
past campaigns.
 
See if your marketing automation software has throttles set 
up. Email throttles stop delivery of your message to anyone on 
your recipient list who has recently received another email. You 
should be able to specify how many days “recently” means to 
you, but best practice is to delay delivery to anyone you’ve 
contacted in the past 2-4 days.
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You also have to consider time of delivery if this email is a part 
of a larger nurture campaign. Best practice is to wait 4-6 
business days after the initial email was delivered before 
sending a follow up. This way, recipients won’t feel as if they’re 
being bombarded with emails. Also, be sure to create a new 
subject line so the email seems fresh - even if the body content 
is the same.

Once you’ve said a prayer and pressed Send, you should see 
statistics start to flow into your marketing automation software. 
Pay attention to the percentage of recipients who open your 
campaign and the percentage that click.
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Tying in landing pages5

Remember, every email has to have a purpose. That purpose 
should take form in calls to action. When recipients click on a 
CTA, they’ll be taken to a landing page, which is a page on your 
website where email recipients can complete a 
desired action.
 
These pages should include forms that capture visitor 
information. People who “land” on a landing page are looking to 
complete a digital transaction. You emailed them with a 
promise, they engaged the email, and completed a form. 

In this chapter we will cover:
• The importance of linking to landing pages in your email 
campaigns and the information that should be included on 
your landing pages.
• What happens when we track a lead’s engagement with a 
landing page.
• What to consider when designing landing pages, including 
design, grammar, and form length.
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Deliver on that promise by providing them with:

Downloads: White papers, recorded webinars, best 
practice documents, etc.

Registration: Events, webinars, lunch and learns, 
product demos, etc.

Subscription: Company blog, newsletter, online 
training courses, etc.

Purchases: New products, software upgrades, etc.

Landing pages also provide a focus by showing marketers what 
email recipients are interested in. Maybe a specific lead in your 
database never engaged with white papers, but then registered 
for a webinar. Now you know that this lead 
prefers more interactive events and you can target your 
messages accordingly.
 
When we track a lead’s engagement with different landing 
pages it creates a database of their interests, providing an 
insight into their needs.

What to consider when designing landing pages:

Make sure there are no distractions:  Don’t include 
anything that takes attention away from the form. You 
can provide additional offers and information on the 
thank you page, which we’ll dive into in chapter seven.
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Edit your grammar: Be as harsh on your writing 
as your 10th grade English teacher - grab a red 
pen and rip it to shreds. Grammar is especially 
important on landing pages because you’re 
declaring yourself an industry authority and 
sharing knowledge.

Keep the form short: Since, in this particular 
case, landing page viewers came to it through an 
email campaign, we already have some of their 
information. Make sure your marketing 
automation software keeps track of cookies so 
forms will auto populate with stored information.

Provide clear and detailed instructions: Above 
the form’s questions tell visitors what you want 
them to do, how to do it, and what will happen 
once they’re done.
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Select email campaign recipients carefully. 

The content should be targeted for a specific audience that will 
open, click, and engage with a call to action that is relevant to their 
interests or industry. Sending an email about health care marketing 
to a list of accountants? Your statistics will reflect that. Know the 
needs and wants of your segmented audience and tailor your 
message to reflect those needs and wants.
 
Segmentations are divided email recipient lists based on their 
needs or interests. Types of segmentations may include:

Types of landing page path designs6

Throughout the design process, many separate pieces have to 
come together. Luckily, once you’ve designed your dream 
landing page inside of your marketing automation system, 
you can store it and use it across multiple channels. 
 
The next question is, do you want visitors who complete a form 
to be enrolled in a trigger campaign? Trigger campaigns are 
auto responders that are “triggered” from an action or lack of 
action. In this case, the action would be online form completion 
on the landing page.

If you do decide to create a trigger, be sure to specify in your 
landing page’s instructions that visitors will receive an email 
confirmation. Examples of trigger emails include:

In this chapter we will cover:
• What will happen after a landing page form completion?
• Defining and planning trigger emails, including examples and 
when to deploy each kind.
• Where to take visitors after they’ve completed a landing page 
form and the benefits of setting them up on your website.

• Event registration confirmation
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Types of landing page path designs

• Receipt from a product order
• A copy of the white paper, recording, or selected webinar 
• Thank you email with additional information

After the page is designed, you have to decide where website 
visitors will be taken after clicking the 
Submit button. 

Send visitors to another page on your website: This 
can be any page of your choosing, but be sure it 
relates to the asset they just downloaded, webinar 
they just registered for, etc.

Send visitors to a “thank you” page: This assures 
visitors that the online form successfully captured 
their information. It’s also a great way to present 
additional information.

Just like email campaigns, be sure to test your landing pages 
before setting them as active. Send yourself the original email, 
complete with the hyperlinked call to action to the landing page. 
Click the link and complete the form. Then, verify that your 
information is stored inside the system.

Landing pages are an easy and cost-effective way to engage 
with customers and leads. If you’re setting up multiple landing 
pages inside your marketing automation software, keep your 
branding and design similar - we want customers to fill out 
multiple pages and see consistency across each one.

18



Building lead scoring models7

Now the question is, how do we turn our enthralled email 
recipients into qualified leads? And then turn qualified leads 
into happy, contract-signing customers?

It’s time to build a lead scoring module. Lead scoring is the 
concept of applying point values to actions taken by leads. It’s a 
method shared by both the marketing and sales departments 
that scores leads to determine their readiness to buy. This 
readiness is based on their interest level with your company 
and their place in the buying cycle.
 
Work with your sales team and build a profile of your perfect 
customer. Brainstorm actions that are both explicit, such as 
company size, title, or industry, and implicit, such as online

In this chapter we will cover:
• Defining lead scoring and how to align the sales and marketing 
departments during brainstorming and implementation.
• How to categorize hot and cold leads based on their explicit 
and implicit behaviors.
• How to add or subtract points based on a lead’s website 
interactions and email engagement.
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engagement, social presence, or interest level. Based on their 
scores, leads can be categorized as either hot or cold.

Hot leads are actively engaged in your content, whether 
through email campaigns, your website, online information, or 
events. Their explicit actions meet your qualifications - usually 
someone in a management position with purchasing power.

Cold leads are less engaged with your content and require 
continued nurturing through email campaigns to educate them 
and maintain open communication. Their explicit actions might 
indicate that they lack purchasing power or they work for a 
small company.
 
So, how should you be scoring these leads? Start by assigning 
point values for each page on your website. Let’s say you’ve 
decided to give every website page a base value of one point, 
this means that as a lead explores your site and jumps from 
page to page, their lead score increases by one point for each page.
 
Outside the website, leads can be scored based on their 
engagement with email campaigns, assets, events, and any 
additional correspondence. Assign points based on the value of 
the content - the more time, money, and resources you put into 
it, the more points it should be worth.
 
Leads gain and lose points throughout their engagement - as 
they continue interactions with your company, their score 
increases. However, if interaction becomes stale and the lead 
slows engagement, points can be subtracted as well.
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Planning events with 
marketing automation8

As marketers, we’re constantly planning our own and attending 
other’s events.
 
And it doesn’t stop once the event takes place. After months 
of obsessive planning, there are a whole new set of plans to 
make and unforeseen issues to deal with. It’s easy to get lost in 
the details.
 
Planning events inside your marketing automation software 
consolidates each component (emails, landing pages, triggers, 
online forms) into one section of the software. This way, you can 
design a path that event attendees will follow and associate the 
steps to one another.

In this chapter we will cover:
• How to consolidate every step in an event campaign into one 
section of your marketing automation software.
• Examples of the path event attendees will take during the sign 
up process – covering everything from the initial email to follow 
ups to attendees.
• Features needed in your marketing automation software for 
event planning.
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Test the following hyperlinks throughout your email body:
  
  Calls to action

  Social icons

  

Here is a typical path event attendees will follow from their 
initial invitation to after they’ve attended your event and raved 
about it to friends and coworkers:

1

2

3

4

5

Invite leads from your CRM with an initial email, 
including CTAs throughout the invite that take 
recipients to an online registration form.

Allow guests to choose which session they’d like to 
attend (if hosting multiple sessions across 
different locations).

Send out triggered confirmation emails upon 
registration, including login information for 
online-based events, like webinars.

Automatically send scheduled follow up emails 
providing additional information leading up to 
the event.

Send scheduled post-event emails thanking 
attendees and providing session recordings and 
links to a post-event survey.

Be sure your marketing automation software can connect to 
webinar conferencing software when hosting online events. 
Once attendees register for your webinar or other online event, 
they’ll receive the required login information in the triggered 
confirmation email.
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Try implementing a feature that allows guests to sign in during 
the event. Inside your marketing automation software’s events 
feature, pull up a list of registrants (usually distinguished by 
their email address) on a laptop or tablet. Then, have 
attendees mark themselves as “attended.”
 
Since the information is all stored in your MA system, just send 
a “Thank you for attending” email to the email addresses 
marked and a “Sorry we missed you” email to non-attendees.
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Marketing automation 
benefits for sales9

Aligning sales and marketing can be difficult. Each 
department has their own tactics and opinions about how 
money should be spent, how leads should be converted, and 
how successful campaigns are defined.
 
Marketing automation software aligns these departments, 
creating open communication and transparency. Inside the 
software, qualified leads are clearly defined through the lead 
scoring model, eliminating department-based definitions and 
disagreements of what constitutes a qualified lead.
 
A marketing automation system that effortlessly integrates with 
CRM keeps an open dialogue between sales and marketing, 
showing sales reps the quality and quantity of leads in 
the system.

In this chapter we will cover:
• How marketing automation software works to align the sales 
and marketing departments.
• Sales benefits including the effect on cold calling, lead 
nurturing, and length of sales cycles.
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There are endless marketing automation benefits for sales, 
but here are the top three:

Bye-bye cold calls: If used effectively, marketing 
automation should decrease the need for cold 
calling. Marketing will nurture prospects through 
email campaigns, website engagement, and events.

Once prospects have been nurtured into 
qualified leads, they’re passed to sales to employ 
a multi-touch phone/email campaign. Sales reps 
will have access to all of the lead’s information in 
CRM, including their engagement, actions, 
website hits, etc.

Reach out at the right time: Sales can track your 
corporate website with website visitor tracking 
software and see when high-value leads are 
engaging with the site. From there, they can call 
the lead and discuss their needs, and your 
solutions, based on their current website activity.

When setting up lead scoring profiles based on 
website activity, you can even set alerts to go out 
to Sales reps when a lead engages with a 
high-value page, such as demo requests, product 
information, or pricing.
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Shorten the sales cycle: Everything we’ve worked for 
thus far has been to get us to this point. Nurtured 
leads close faster and generate larger deals because 
they feel educated and eager to buy.

As sales interacts with leads, their emails can be 
personalized using the system. Marketing can set 
up trigger emails on behalf of sales reps 
complete with dynamic content and 
personalized information based on the lead’s 
needs/interests.

While marketing automation software seems like the great 
uniter - it’s just the vessel that accomplishes sales and 
marketing goals. A successful MA system is based on 
cooperation and collaboration.
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Marketing automation 
benefits for ROI10

Many marketers think they can survive today’s business world 
with nothing more than their CRM software. While this is a great 
start and CRMs help organize all of the information associated 
with prospects, leads, and customers - it won’t organize and 
automate other necessary processes.
 
MA software tracks and monitors ROI and aligns the sales and 
marketing departments. This generates leads without 
sacrificing any additional marketing campaigns, such as email or 
PPC. On their own, CRMs are only able to manage leads at the 
individual level. They can’t find connections between leads like 
industry, title, location, etc. to segment those leads into groups.

In this chapter we will cover:
• The ways in which marketing automation software benefits 
leads without sacrificing time for sales and marketing.
• How to use marketing automation software to implement 
campaigns and deliver qualified leads to sales.
• How to add additional information to a lead’s profile while 
managing revenue and metrics.
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Implementing marketing automation increases your company’s 
number of qualified leads as well as all-around efficiency. With 
targeted and automated messages, sales and marketing can 
free up their time from manual processes.

How marketing automation software works to increase ROI:

Deliver more qualified leads to sales: Through 
developed nurture campaigns, website visitor tracking 
software, and lead scoring models, MA software only 
passes qualified leads to sales reps. From there reps 
can reach out and close the deal.

Implement automated campaigns: Designing and 
running automated email campaigns frees up time for 
both marketing and sales. While it’s best practice to 
edit and evolve these campaigns every 4-8 weeks, 
dropping leads into pre-built nurture or trigger emails 
is much more efficient than individual correspondence.

Bulk up lead profiles: When leads are first dropped in the 
CRM, you may have access to little more than their name 
and email address. Inside your MA software, all of their 
website and social media activity are updated in real time.

Manage revenue and metrics: MA software monitors 
reports and metrics for all of its leads, campaigns, and 
management systems. Monitoring these numbers 
increases the effectiveness of marketing and sales 
efforts and predicts future revenue outcomes.
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Failures of marketing 
automation11

Many other companies have made the leap to marketing 
automation before you, and many will after you. While most 
businesses reap the benefits of marketing automation (MA) 
software, others block their own success by not properly 
adapting to the system, integrating with their CRM, or taking 
advantage of analytics tools.

In this chapter we will cover:
• Reasons why companies block their own success and give up 
on marketing automation software. 
• Why it’s important to focus on quality, content, and long 
term goals.

Major marketing automation 

1 You’re focusing on quantity over quality: We’ve 
become obsessed with numbers. More is better, but it 
really doesn’t matter if 1,000 people opened your email, 
if none of them engaged or turned into customers. Shift 
your focus to the five to 10 percent of recipients that 
actually open, click, and engage with your content.
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Marketing automation is a complete marketing 
platform. There are email marketing vendors 
who can set you up for “batch-and-blast” emails.

Write your own company-wide definition of a 
qualified lead - and stick to this definition. 
Anyone who doesn’t satisfy these points is not a 
qualified lead.

2 You don’t have enough content: Even though 
marketing automation processes become more 
automated with time, there still has to be someone to 
create the content necessary to engage prospects and 
nurture leads. If you’re not busy building emails, lead 
capture forms, and events, then of course you won’t 
see information flowing into the system.

Creating a warehouse of content is a process - 
start by surveying your existing designs and 
importing them into your marketing automation 
software, repurposing past creations as you get 
comfortable working in the system.

With enough organization, you can create 10, 20, 
or even 30-step nurture campaigns with built in 
logic and alerts, but without relevant content, 
you’ll run out of steam by the fifth email in 
the series.
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3 You haven’t set long-term goals: Marketing 
automation software keeps marketers accountable 
with its ability to track actions all the way back to 
implementation. Ask yourself, what are our revenue 
goals? How many customers do we need to acquire to 
reach that goal? How many leads will turn 
into customers?

Working backwards helps focus on the areas 
that need the most attention - it also shows you 
where marketing should focus and any areas 
that aren’t contributing to your revenue goals 
(social promotions, bulk campaigns, or 
online surveys).

Make sure you’re emailing and posting with 
consistent messaging. This way, no matter how 
leads or customers engage with your company, 
your tone is always the same.

Implemented with the right expectations and goals in mind 
marketing automation should not fail.

It takes a lot of testing, sprinkled with a healthy dose of trial and 
error to adopt a marketing automation software. Marketers 
must be patient as they adapt to a brand new system with its 
own guidelines and rules that all customers must follow.
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Keeping up momentum12

Marketers across different companies will adopt and employ 
their marketing automation software their own ways. There is 
no right or wrong, so find what works for you and don’t be 
afraid to change what isn’t working.
 
Develop your own guidelines through testing and lots of trial 
and error.

In this chapter we will cover:
• How to continue a successful marketing automation software 
strategy through the creation of company guidelines and proper 
testing.
• Why it is important to segment, test, and define email purposes 
for every campaign created in your system.
• Tips to take your marketing automation beyond the basics 
through customer outreach and landing page optimization. 

Tips to keep up momentum with MA software:

Segment your leads: Through developed nurture 
campaigns, website visitor tracking software, and 
lead scoring models, MA software only passes 
qualified leads to sales reps. From there reps can 
reach out and close the deal.
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Be sure your marketing automation software can connect to 
webinar conferencing software when hosting online events. 
Once attendees register for your webinar or other online event, 
they’ll receive the required login information in the triggered 
confirmation email.

Segmentations ensure that leads are receiving 
information relevant to them. The more they 
relate to your correspondence, the more likely 
they are to engage.

From that landing page, they should proceed to 
an online lead capture form.

Include multiple calls to action in your email 
campaigns: Hyperlink banners, images, body text, 
sidebars, etc. that will each take email recipients to 
the same landing page. 

Choose 4-7 email clients that your company 
sends to most often. Since we can’t satisfy 
everyone, single out the ones that matter most.

Always test your emails: Remember, emails render 
differently across different email clients. Sending 
tests across those clients allows you to adjust your 
images, fonts, or alignments as needed.

The focus should remain on the one offer you 
are presenting - do not include multiple offers or 
additional information on this page.

Keep online lead capture forms simple and 
consistent: Consistency establishes a sense of trust 
between your company and leads.
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When you have a best practice that works, write it down. Soon, 
you’ll have a document of best practices you can distribute 
company wide.

Try scoring every page on your website and 
assigning additional points for length of visit, 
return visits, and pricing pages.

Happy customers are your best advertisements - 
they’ll share their experiences with other B2B 
buyers and ultimately influence their purchasing 
decisions.

Engage current customers as well as leads: 
Consistently engage current customers with monthly 
email newsletters, online feedback forums, product 
updates, or conferences.

Experiment with varying times/days to deploy emails. 
Many marketers preach, Tuesday-Thursday from 
11am-2pm, but try a Sunday afternoon or late night.

Develop your own best practices: Don’t depend on a 
blind web search to dictate your own best practices! 
Sure, research what the experts are saying, but if it 
doesn’t work for you, don’t stick to it.

Experiment with lead scoring models: Involve the 
sales department in the lead scoring process with an 
open brainstorming session about the most 
important website pages, email campaigns, etc.
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Conclusion

Implementing marketing automation software is a crucial step in 
your marketing plan. As leads are scored, emails are sent, and 
information is captured you will have more time in your workday 
to focus on other efforts.

Remember, marketing automation is a marathon - not a sprint. 
Start slowly, work in one section at a time, and test, test, test. 
Soon you'll be an expert, educating the rest of your company on 
all the features and benefits the system has brought you. 

For more B2B best practice information visit our website at 
www.salesfusion.com 

Salesfusion helps companies deliver more revenue. With 
Salesfusion’s smart marketing automation platform, marketing and 
sales teams are delivering more lead-to-revenue results by nurturing 
and surfacing the right leads into the CRM at the right time. 
Salesfusion’s platform also enables customer care teams to increase 
client satisfaction and growth through customer-centric nurture 
programs. By identifying lead, journey, and buyer profiles, Salesfusion 
is helping companies deliver more revenue than ever before.
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