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Problem #1:
False expectations
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Reality check
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77%
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no to slight

impact
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Has a marketing 
automation
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41%

Automates
only email 
marketing



Conclusion

1. Own research 2. Gartner study 3. RAAK survey 

Theory and practice
are running at different speeds



Manage expectations
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Problem #2:
There’s no problem
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How to fix it?

➔ Build an acquisition
strategy
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Problem #3:
Too complex 

too fast
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Marketing automation is a hot topic 
because more and more B2B marketers 
are using this technology to generate 
more and more and better results, 
improve marketing efficiency and increase 
conversion rates



The most commonly used 
performance indicators to 
measure ROI are response 
indicators on databases



Eric1982: Jordan, do you have an 
exhaustive list of major marketing 
automation vendors?



Besucher erfahren knows the 
positive evolution of 
Kundenerlebnisse mit Hilfe von 
Marketing Automation gestaltet 
werdet
?



How to fix it?

➔ Low hanging fruit first
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Problem #4:
You’ve lost the big 
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How to fix it?
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STRATEGY



GET TO BY

Who is our
target 

audience?

What do 
they have to

do/think?

How are we 
going to do 

this?

1. Map out your strategy



GET TO BY

Everyone

1. Map out your strategy



GET TO BY

Everyone
Buy my
product

1. Map out your strategy



GET TO BY

Everyone
Buy my
product

doing
marketing 

automation

1. Map out your strategy



GET TO BY

Everyone
Buy my
product

doing
marketing 

automation

1. Map out your strategy



GET TO BY

1. Map out your strategy



GET TO BY

Customers who
have recently

booked a flight

1. Map out your strategy



GET TO BY

Customers who
have recently

booked a flight

Increase their
customer value & 

total booking value

1. Map out your strategy



GET TO BY

Customers who
have recently

booked a flight

Increase their
customer value & 

total booking value

trigger relevant 
promos depending

on # days untill
take-off

1. Map out your strategy



How to fix it?

➔Map out your
➔TACTICS



2. Reverse engineer your
plan
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Adapt the existing structure
OR

Build a new setup
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Conclusion

1. Manage expectations
2. Set up an acquisition strategy
3. Go for low-hanging fruit first
4. Map out your strategy/tactics



Thanks for listening,
now let’s talk
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