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After months (or years), you and your marketing team finally 

have the green light to modernize your marketing and drive 

real demand generation results. You have sold the concepts 

to your bosses, gained alignment with your co-workers in 

sales and have your IT team ready to put your new marketing 

automation tools in the mainstream of your companies’ digital 

war chest. You have seen demonstrations, attended 

conferences and read dozens of articles that encourage you 

and your team to transform marketing in a demand 

generation machine. 

So…. why do you have this feeling that you just bought a race 

car, but only know how to drive a sedan? 

IT'S HERE!  
NOW WHAT DO I DO?

"40% of companies that 

have stayed consistent 

in fully deploying their 

market automation 

technology for two 

years or more see a 

measurable impact on 

revenue"

Taking on a digital transformation that truly aligns marketing and sales and 

provides your marketers and sellers with a platform to find, and nurture 

prospects into and through your sales cycle is achievable. And the results are 

well worth the effort.   

According to B2Bmarketing.net and Circle Research “Benchmarking Report 

of Marketing Automation” (2015) 40% of companies that have stayed 

consistent in fully deploying their market automation technology for two 

years or more see a measurable  impact on revenue.  That is 

awesome!  Troubling; however, is that the same report indicates that only 8% 

make that claim within the first six months. That is probably about the time 

your executive managers and colleagues are going to start asking to see 

some results! 
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Getting the most out of this investment, quickly,  takes more than just turning 

it on and expecting the funnel to fill.  Now that you have selected your 

marketing automation technology supplier, you need to lay out a plan that 

aligns your marketing and sales teams, gets the attention of your prospects 

and provides you with hands on controls that give you feedback on results 

so that your team can continue to refine, improve and drive results. 

Start Here  

The Big A of Marketing : 

Alignment 

For demand generation to be truly transformative and drive high impact 

business results, the alignment between marketing, sales, IT, and others in 

your value chain must be foundational and embedded into all aspects of its 

implementation, usage and measurement. 

An important step is simply listing out the key stakeholders that need to be 

part of your implementation team.   Implementation planning should be as 

much as a social gathering as it is a technology implementation.   So, it is 

imperative that your stakeholder community are truly stakeholders that have 

much to gain or lose in this transformation.    A core implementation team is 

crucial.   The implementation team should be made up of the key 

stakeholders in marketing, sales and IT and it may include other 

stakeholders in product management, client services, or other departments.   

Other organizations in your company may need to be informed or kept 

aware, these organizations and their needs for information and consensus 

should also be mapped out.  

Once you have organized your core team, the next crucial step is to 

establish a governance model that will drive how the team conducts 

the  work of the implementation.   Setting up an organizational reporting 

cadence with an implementation team is a great idea.   
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 The best implementation teams are cross functional. Consider establishing a 

steering team that includes VP Sales, CMO, and CIO that the implementation 

team can report to for on-going management reviews, progress reporting, 

metric alignment and ultimately gate keeping for additional resource 

allocations. 

The core team ultimately will have the charter of planning the implementation 

work, developing action plans and putting those plans into action.   Like any 

other project, the effectiveness of the implementation team is important to the 

project’s overall success. 

Achieving alignment in this early stage is the most important indicator of how 

successful a marketing automation implementation will be, but it is also difficult 

to measure.   One tool that is effective in achieving solid alignment is an 

implementation playbook. 

The implementation playbook documents the entire scope of the team’s 

activities.  It documents the scope of the implementation, the go-to-market 

business goals that the team is chartered to achieve, key content that 

describes the operating rules that govern the implementation and the agreed 

to action plans.  Great playbooks lay out in detail the communications strategy 

for involving the stakeholders and larger organization prior to the 

implementation, as well as the communications strategy for launching the 

solution and the post launch communications.  

"ACHIEVING ALIGNMENT IN THIS EARLY STAGE IS THE MOST 
IMPORTANT INDICATOR OF HOW SUCCESSFUL A MARKETING 

AUTOMATION IMPLEMENTATION WILL BE, BUT IT IS ALSO DIFFICULT 
TO MEASURE." 
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Pilot   |   Learn   |   GO

A key best practice is to start with a well-defined pilot.   The pilot should be 

clearly scoped and be large enough to establish a foundation and 

operational learning, and confined enough to clearly measure effectiveness. 

With the core team already identified, drive to find the right pilot scope.   Your 

pilot is intended to give your team a solid foundation to build a full scale roll 

out and adoption of your digital demand generation engine, so do not take 

defining an appropriate pilot scope lightly.  Defining your pilot scope, requires 

3 crucial elements.  First, work to develop a CLEAR scope definition.  Second, 

define what the pilot deliverables look like.  Third, and most importantly, 

define your end game.  What does a successful pilot look and feel like when 

complete?   

So, what should the pilot consist of?  If possible, design your pilot to include 

enough elements and complexity to exercise all the social and technical 

aspects of a complete implementation, but not so complex that is becomes 

an unsolvable puzzle.  Tip! Develop a flow chart of the process, with the 

required inputs and outputs and the key stakeholders impacted along the 

way.  If you cannot do this – you probably have the wrong pilot. 

Aim at finding quick wins that solve major pain points in your sales and 

marketing organizations.    Remember – the key to alignment is stakeholder 

buy in.   Finding early quick wins and running effective internal and external 

communications programs is the fuel that will fire commitment, especially as 

the pilot moves beyond the “honeymoon” phase. 
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Now that you have made a commitment to a digital demand generation 

methodology, it is inevitable that your entire content strategy will need to be re- 

evaluated and modernized.   Your content delivery is about to become faster, 

much faster, and intentionally aimed at specific buyers at different stages of 

their buying journey. 

Static content, delivered by conventional non-digital means, will become 

outdated quickly and will become more of a novelty approach than your core 

marketing strategy. 

The successful content strategies in your new digital future must become 

more synergized, more aligned to customer needs and easier to curate, sort 

and link into message maps that will drive the design of your digital 

campaigns. 

A key step often missed is the alignment of your content strategy with your 

website. Often, the messaging on the website and the messaging delivered in 

digital campaigns are disconnected in storyline and timing.   One best practice 

is to adopt a single source of truth approach, using your brand on the home 

page as an anchor that holds all other content in the right context. 

Today’s consumers are blasted by large volumes of information. Earning their 

attention, even for a moment, is the first task of a winning digital content 

strategy.   The best content today speaks first from the viewpoint of the 

customers needs.    Consider this – In a room full of people talking only about 

themselves, isn’t it most likely that the person you would listen to first is the 

person talking about you? 

If you are like most companies, it is likely that you currently have a lot of 

content. It is also likely that a great deal of that content is rarely used and with  

little impact.   In your digital demand generation process, you could make that 

even worse.   

GET READY TO MODERNIZE 
YOUR CONTENT THINKING
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a proven approach from 

Coffee + Dunn 

It is not uncommon to see marketers over drive content simply to have 

assets to tag into email campaigns.    Do not let the “number of emails” you 

want to send drive your content strategy!   Start first evaluating your 

customer’s needs for information, their pain points and then carefully map 

that into messaging platforms, including both long form and short form 

assets.  This becomes a winning approach to drive downstream content 

creation and curation methodologies.   

Coffee + Dunn is a leading consulting agency that specializes in assisting 

marketing leaders to plan, implement marketing automation, and effectively 

run their demand generation programs.   With hundreds of engagements 

completed, Coffee + Dunn has the experience and know-how to customize 

and optimize your technology implementation to meet the business, sales, 

and market expectations critical for you to win.   

The strength of Coffee + Dunn comes from a central methodology called 

Plan Build Run.   This three-phase approach aligns Coffee + Dunn’s profound 

understanding and knowledge of the technology behind the marketing 

automation tool set with a refined approach for developing a comprehensive 

planning strategy.   This methodology drives beyond just the “how to” of 

setting up and running digital campaigns and drives to the “why” of delivering 

measurable marketing results.    

Hands on, intimate knowledge of the technical aspect of the marketing 

automation tool set is also critical and often, it may be a skill set that is in short 

supply or that may be beyond your marketing budget.   Coffee + Dunn works 

with solutions from leading suppliers, such as Microsoft Dynamics 365 for 

Marketing, ClickDimensions, Act-On, Hubspot, and others, often side by side, 

in the development and piloting of software and training. 

The team at Coffee + Dunn believe that implementation of your marketing 

automation technology is the beginning of a journey to creating simplicity 

that embraces the realities of the complex worlds we live in today.   

If you would like to explore the journey toward 

marketing fearlessly, contact Coffee + Dunn today 

at info@coffee-dunn.com or 

coffee-dunn.com/contact-us. 


